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about the survey 

Nonprofit organizations are often on the front lines in providing societal benefits -- social services, healthcare, arts and culture, and 
many more.  Nonprofits are criticized, however, for not investing enough in building their capacity to effectively perform and 
sustain the services they provide.  Nonprofit leaders are frequently required to manage upstream, against countless obstacles – 
inadequate budgets, staff shortages, volunteers and staff with good intentions but little management experience, and outdated 
equipment and software.  Burnout is not uncommon as staff try to do too much with too few resources. 

There is increasing interest in the nonprofit sector in improving governance, planning, and fundraising, and investing in training 
and equipment to enhance organizational performance.  The foundation community has weighed in with capacity-building grants 
and requirements that grantees demonstrate the impact of their programs on target populations.  Authors, educators and 
researchers have explored ways to draw on management techniques used by successful for-profits to help nonprofit organizations 
become more effective and more accountable to their constituents and the general public. 

Blackbaud has conducted its State of the Nonprofit Industry Survey annually for six of the past seven years.  The study asks 
nonprofit leaders to report on some of the management strategies they’re using, and the degree to which they anticipate changes in 
their organizations this year and next.  Included in the study are questions about: 

  General operations (including staffing, budgets, and organizational challenges) 

  Fundraising 

  Technology and Internet usage 

  Accountability and stewardship 

The survey report provides an overview of information that can help nonprofits assess their operations and compare their 
performance with that of other nonprofit organizations.  

methodology 

Invitations to participate in this online survey were widely distributed during the months of May through July, 2010 via industry 
newsletters and targeted emails to Blackbaud customers throughout the nonprofit community in Australia, Canada, France, 
Germany, Italy, India, the Netherlands, New Zealand, Spain, the United Kingdom, and the United States. A total of 2,383 individuals 
completed the survey and are included in this report.  Data from the survey in Spain were not included in this report due to the 
small number of participants from that country. 

Because this was a convenience sample rather than a random sample of the entire nonprofit community, results may not be 
statistically representative of all nonprofits in these countries.  However because of the large number of responses, the results 
provide a useful basis for analysis and benchmarking.    
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about blackbaud 

Blackbaud is the leading global provider of software and services designed specifically for nonprofit organizations, enabling them to 
improve operational efficiency, build strong relationships, and raise more money to support their missions. Approximately 22,000 
organizations — including University of Arizona Foundation, American Red Cross, Cancer Research UK, The Taft School, Lincoln 
Center, In Touch Ministries, Tulsa Community Foundation, Ursinus College, Earthjustice, International Fund for Animal Welfare, 
and the WGBH Educational Foundation — use one or more Blackbaud products and services for fundraising, constituent 
relationship management, financial management, website management, direct marketing, education administration, ticketing, 
business intelligence, prospect research, consulting, and analytics. Since 1981, Blackbaud’s sole focus and expertise has been 
partnering with nonprofits and providing them the solutions they need to make a difference in their local communities and 
worldwide. Headquartered in the United States, Blackbaud also has operations in Australia, Canada, Hong Kong, the Netherlands, 
and the United Kingdom.  

For more information, visit www.blackbaud.com. 

about l’association française des fundraisers 

The Association Française des Fundraisers is the professional membership body for French fundraisers. Its mission is to support 
fundraisers, through training, education, ethical codes and best practice guidance, representation, standards-setting, and updated 
information. It promotes fundraising as a career choice.   

For more information, visit www.fundraisers.fr. 

about the fundraising institute of new zealand (finz) 

The Fundraising Institute of New Zealand (FINZ) is the professional body for those employed in or involved with fundraising, 
sponsorship and events in the nonprofit sector. Our aim is to promote and uphold professional and ethical fundraising and 
encourage the development of philanthropy in New Zealand.  The Fundraising Institute of New Zealand serves: 

  Organizations working to provide services and raise funds in the charitable and not for profit sector  

  Fundraisers and volunteers employed to assist charitable organizations to achieve their mission 

  The public of New Zealand who donate funds and obtain services from charitable organizations 

For more information, visit www.finz.org.nz. 

about the german fundraising association 

The German Fundraising Association is a professional association representing and serving the needs of fundraisers throughout 
Germany. Founded in 1993, it currently has ca. 1350 members and is thus the second largest professional association for fundraisers 
in Europe. Supporting the professional development of fundraisers and maintaining ethical standards for fundraising in Germany 
are two primary goals of the German Fundraising Association. The German Fundraising Association is an active member of the 
European Fundraising Association (EFA).   

For more information, visit http://fundraisingverband.de/. 
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about philanthropy centro studi 

Philanthropy Centro Studi is a Research Centre of the University of Bologna dealing with Nonprofit, Fundraising and Social 
responsibility and based on interdisciplinarity. This is an excellence centre combining research and daily work of third sector 
professionals. Philanthropy Centro Studi: 

  Organizes training courses based on people needs; 

  Manages a series of information channels on fundraising and its tools; 

  Provides consultancy services for the development of fundraising plans; 

  Makes research on fundraising and social responsibility cooperating with the most important university centers on 
nonprofit on a global scale. 

Philanthropy's president is Dr Valerio Melandri, Director of the Master Post-Graduate in Fundraising, University of Bologna. For 
more information, visit www.philanthropy.it/. 

about the resource alliance 

The Resource Alliance is an international nonprofit organization helping to build the capacity of not- for-profit organizations to 
mobilize support for their causes and achieve greater financial sustainability. 

It achieves this through international and regional workshops, through knowledge sharing via our website and publications, through 
awards in best practice, through accredited qualifications, via publications, and through our consultancy services. These activities 
equip NGOs around the world with the skills, knowledge and resources to mobilize local support. The flagship activity of the 
Resource Alliance is the International Fundraising Congress, held annually in Holland for the last 30 years and recognized globally 
as the best fundraising conference in the world.” 

The Resource Alliance is a UK registered charity and has 501(c)(3) status in the US, with regional staff members in India, Uganda, 
Brazil and the Czech Republic. For more information, visit http://www.resource-alliance.org/. 

  



 

6 

key findings 

General Operations 
Overall, survey respondents expect their organization’s total income, income from charitable giving, and expenses to increase in 
2010 and 2011.  With the exception of the Netherlands, a greater percentage expect demand for their organization’s services to 
increase than those who expect demand to stay the same in 2010 and 2011.  In spite of the increased demand, respondents in most 
countries expect staffing levels to grow more slowly than demand. 

Fundraising 
Individual donations were cited by the largest percentage of survey participants as sources of increased funding.  When asked to 
rate the importance of various business practices, many participants chose managing relationships with supporters, retaining 
current donors, and recruiting new donors as most important.  However, in some countries ensuring operational efficiencies is cited 
as most important. Retaining donors, retaining staff, and managing relationships with supporters are ranked highest in terms of 
organizational performance for most countries.  The largest gap between importance and performance for all countries is in the 
area of recruiting new donors.  With the exception of the Netherlands, half or more of respondents in each country expect to 
increase organizational investment in donor recruitment in the coming year.  Retaining current donors and data enrichment are 
also high priorities for increased investment in most countries.   

The top drivers of donations are direct mail (cited by respondents from Australia, France, Germany, New Zealand, and the U.S.), 
major donor cultivation (cited by respondents from Canada, India, and the U.K.), face-to face fundraising (cited by respondents 
from the Netherlands), and community fundraising (cited by respondents from Italy).  Website donations, major donor cultivation, 
and special events are predicted by most respondents to produce increased contributions in 2010.  Direct mail and special events 
are the most frequently cited ways of reaching out to new potential donors.  

Technology and Internet Usage 
Many survey participants use online tools in their communication and fundraising efforts.  Websites are used most frequently for 
marketing the organization and educating the public about the organization’s mission.  The second most frequently cited use of the 
organizational website is for acquiring new donors and supporters.  Mail and email are the most frequently used methods of 
communicating with constituents.  The top driver of online donations is email to current donors, followed by direct mail promotion 
of online giving.  Organizations also frequently use online tools for online payments and electronic newsletters.   

Findings from the 2010 survey suggest that technology is becoming increasingly important to nonprofit organizations in 
implementing their marketing and fundraising activities effectively.  With the exception of France and India, 60 percent or more of 
survey respondents in each country have a technology budget, and with the exception of Italy and the Netherlands, 50 or more 
percent in each country have a branding/marketing strategy. Having a data services budget and having employees who work 
remotely are also common practices in most countries.   

When asked to rate the importance of various technology systems, respondents in all countries indicated that having a unified 
database that contains all information on donors and other supporters is the most important technology system, followed by 
consolidated reporting of operational results. 
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Accountability and Stewardship 
Forty to 80 percent of respondent organizations receive requests from donors for reports on how donations are spent.  Forty-five to 
77 percent receive requests to have contributions restricted for a particular purpose, although the percentage is lower in Germany.  
For the organizations that report increasing requests for gift restrictions, 20-71 percent are having trouble obtaining funds for 
general operating support.  Strategies for counteracting negative effects of increased gift restrictions include specifically soliciting 
unrestricted gifts and seeking additional grant and non-grant revenue.  

Respondent organizations have clearly been focusing on practices to ensure accountability and good stewardship.  From 57 to 99 
percent in all countries but Italy report their organizations have audited financial statements, and more than half in all countries but 
France and Italy report they communicate proactively on the impact of programs and how donations were spent.  Fifty percent or 
more of survey participants in all countries but Italy and the Netherlands have policies and practices to protect donor privacy, and 
half in all countries but France, Italy, and the Netherlands have staff confidentiality agreements to ensure secure donor data.   Forty 
percent or more in all countries but Italy have formal privacy policies for website and online data capture.  Forty percent or more in 
all countries but France and Italy have an audit committee.  And 40 percent or more in all countries but France and Italy have a 
formal policy and plan to meet PCI. 
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the state of the nonprofit industry in 2010: how organizations are 

dealing with key issues 

General Operations 
Respondents were asked about anticipated changes in overall staffing levels, demand for their organizations’ services, revenue, 
expenses, and income from charitable donations.   

Staffing: A sizeable minority expect increases in 2010. 

All respondents were relatively conservative in their estimates of staffing changes expected in 2010.  From 27 to 45 percent expect 
an increase in the level of staffing. The picture changes next year, however.  With the exception of the Netherlands, most countries 
expect staffing levels to increase more in 2011 than in 2010.  Thirty-five to 82 percent expect staffing to increase, with India 
expecting the largest increase. 

Percentage of Respondents Expecting Increases in Staffing in 2010 and 2011 
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Funding Sources in 2010, by Country 
Chart 2 of 3 
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Funding Sources in 2010, by Country 
Chart 3 of 3 
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Funding: Virtually all expect all types of funding to increase in 2010. 

When asked about expected changes in funding from various sources in 2010, respondents in all countries cited increases in total 
individual donations as one of the most likely sources of increased funding.  In addition, Australia, Canada, France, Germany, U.K. 
and U.S. respondents cited individual donations from major giving, Indian and New Zealand respondents cited corporate donations 
and foundation grants, Netherlands respondents cited recurring giving, and Italian respondents cited government and foundation 
grants and special events as sources of increased funding. 

Percentage of Those Receiving Revenue from Each Source Who Expect a 2010 Funding Increase from that Source 
Chart 1 of 3 
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Percentage of Those Receiving Revenue from Each Source Who Expect a 2010 Funding Increase from that Source 
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Percentage of Those Receiving Revenue from Each Source Who Expect a 2010 Funding Increase from that Source 
Chart 3 of 3 
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Business Practices: Most see a gap between importance and performance except in relation to competing with 
other nonprofits. 

Respondents were asked to rate the importance of various business practices on a scale of 1-10 where 1 is not important at all and 
10 is extremely important.  Then they were asked to rate their organization’s performance related to those practices.  The following 
chart shows average ratings of both importance and performance, and the gap between the two scores for each of the participating 
countries.  In general, respondents rated performance 1-3 points lower than importance, except in the case of competition with 
other nonprofits, an area where all countries except France, Germany, and India rated performance higher than importance. 

There is some variety among countries in the business practices felt to be most important.   

  In Australia, Canada, Germany, New Zealand, and the U.S., areas with the highest average importance rating are managing 
relationships with supporters and retaining current donors.  

  For French respondents, recruiting new donors and retaining current donors are most important.   

  Ensuring operational efficiencies and managing relationships with supporters are rated the most important in India and the 
U.K.   

  Ensuring operational efficiencies and recruiting new donors are most important in Italy. 

  In the Netherlands, ensuring operational efficiencies and showing the impact of the organization’s activities are cited most 
frequently.  

In rating organizational performance: 

  Respondents in Canada, New Zealand, the U.K. and the U.S. gave their organizations high ratings for retaining staff.  

  For Australia, India, and the U.S., respondents gave their organizations high ratings for retaining current donors.   

  Respondents in Canada, France and Germany gave their organizations high marks for managing relationships with 
supporters.   

  Italian respondents rated their organizations the highest on average for maintaining organizational data. 

  In India, respondents rated their organizations highly for showing the impact of the organization’s activities. 

The largest gap between importance and performance for all countries is in recruiting new donors. 
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Rating of Importance vs. Performance for Business Practices 
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