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The vast and diverse nonprofit community is one that we at Crain’s New York Business salute. As an industry, the sector is critically 
important to our economic vitality, employing thousands of individuals who work tirelessly every day to make a difference in the 
causes and missions they support.

In the wake of Superstorm Sandy, the New York business community has joined together to support those nonprofits working 
tirelessly to help storm victims. Hearing that a member of the New York business community has gone the extra mile—either by 
making a contribution or volunteering time—gives us great pride. Crain’s would like to acknowledge and thank these extraordinary 
businesses, whose aid is helping New Yorkers in the aftermath of this devastating storm.

Superstorm Sandy has publicly spotlighted a fact that the New York business community has always known: the critical role that 
nonprofits play in our city. It is with pleasure that Crain’s brings you the 2012 Giving Guide, a special advertising supplement to 
Crain’s New York Business that examines the relationship between nonprofits and the business community. The section’s goal is to 
help businesses be better informed about the benefits of actively engaging in corporate philanthropy. The 2012 Giving Guide explains 
how donating money, or time, during the holidays can bolster your business and grow your network. The Guide also explores social 
media’s impact on the nonprofit community, and the new marketing tactics that have emerged as a result. In addition, this section 
will provide strategies and suggestions on how to select the right nonprofit charity, so you can give wisely.

Crain’s New York Business hopes you and your company are inspired by the 2012 Giving Guide to start a new nonprofit relationship, 
or enhance existing ones.

Happy holidays and warmest regards,

Jill Kaplan, V.P. and Publisher 
Crain’s New York Business 

Crain’s Giving 2012 Giving Guide is produced by the Crain’s 
New York Business marketing department. For information 
about the section, or to advertise in the 2013 guide, please 
contact Catherine Schutten at (212) 210-0282 or cschutten@
crainsnewyork.com. 

Designed by Marleen Adlerblum Design. 
www.adlerblumdesign.com

Edited by Kevin Zawacki

The digital edition of Crain’s 2012 Giving Guide is available at 
http://www.crainsnewyork.com/2012givingguide

CRAIN

,

S 2012 

GIVING 

GUIDE

PHILANTHROPIC OPPORTUNTIES

A MESSAGE FROM JILL KAPLAN



Here in the “land of plenty,” too many seniors, children, and families  
simply don’t have enough to eat. But with your continued contributions, 
UJA-Federation and our network of agencies are able to feed more than 
250,000 New Yorkers of all backgrounds, as well as more than 100,000 
Jews in more than 60 countries around the world.

Thanks to you + UJA-Federation, we’re �ghting this battle together.  
Because the only thing more desperate than hunger is our need to end it. 

Call 1.866.852.3331 or visit www.ujafedny.org.

HUNGER. IT’S THE  
ONE ISSUE THAT GETS  
US RIGHT IN THE GUT. 

www.facebook.com/ujafedny

www.twitter.com/ujafedny
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When walking through New York City in the colder months, signs of the holiday 
season are ubiquitous: window displays abound, while shoppers bustle in and 
out of stores.  

The season of giving is in full swing. 
And just as children throughout the city 
hope to receive that special something 
on their wish list, New York’s charities 
and nonprofit organizations are equally 
expectant. 

From a young age, we all are taught it is 
better to give than to receive. But is that 
true from a business perspective? 

Just as businesses are an essential part 
of every community, so are nonprofits—
and many of their missions and goals 
are more critical than ever before. Let’s 
examine some of the benefits of giving for 
the New York business community. 

Broaden Your Network
Donating your money or time to 
nonprofits yields numerous opportunities 

to join boards, committees and advisory 
groups. Through these valuable 
organizations and activities, participants 
meet a wide variety of players inside 
and out of their fields, and broaden their 
network sphere significantly. 

The most common gating factor to 
nonprofit involvement isn’t money, but 
time. I encourage business professionals 

to spend at least a 
few hours per month 
embedding themselves 
in the nonprofit 
community. Get a 
feel for organizations 
that align with your 
values, meet the people 
currently involved and 
see if it’s a good fit. At 
a minimum, attend at 
least one benefit per 
season; you’ll encounter 
potential contacts and 
champion a worthy 
cause simultaneously. 

You Can Always Use a Tax Deduction
Most donations to 501(c)3 charities in the 
U.S. are tax deductible. For information 
about various tax deduction guidelines, 

visit Guidestar.org 
or CharityNavigator.
org. And timing is 
key—there have been 
recent proposals in 
pending tax reforms 

to cap tax deductions at the 28% rate for 
wealthy individuals. 

Be a good citizen
Corporations and individuals alike who 
contribute their time and money create 
goodwill in their community, which 
has the potential to impact long-term 
profits. At the corporate level, large-scale 
investments of cash and employee time 

have the power to effect change today for 
citizens here and abroad. 

As New Yorkers—and New York busi-
nesses—inch closer to the holidays, 
consider giving back. In the modern and 
connected workplace, charity has a  
way of coming full circle, and offering  
a series of networking opportunities and 
building good will.

Sarah Blaker is the development director at 
Hedge Funds Care, Preventing and Treating 
Child Abuse, a charity devoted to raising funds 
within the alternative investment community 
and providing grants to nonprofits focused on 
preventing and treating child abuse. To learn 
more, please visit www.HedgeFundsCare.org 

Is it Really Better to Give Than to Receive? 
Charity during the holidays can bolster your business and grow your network
by Sarah Blaker 

The most common gating factor 
to nonprofit involvement isn’t 
money, but time. 



Mission Statement: Count Me In for Women’s Economic Independence is 
the leading national not-for-profit provider of resources, business education 
and community support for women entrepreneurs seeking to grow micro-
businesses into million dollar enterprises. Count Me In has inspired tens of 
thousands of women to take control of the potential of success by providing a 

wealth of virtual tools and resources, live competitions, and a variety of peer exchange platforms all designed 
to help women business owners substantially and sustainably increase revenues and create new jobs.  

Goals: Count Me In is fueling a mindset of success and a movement that changes the landscape of small 
business and how women entrepreneurs impact the national economy. When women-owned businesses grow, 
it benefits all Americans and their families. Leading the charge and making this vision a reality is Founder and 
President, Nell Merlino, international champion for women and girls and the creative force behind Take Our 
Daughters to Work Day.

2010 Census statistics indicate that while women-owned businesses represented nearly 50% of privately held 
companies in the U.S., the majority, (75%) reaches only $50,000 in annual gross revenues or less and only 1.8% 
reported more than $1 million in annual revenues, compared to 6% of men-owned firms. Since its inception, 
Count Me In has been dedicated to mobilizing a vibrant community of women business owners ready and able 
to break that trend. Today that community is more than 50,000 strong, representing virtually every industry 
sector and with program awardees from all 50 states. With financial and volunteer support from women 
business owners who have grown with CMI programs and larger enterprises like Smart & Sexy Apparel, Count 
Me In continues to serve as a unique community of support for women entrepreneurs.

Count Me In offers business growth resources for motivated women at every level of success. These include 
free access to webinars and blogs, as well as expert talks and workshops at live events that address a wide 
variety of issues around scaling, finance, HR, marketing, product development, work/life balance, technology, 
sales and more.

Campaigns: Urban Rebound is designed to build community, capacity and confidence among women with 
businesses between $50,000-150,000 in annual revenues and help them grow to the $250,000 threshold. In 
2012, Urban Rebound, supported by a grant from the Sam’s Club Giving Program, hosted conferences and 
pitch competitions in Los Angeles, Detroit, and Charlotte, NC. Additional events are being planned for 2013.   

Count Me In is also home to the renowned Make Mine a Million $ Business™ (M3) program, which inspires 
and elevates women to grow their small businesses to $1 million in annual revenues. Evidence of the 
program’s effectiveness can be seen in the 32% success rate of M3 program participants reaching $1 million+ 
in annual revenues, compared to the 1.8% identified by the U.S. Census. In addition, the top 200 program 
participants have collectively increases revenues by 115% and staffing by 102%.

A new initiative, Women Veteran Entrepreneur Corps, aimed at supporting businesses owned by women 
veterans or female spouses/domestic partners of vets, will launch in April 2013 with a national conference 
and pitch competition in McLean, VA. With a generous grant from Capital One, the initiative also features an 
intensive coaching and training program designed specifically for these courageous entrepreneurs.

Count Me In  
for Women’s Economic Independence

ADDRESS:   240 Central Park South, Suite 7H 
New York, NY 10019

PHONE:  (212) 245-1245
WEBSITE:  www.countmein.org
TOTAL EMPLOYEES:  10
ANNUAL REVENUE:  $2M (on average)
YEAR ESTABLISHED:  1999 
MANAGING   Nell Merlino
EXECUTIVES:  Founder and President

“ Count Me In is fueling a 
mindset of success and and 
a movement that changes 
the landscape of small 
business and how women 
entrepreneurs impact the 
economy.”

ADVERTISING SUPPLEMENT
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Marquee-name companies giving to charities is no longer a novelty—it’s a matter  
of course.

A slate of businesses—from Principal 
Financial Group Inc. and Wells Fargo to 
Starbucks, Northern Trust Corporation 
and The Gap—donate regularly to 
charities, and have made philanthropy part 
of their everyday mission. 

And while many companies are willing 

to give, deciding which organizations 
to support can be a challenge. It is 
important to find a charity that meshes 
your company, and to avoid a mismatch. 
In making the perfect choice, customers 
and the community will be proud to 
affiliate with a company that gives—and 
choose to tell other about your business. 

Here is how to decide which charity is 
right for your business:

A Charity Guide for Your Business
Tips and pointers on how to select the right nonprofit charity
by Michele Cuthbert 
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Continues on page S8

STARTING TIPS

Tune Into Your Business Values 
The mission statement of a company 
spotlights what the business stands 
for. Understanding the mission 
statement can help uncover which 
charity relates best to your business.

Seek Your Customers’ Opinions  
Releasing a survey to clients and 
the community can give you an idea 
of what charities the stakeholders 
support. Selecting a cause that 
resonates with the majority of your 
customers shows your appreciation 
of them, and proves their opinions 
matter. 

Turn to Your Employees 
Your employees, a vital element of 
the company, should be involved in 
choosing a charity. Uncover causes 
your employees are passionate 
about so they are more eager to 
participate in the campaign.

Partner with Current Customers 
A marketing effort with your 
standing customers will foster 
stronger bonds as you partner up for 
a common good.

Make it Easy and Simple to Give 
Customers and employees will be 
more willing to donate if the process 
is easy; a simple, one-click system 
online or basic depository box work 
perfectly.



ORT America, Inc.

ADDRESS:   75 Maiden Lane, 10th Floor 
New York, NY 10038

PHONE:  (212) 505-7700 or (800) 519-2678
WEBSITE:  www.ORTamerica.org
TOTAL EMPLOYEES:  83
ANNUAL REVENUE:  

YEAR ESTABLISHED:   

MANAGING   
EXECUTIVES:  
 

 
 

 

BOARD  
OF DIRECTORS:  
 

 
 

 

 

TOP SOURCES  
OF FUNDING: 
(BY PERCENT)  
  
 

ADVERTISING SUPPLEMENT

Rachel Cohen, Graphic Designer

 

Are you ready to join the education revolution?

At ORT schools in the United 
States, 80% of the Class of 2011 
are employed in their field of 
study, 

and Rachel Cohen is one of them.

ORT bridges the gap between good intentions and great results every day by educating over 
300,000 students around the world every year.

For more details on becoming involved with ORT America, contact Georges Berges, National 
Director of Corporate, Foundation Relations & Special Projects at 212.547.9124 or 
gberges@ORTamerica.org.

ORTamerica.org | twitter.com/ORTamerica | facebook.com/ORTamerica | info@ORTamerica.org
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FINDING YOUR CHARITY
Once you’ve outlined the general type 
of charity you intend to help, it’s time to 
focus on picking a specific nonprofit. 

Do the Research 
Knowing the background of the charities 
is a must before making any final 
decisions.

Choose Your Top Five Charities 
This may be the most difficult part—with 
thousands of charities in the U.S., finding 
just one that matches your company’s 
values may seem daunting. To help, select 
a person or committee to narrow the 
selection down to five. GuideStar.org has 

an excellent search system that allows 
charities to be sorted by certain criteria.

Confirm Organizations are Official 
The organization should be registered 
with the IRS, and offer proof that your 
contribution will be tax deductible. 
CharityWatch.org, GuideStar.
org, The Better Business Bureau, 
CharityNavigator.org and the Charity 
Review Council are a handful of resources 
that can determine whether or not a 

charity is legitimate. Note: nonprofits that 
are faith-based may not be listed in these 
databases, but may still be registered. 
Ask the charity to provide an official 
listing for its denomination.

Liability and Clarity 
Check online reviews and search engines 
to gauge others’ experiences with the 
charity. Also, check the charities’ annual 
reports to see their financial status—this 
will give you a clear idea of how donations 
are used.

Make Sure There is a Connection 
When your mind is made up, you should 
feel nothing short of confidence. If  

your company is 
second-guessing a 
charity, move onto  
the next one. 

Test the Waters 
Try donating a 
small project to 
the organization of 
your choice before 
committing to a larger 
project. Observe and 

take note of how the charity runs during 
the process; this will help you determine 
how the two organizations will work 

together, without being committed up 
front.  

Giving back is always fulfilling to a 
company; it shows your business cares 
about others and works to be involved 
with the community. These tips will help 
create a successful charitable campaign 
that will strengthen relationships and 
promote growth.

CharityWatch.org, GuideStar.org, 
The Better Business Bureau, 
CharityNavigator.org and the 
Charity Review Council are a 
handful of resources that can 
determine whether or not a 
charity is legitimate.

A Charity Guide for Your Business
Continued from page S6

Michele Cuthbert is the Principal of Baker Creative, a brand strategy firm. Baker 
Creative practices a holistic branding approach which encompasses marketing, 
business, HR, public relations, social media, digital and new media with creative 
execution. You can follow her on Twitter @BakerCreative or read the team’s blog 
and website at http://www.baker-creative.com. 



Join Us:

          facebook.com/mayorsalliancenyc

          twitter.com/mayorsalliance

          youtube.com/manyca

Saved the lives of more than 
220,000 dogs and cats

Reduced euthanasia at the New York City 
shelters by more than 68 percent

Spayed or neutered more than 
   93,000 animals 

Who We Are
 
 
 

What We Do

 

How We Do It
Our programs provide essential links in the rescue chain within NYC.

 for rescued animals in NYC,  
 

 

 

Faces of Our Success

Funding
 

 

After nearly 10 years of operation, we have proven our ability to manage multimillion- 
dollar grants, focusing our funding on our programs and their progress, with annual 
administrative costs representing less than 7 percent of our total budget.

 

Help Us Save More Lives!
Give Today at AnimalAllianceNYC.org/donate
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The Social Effect 
How social media and online sharing have led to the “viral charity campaign”
by Erika Racicot 

Until recently, when web content went “viral”—meaning it was shared with a wide 
audience via social media—it was likely a humorous song, or YouTube video of a 
skateboarding dog. 

Lately, though, this act of mass-
sharing has yielded profound results 
for fundraising campaigns. Once the 
“virus” takes hold, campaigns can see an 
explosion of awareness and support.

From the successful-yet-controversial 
KONY 2012 campaign to the spate of do-
nations made to bullied New York school 
bus monitor Karen Klein, a handful of 
recent stories have captured the public’s 
imagination in such a way that online 
onlookers become directly involved—and 
then share the tale. 

But what is it about a certain campaign 
message that elevates it so far beyond 

the normal, “expected” level of public 
interaction? And can nonprofits take 
advantage of this new, technology-
enabled social dynamic to bolster 
and exponentially expand their own 
initiatives? 

Encouraging the virus
While these sticky elements are 
undoubtedly powerful, there are other 
factors that will bolster fundraising and 
awareness, too. Clear campaign calls-
to-action are key, so donors know what is 
expected of them. Also, consider making 
smaller donation requests that are more 
widely accessible, and utilizing clear and 
efficient methods of donation capture 

(i.e. fee-free online donation platforms or 
designated mobile apps). 

Attempting to engineer a viral campaign 
may well prove fruitless, but properly 
understanding the dynamics of past 
successes is tremendously important.  
By highlighting the most vital sticky parts 
of their campaigns, nonprofits can give 
themselves the best chance of achieving 
that invaluable “share.”

Erika Racicot (@ErikaRacicot) is co-founder 
and COO of Frendo.com, an online nonprofit 
services provider. She coordinates the efforts 
of the Frendo team to continuously develop 
systems that help nonprofit organizations 
optimize their fundraising efforts.

STICKY IDEAS
For a look at what makes a campaign viral, nonprofits can turn to the book Made to Stick by Chip and Dan Heath—the authors outline 
six qualities that can make a story sticky, memorable and successful.

1. Simple:  Your core message should be compact and 
profound.

 Example:   The Indiegogo fundraising page for the bullied 
school bus monitor (http://www.indiegogo.com/
loveforkarenhklein)  

“Let’s Give Karen – the bus monitor – H. Klein a 
Vacation!”

2. Unexpected:  Grab your audience’s attention, and hold it  
using surprise and mystery.

 Example:  The KONY 2012 title (http://www.youtube.com/
watch?v=Y4MnpzG5Sqc) 

“Nothing is more powerful than an idea whose  
time has come—whose time is now.”

3. Concrete:  Make your idea understandable and memorable 
by breaking it down into visceral terms.

 Example:   KONY 2012 narrator Jason Russell explaining 
Joseph Kony’s crimes against his five year-old  
son, Gavin.  

“Joseph Kony—He has an army, okay? And what  
he does is he takes children from their parents  
and he gives them a gun to shoot and he makes 
them shoot and kill other people.”

4. Credible:  Help your audience believe and agree with your 
idea by using appropriate testimonies, statistics 
and examples.

 Example:  KONY 2012 narrator Jason Russell explaining how 
all parties in the U.S. government are united  
against Joseph Kony.  

“So, with hundreds of thousands of people with 
us, we went back to Washington, D.C., and we met 
with congressmen and senators one-by-one on 
both sides—Republicans, Democrats—and they all 
agreed with us.”

5. Emotional:  Appeal to the audience’s self-interest and sense  
of identity, or spotlight a person in need.

 Example:   The bullying of bus monitor Karen Klein.  
School bus bully: “Oh my god, look at that! That’s 
gross. Karen, are you sweating?” 
Karen Klein: “I’m crying.” 

6. Stories:  Move your readers and viewers to action by telling 
powerful stories.

 Example:   The Narrator in the Karen Klein video explains 
Klein’s financial situation to audience, encouraging 
donations. 

“She [Klein] doesn’t earn nearly enough [$15,506]… 
let’s give her something she will never forget, a 
vacation of a lifetime!” 



Bottomless Closet

ADDRESS:   15 Penn Plaza, B level, Suite 40 
New York, NY 10001

PHONE:  (212) 563-2499
WEBSITE:  www.bottomlessclosetnyc.org
TOTAL EMPLOYEES:  6 ft/2pt
ANNUAL REVENUE:   $1,000,000
YEAR ESTABLISHED:   1999
MANAGING   
EXECUTIVES:  

BOARD   
OF DIRECTORS:  

 
 
 
 
 
 
 
 
 
 
 
 
 

BOARD MEMBERS:  

TOP SOURCES  
OF FUNDING: 
(BY PERCENT)  

 

ADVERTISING SUPPLEMENT
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With over two-million nonprofit organizations in the U.S., competition for 
donations has grown fierce. 

As charities face budget cuts and 
increasing public demand for their 
services, they turn to you for more 
donations. Many charities stuff your 
mailbox with fundraising appeals, 
hire high-pressure telephone 
solicitors and rely on aggressive 
tactics to get your money—and 
all of this can leave you feeling 
overwhelmed and confused about 
which charities are most deserving. 
CharityWatch suggests the following 
pointers to help avoid the bad actors 
and give more effectively.

1. Know Your Charity 
Charities have an obligation to provide 
detailed information to interested donors. 
Never give to a charity you know nothing 
about. Request written literature and a 
copy of the charity’s latest annual report. 
This should include a list of the board of 
directors, a mission statement and the 
most recent available audited financial 
statements with accompanying notes.

If a charity does not provide you with the 
information you request, you may want to 
think twice about giving. Honest charities 
typically encourage your interest and 
respond to questions.

2. Find Out Where Your Dollars Go
Ask how much of your donation goes to 
general administration and fundraising 
expenses, and how much is left for the 
program services you want to support. 

CharityWatch recommends that in most 
cases, 60% or more of your charitable 
donation should go to program services. In 
our view, 60% or greater is reasonable for 
most charities. The remaining percentage—
ideally less than 40%—is spent on 
fundraising and general administration. 

Seek out more information on charities 
that identify as “public education”— 
donations may be spent on direct mail  
and telemarketing expenses. In some 
cases, this may be done to disguise high 
fundraising costs.

It is difficult to find out the real percentage 

of donor dollars spent on program 
services due to the inconsistent 
quality of charitable self-reporting. 
But you can ask the charity’s rep-
resentative for specific information, 
such as how many individuals were 
served annually, or what were the 
major program accomplishments 
during the past year.

3. Do Not Respond to Pressure 
Do not let yourself be pressured 
into contributing   on the spot. If 

you are not familiar with a charity, request 
additional information in writing and 
inspect it carefully. You have a right to 
say no. No legitimate organization will 
pressure you to give immediately.

4. Keep Records of Your Donations 
Do not give cash. Also, do not give your 
credit card number to a telephone solicitor 
or website that you do not know. Be sure 
to obtain a receipt or printed copy of your 
donation so you will have a record for tax 
purposes. 

For tax purposes, you will need to keep 
a record of all your contributions, no 
matter the amount. For contributions 
under $250, proof may be in the form of a 
bank record, cancelled check or written 
communication from the charity. The 
written communication may be in the form 
of receipt or letter that must contain the 
charity’s name and the amount and date of 
the contribution.

Tips for Giving Wisely
How to pinpoint the perfect charity and avoid the imposters
by CharityWatch, www.charitywatch.org

60% or more of 
your charitable 
donation should 
go to program 
services.
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Building Skills to Succeed in the New York 
Metro Area
Skills to Succeed is Accenture’s 
corporate citizenship initiative,  
which builds skills that enable  
people around the world to 
participate in and contribute to  
the economy and society.  

Goals: In 2010, we set an ambitious goal—by 2015, 
we will equip 250,000 people worldwide with the 
skills to get a job or build a business. Additionally, 
Accenture and the Accenture Foundations will 
contribute more than US$100 million by the end of 
2013 to support our corporate citizenship efforts 
around the world.  

We believe skills have become a key driver of economic empowerment for individuals and communities alike, and the 
need is greater than ever to have the right skills to build confidence and capabilities that will open doors to employment.

Accenture’s Chief Financial Officer, Pamela Craig, works with JA students from the  
CTK Preparatory School in New Jersey.

A shared belief in the power of skills 
We work with strategic partners across the New York area that share our skill-building goals, including:

 NPower—We help NPower deliver information technology (IT) services to nonprofits and IT training to young 
adults. We help coach, mentor and re-skill participants through workshops held in our offices. We are 
supporting their national expansion and also developed their Community Corps website. 

Junior Achievement (JA)—We work with JA to empower students to own their economic success through a 
volunteer delivered curriculum that fosters work-readiness, entrepreneurship and financial literacy skills.  

iMentor—We team with iMentor to improve the lives of high school students from underserved communities 
through technology-enabled mentoring. Our employees volunteer as mentors and we are also supporting the 
organization to expand its partner network across the US.

 Back on My Feet—We support Back on My Feet’s mission to engage individuals experiencing homelessness 
in running to change the way they see themselves so they can make real change resulting in employment and 
independent living. Together, we developed a training program that teaches job-readiness skills. Accenture 
volunteers contribute by facilitating mock interview workshops and sharing IT skills.

Through initiatives like these, Accenture is actively involved in making a substantive, meaningful and sustainable 
difference in the lives of individuals, families and communities across the New York area. 

Read more at www.accenture.com/skillstosucceed

“ Skills to Succeed applies an Accenture core competence—training talent—to the need 
for skills that open doors to employment here in New York and around the world. It 
has inspired our people and gives us an opportunity to create sustained impact in our 
communities.” —Laila Worrell, New York Metro Managing Director, Accenture
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For all tax-deductible contributions of $250 
or more, the IRS requires that you obtain a 
receipt from the charity. (A cancelled check 
will not suffice).

5. Remember: “Tax Exempt” Does Not 
Always Mean “Tax Deductible” 
Not all charities soliciting for “good causes” 
are eligible to receive tax-deductible 
contributions. Many well-known groups 

engage in lobbying or political activity, 
which preclude them from receiving tax-
deductible donations. “Tax exempt” means 
the organization does not have to pay 
taxes. “Tax deductible” means the donor 
can deduct contributions to the charity 
on his or her federal income tax return. 
Request the charity’s tax exempt letter; 
if the charity does not have a tax exempt 
letter indicating its status with the IRS, you 
cannot legitimately claim your contribution 
as a tax deduction.

6. Don’t Be Misled by a Charity’s  
Familiar Name 
Some questionable charities use  
an impressive name which closely 
resembles the name of a respected, 
legitimate organization. Ask for 
information in writing. Check out the 
charity with CharityWatch.org, or your  
state charity registration office before 
making a contribution.

7. Do Not Be Enticed by Emotional Appeals 
Beware the emotional “sob story.” The 
hard-luck appeal is a favorite of some 
organizations. Question phone solicitors or 
direct mail appeals which tell you nothing 
of the charity or offer vague explanations 
for spending your charitable dollars.

8. Ask if the Charity is Registered by 
Federal, State and/or Local Authorities 
Nearly all non-church charities with more 
than $25,000 per year in income must file 
financial information annually with the 

IRS. Currently, 39 states and the District 
of Columbia require that charities register 
annually. Bear in mind that registration in 
and of itself is not a stamp of government 
approval or endorsement of the charity.

Charities with annual incomes of under 
$25,000 are also required to file very 
limited information annually with the IRS.

9. Beware of Charities Offering Gifts
Direct mail solicitations are often 
accompanied by greeting cards, address 
stickers, calendars, key rings or other 

“gifts.” Charities do this because it can 
increase donations. But do not feel that 
you have to make a contribution to keep 
these “gifts.” It is against the law for 
a charity to demand payment for any 
unordered merchandise. Be aware that 
these enclosed items can mean higher 
fundraising costs for the organization.

10. Consider Giving Generously 
Once you are satisfied the charity is 
worthwhile, give generously if you can. 
There are many good charities that need 
your help to operate valuable programs and 
provide needed services. When you give 
wisely, you will be giving more effectively.  

About CharityWatchThe mission of CharityWatch, 
a nonprofit charity watchdog and information 
service, is to maximize the effectiveness of every 
dollar contributed to charity by providing donors 
with the information they need to make more 
informed giving decisions. For more information, 
please visit www.charitywatch.org.

“ Tax exempt” means 
the organization 
does not have to 
pay taxes.“Tax 
deductible” means 
the donor can  
deduct contributions 
to the charity on 
his or her federal 
income tax return.

Tips for Giving Wisely
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Lincoln Center supports New York City.

Lincoln Center generates more than $3.4 billion for New York 

City. With one gift to the Lincoln Center Corporate Fund, 

your company can contribute to ten world-renowned arts 

organizations and play a part in supporting their artistic, 

educational, and community programming.

With gratitude, your company, employees, and clients will 

receive benefits that include discount tickets for employees, 

access to backstage tours and rehearsals, exclusive concierge 

ticket service, company listing in all Lincoln Center Playbills, 

priority booking access for corporate events and more. 

To learn more, contact Arlene Graime, Director at agraime@lincolncenter.org, 212.875.5467, or visit our website LCCorporateFund.org.

We Welcome Your Business

Photo: © Brian Stanton

The Chamber Music Society of Lincoln Center | Film Society of Lincoln Center | Jazz at Lincoln Center  
The Juilliard School | Lincoln Center Theater | The Metropolitan Opera | New York City Ballet  
New York Philharmonic | The School of American Ballet | Lincoln Center for the Performing Arts




