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Disaster Recovery Planning: Expect
the Unexpected
Floods, fires, hurricanes, earthquakes, tornadoes. You never think the
worst will happen to your community. But bad things happen
everywhere, and smart organizations know they need to plan ahead.
What’s the state of your disaster recovery plan? There’s no time like
the present to assess—or reassess—your needs.
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Be Aware
Disasters come in many forms, but damage to facilities is relatively common. What will you do if your workplace is destroyed
or significantly impacted by a fire, flood, storm, or other natural disaster? Meet with your insurance advisor to determine
exactly what your policies cover. Be sure you understand deductibles, limits, and waiting periods.
For example, what will your property insurance pay to repair or replace equipment? Do you have business interruption
insurance to cover loss of income plus expenses? Will your insurance pay for you to temporarily relocate? If your physical
space is crucial to your mission, how can you continue to provide services without the use of your building? If vehicles owned
by the organization are destroyed, can you quickly rent or buy new ones?
Also consider your liability coverage: What is your organization’s responsibility for
bodily injury, property damage, or medical payments? If a burst pipe in your office
floods the company downstairs or causes an unsafe situation, will your insurance
pay for remediation? Your insurance advisor can weigh in on how to structure
policies to get the coverage you need at the best price. Being aware of
coverage details—and gaps—will help you create a thorough disaster recovery
plan.

Be Proactive
The best defense is a good offense, so be proactive about your options. Create
a team from your various departments to brainstorm problems and solutions.
For example, where will your employees work if the office is inaccessible? Do you
have a work-at-home plan in place for remote network access? Is there nearby space
you can take over in case of emergency?
Be prepared to communicate your logistics plan from an offsite location. This means you need an up-to-date contact list for all
employees and directors, key vendors, and other interested parties. The cloud has made it easy and cost effective to store and
back up data and files. Cloud backup is safe, secure, and redundant and should be part of your normal operating procedures.
However, getting your files in the cloud is just part of the plan. Making digital files easy to find is an important step in disaster
recovery and has the added benefit of letting staff and stakeholders find documents independently. Adopt a common file
naming and storing convention so that staff can share and update information directly. Keep in mind that you might have
important documents that only exist on paper, such as a business license, IRS determination letter, or other files. If so, create
and store electronic copies.

Be Decisive
In case of emergency, you want to follow your recovery plan without much thought. To remove guesswork and extra
discussion, determine who will manage various tasks up front.
For example, assign a specific person to be the insurance liaison, the organizational spokesperson, the staff coordinator, the
repair or construction interface, the constituent services connection, and so on. This way, everyone knows his or her job and
can dive in without hesitation. Of course, plans are only plans, and what you want is effective action in the event of a disaster.
Regularly test and practice your plan to ensure that your contingencies are workable.
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New Reporting Standards Clarified
In 2016, the Financial Accounting Standards Board (FASB) issued new rules for nonprofit organizations, “Presentation of
Financial Statements for Not-for-Profit Entities.” These new rules, effective for organizations with calendar year 2018 and
fiscal year 2019 year ends, were the first significant changes for nonprofit financial statements in 25 years.
In June 2018, the FASB released a clarification to the 2016 rules regarding contributions of cash and other assets received by
nonprofit organizations. With this clarification in place, nonprofit organizations have more guidance about the key changes
required for the presentation of their financial statements.
The new rules apply to nonprofits that are required by statute to have audited financial statements. Depending on your yearend date, your organization may have already implemented these changes.
Here are the three most significant changes included in the new rules: redefining net assets, clarifying liquidity disclosures,
and presentation of expenses.

Restricted and Unrestricted Net Assets
The treatment of net assets has been a source of confusion for years. The new rules moved from three net asset classes:
unrestricted, temporarily restricted, and permanently restricted, to just two — net assets with donor restrictions and net
assets without donor restrictions.
The biggest impact in this area relates to documentation
and donation tracking, following donor restrictions about
how contributions can be spent. The most significant
accounting change happens at year’s end when net assets
must be presented on the financial statements as with or
without donor restrictions.

Liquidity Disclosures and Measures
Liquidity is a measure of how easily your organization can
meet ongoing operational expenses within the standard
accounting period—one year from the balance sheet date.
The new rules require a quantitative display of liquidity, as
well as a qualitative explanation of methodology.
Qualitative information describes whether an asset is
limited by the nature of the asset itself, by externally imposed limits, bylaws or contracts, or by internal limits imposed by the
governing board, as well as how the organization handles its liquidity.

Presenting Functional Expenses
This new requirement relates to how much detail a nonprofit organization must provide about its expenses. The standard
requires that expenses not only be broken out by functional category, such as program services, administrative, and
fundraising, but also by line item, such as salaries, rent, mortgage interest, travel, and so on. (Some nonprofit organizations
were already required to present this information.)
Because this area of the financial statement can be used—or misused—to show the cost of advancing the organization’s
mission, it’s important to break down the nature of functional expenses to support clearer understanding by stakeholders.
For example, breaking out each program from under the general functional expense report to show the true program cost can
better tell the story of the overall mission. Of course, this means you must be able to accurately track, prepare, and present
this information to support the mission.
The new standards also include guidance on a number of other topics, including endowments. Consider asking your CPA to
explain the strategic impact of these changes to your board.
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Is an Online Marketing Consultant in Your Future?
Competition for resources, donors, and volunteers is greater than ever. Social media and online marketing create
excellent opportunities to connect, but they also create new forms of competition.
Online, your organization is likely to be competing for clicks against another worthy cause.
Consider your current branding and marketing
strategy. Is your story clear? Does it resonate with
your various constituencies to create loyalty and
engagement? Is it attracting those who are newly
interested in your mission?
Your brand must work hard, especially given the
innumerable online marketing messages battling
for consideration.
If your brand and message are unclear or outdated,
consider refreshing your approach.
Many organizations turn to specialty marketing or
consulting agencies or experts for assistance.
Outside help is desirable because those inside the
organization can be too close to the mission to
have objectivity about brand effectiveness. Getting
third-party input can be enlightening.
Finding the right online marketing consultant is a must. Look for someone who understands the specific marketing
needs of nonprofit organizations and is highly experienced in digital channels.
The engagement will likely start with an audit of your current efforts—your website, search engine optimization (SEO),
social media plan, and return on marketing investment (ROMI).
This step might also involve focus groups and other research to elicit feedback from various target audiences.
Once you establish these benchmarks, you can adjust or even relaunch your online efforts to be more targeted and
effective.
This might involve an overhaul or merely a few tweaks,
depending on what you learn from your audit and
research.
Of course, a refreshed brand demands a rollout plan,
so you’ll need to include that in your budget.
Nonprofit organizations can’t afford to be complacent.
Be sure your online presence is up to date so that your
important message gets through.
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