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I. Introduction 
 

Joakim Noah, the quirky Chicago Bulls superstar, is more than just an on-the-court powerhouse. 
He has a soft spot for helping people and a passion for improving the world he lives in. This 
drive is what inspired him and his mother Cecilia Rodhe, artist/sculptor and former Miss 
Sweden, to found Noah’s Arc Foundation (NAF). The media often portrays Noah as an 
incredible athlete who dabbles in philanthropic endeavors. While this is flattering and positive 
feedback, it is difficult to ascertain how much attention NAF receives because of its mission and 
how much it receives simply because of Noah’s celebrity. This report analyzes current media 
attention and public attitudes about NAF, as well as attitudes on charitable giving in general. 
 
The foundation, now in its fourth year of operation, has increased the consistency of its 
programming and is now working to gain awareness in the community. To obtain a working 
understanding of current public awareness of the foundation and others like it, the team 
distributed a survey managed by its DePaul University research methods class. The survey’s 
purpose was to gain insight into the attitudes and perceptions of Chicagoans towards charitable 
organizations like NAF. The process leading up to this survey analysis included a literature 
review, the formulation of a research question and the creation and distribution of the survey to 
591 respondents. Based on the survey results, the team has formulated conclusions and 
recommendations for Noah’s Arc as it works to gain increased recognition and funding.  
 
II. Literature Review 
 
Secondary Research Sources 
 
In addition to background materials provided by Shannon Pagels, this brand audit analyzes 
national and Chicago media outlets, Twitter, Instagram and the Noah’s Arc Foundation website. 
  
The analysis of traditional media coverage used Google News, LexisNexis Proquest and direct 
searches on outlet websites. All searches were limited to a time frame of approximately one year: 
from April 1, 2013 to April 21, 2014.   
  
The national media outlets consulted included: The New York Times, The Wall Street Journal, 
The Washington Post, The Huffington Post, The Associated Press, USA Today, ESPN, CBS 
Sports online and Sports Illustrated. The Chicago outlets consulted included: the Chicago 
Tribune, Chicago Sun-Times, The Chicago Defender, Michigan Avenue Magazine, 
CSNchicago.com, Chicago Now blog and Chicagoist. Search terms included “Noah’s Arc 
Foundation,” “Joakim Noah” and “foundation,” “Joakim Noah” and “charity,” “Noah’s Ark 
Foundation,”  “Chicago Charities”, “Chicago Sports Charities,” “One Hope United”, “Adidas”, 
“Cecilia Rhode”, “Major Adams Community Center”, and “Noah’s Arc.” 
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Both Topsy and direct Twitter and Instagram searches were used to conduct the social media 
analysis. These analyses included a search for @NoahsArcFdn and #NoahsArcFoundation. 

  
The foundation’s website was consulted directly and reviewed thoroughly, as were the 
background documents from Shannon Pagels.  
 
Results of Findings 
 
Media Coverage and Tone 
 
Most articles mentioning NAF in the last year are positive in tone, praising the foundation’s 
mission and Noah’s charitable efforts. However, the context in which NAF is mentioned is 
important to note. In every article from the news sources listed above, even those specifically 
covering a NAF event, the focus is on Joakim Noah. The foundation is mentioned as an after-
thought or in an additional laudatory comment on Noah’s success. An article from CBS Sports, 
written by Ken Berger in April 2014, is an example of this type of mention. The article provides 
a detailed account of Noah’s upbringing, his athletic career, and as a side note, illustrates his 
philanthropic efforts by mentioning NAF. A USA Today article also mentions the foundation, 
but uses it simply as a way to enhance its feature on Noah’s personal journey. The article quotes 
Noah on his work with NAF: “There is so much hardship, and I want to do anything I possibly 
can to help” (Zilligitt 2014).  
 
This insight is not surprising considering that most of the articles mentioning NAF are sports 
focused. Their readers would be most interested in hearing a detailed account of the star athlete’s 
life. An article from CSNchicago.com, written by Sam Aggrey, focuses on NAF more so than 
any the other articles. However, it also illustrates the foundation in the context of Noah’s 
personal journey. It quotes him saying, “I haven’t been through that life. But I want to get more 
involved. I want you all to show me. Show me how I can help” (Aggrey 2014).  
 
NAF also has an opportunity to leverage its brand through its official sponsors. Adidas is an 
official sponsor of NAF, but there is no mention of the foundation on the Adidas website. The 
Chicago Bulls are another enthusiastic sponsor of NAF, but it is difficult to find a mention of the 
foundation on the official Bulls website. The Kerry Wood foundation, a similar organization 
founded by an athlete, is redirected through the MLB site. There is potential for NAF to leverage 
the NBA website in a similar fashion.  
 
The search for “Noah’s Arc” yielded two results that referenced “Noah’s Arc” as part of a catchy 
headline about Noah’s successes on the basketball court. This is a misleading hit that is worth 
correcting in the future.  
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Social Media 
 

As stated previously, the social media analysis included an in-depth look at NAF’s Twitter and 
Instagram pages in addition to a Topsy search. 
  
The Topsy search of @NoahsArcFdn yielded the following key findings: 
  

• Most conversation focuses on the basketball programs. 
• Interrupter Cobe Williams is a key influencer. 
• All conversation is positive. 

  
An in-depth analysis of the channels themselves was more useful. The Twitter handle, 
@NoahsArcFdn, has 1,844 followers and has issued 285 tweets. Most tweets surround the 
program events and major news about Noah’s basketball career. Tweets tend to only get one or 
two retweets and around ten favorites, with more engagement (around five to ten retweets) when 
they are about the foundation’s basketball tournaments. Photos of kids at the art programs 
receive significantly less engagement. 
  
The Instagram page, also @NoahsArcFdn, gets a great deal more engagement than the Twitter 
handle. The channel has 2,422 followers and 163 posts. Most posts get between 100 and 300 
likes and a small handful of positive comments. Again, posts surrounding the basketball 
programs get more engagement than posts about the art programs. 
  
Overall, social media engagement is at a low but steady level. Conversation is relevant and 
positive. Considering Noah’s fame, and the 402,000 Twitter followers he has on his personal 
handle, engagement on these channels could see significant improvement.  
 
Call to Action 
 
Valuable insights can be gained by looking at the NAF website messaging and comments Noah 
makes about NAF to the media. A detailed search of the NAF website reveled that there is little 
to no call to action on the website. There is no section of the site leading casual visitors to 
information on how they can get involved or donate. The primary focus of the website is 
showcasing Noah’s involvement in the organization, which clashes with the organization’s goal 
to become more independent of Noah’s fame. 
 
Noah’s comments to the media also do not mention how others can get involved in the 
organization. Most of his comments reflect on his personal growth with the organization and he 
avoids speaking to the media about NAF at length: “He’ll tell you, ‘I don’t want people to think 
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that I’m doing this for media. I don’t want any media. No media has to be there when I come 
to this. I’m doing this for you all. I’m giving back to the youth in Chicago. Everything I do is 
real. I don’t want anybody to think it’s anything other than that.” (Berger 2014) 

 
An in-depth search of the organization’s materials revealed that it is actually quite difficult to 
find information on how to get involved with the organization.  
 
III. Research Problem(s)/Question(s) 
 
NAF is currently facing two major communication problems in establishing its presence and 
purpose as a foundation. The first problem is that public awareness and understanding of this 
relatively new foundation is unclear. The foundation is not very well known, and those who have 
heard of NAF may not understand what the foundation does due to its broad mission statement. 
To measure awareness and understanding of NAF, it is necessary to identify the public’s 
understanding of NAF’s relationship to Noah. NAF needs to establish whether or not the public 
is aware of Noah’s involvement and the degree to which his association affects the public's view 
of the foundation. The final and perhaps most important communication problem that NAF needs 
to resolve is its lack of funding. Currently, Noah is the primary donor and supplies the majority 
of NAF’s funds. However, NAF cannot thrive under Noah’s generosity alone. The foundation 
needs to identify what steps it should take to motivate the public to donate.  
 
Questions: 
 

1) Where does the public currently stand in its awareness and understanding of NAF?  
2) What motivates Chicagoans to donate to a nonprofit organization? 

 
IV. Method 
 
To address the previously stated research questions, our research needs to obtain a better 
understanding of public awareness of NAF as well as general charitable giving awareness and 
practices. The most effective method of researching public awareness and sentiment in this 
scenario is survey research, which can both measure quantitative data and provide an opportunity 
to gather qualitative information. For this reason, the team used a survey questionnaire to 
measure attitudes, beliefs and values with respect to charitable giving on both a local and 
national level. 
 
The resources available to those conducting the survey allowed for non-probability convenience 
sampling. This method of sampling used the respondents available to the members of the PRAD 
585 research class. It is important to note that this sample was not random, so the attitudes of the 
general population may not be as accurately represented as they would be in a random sample. 
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The sample is somewhat slanted towards those with similar demographic traits to those 
conducting the survey.  
 

The most effective survey medium for non-probability sampling in this case is online, allowing 
researchers to share a link with respondents via email, social media sites or other methods of 
communication. Respondents filled out the 19-question survey at their own convenience. The 
questionnaire is cross-sectional in nature as it was only available once from May 9, 2014 through 
May 21, 2014. By the end of the survey, a sample of 591 respondents informed the results of the 
questionnaire. 
 
The questionnaire began with an introduction that gave of a brief explanation of purpose to the 
respondents. It also explained the confidential nature of the survey, thanked the respondents for 
taking the time to participate and offered the chance to win a $20 gift card to Target. A variety of 
question types were used to gain the information needed to inform this project. The question 
subjects fell into five categories: 

1) General charity involvement and influence 
2) Chicago charity awareness and influence 
3) Athlete/celebrity awareness and influence 
4) Awareness of Noah’s Arc Foundation 
5) Demographic data 

 
The first section used a variety of question types to ascertain how respondents view their own 
charitable involvement, what aspects of charitable organizations they find most influential and 
how they hear about various charities. The first question was a nominal data, closed-ended 
question with a yes or no answer option pertaining to the respondents’ current involvement with 
charitable organizations. The second question was an ordinal question asking respondents to rate 
the top three characteristics that influence them to donate to a charitable organization. The third 
question is nominal in nature and asks respondents to choose three options from a list of ways 
they may have heard about charities.  
 
The second section measured the respondents’ awareness of Chicago charities, the purposes of 
these charities and what influences them to become involved with these charities. The first 
question is a closed-ended yes or no question that determines awareness of Chicago charities 
supporting disadvantaged youth. The second question is an open-ended follow up to the previous 
question, asking the respondents to list up to three charities they have heard of that serve 
disadvantaged youth. The third question is an interval ranking scale that asks respondents to rate 
characteristics of charities on a scale of 1-6, where one is the most important and six is the least 
important.. The fourth question uses an ordinal Likert-type scale to measure awareness of 
specific Chicagoland charities. 
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The third section attempts to determine the level of awareness of Chicago athletes and how 
those athletes influence the respondents’ decisions to become involved with a charity. The 
first question in this section uses a Likert-type scale to determine respondent opinions of 

various Chicago athletes. It asks them to rate a variety of athletes’ characters as poor, fair, good, 
very good, or never seen or heard of before. The second question also uses a Likert-type scale to 
determine if and how much celebrity or athlete involvement positively influences their decision 
to participate in a charity.  
 
The fourth section was designed to determine current knowledge of NAF. The first question is a 
yes or no question that asks whether or not respondents are aware of Noah’s involvement and 
role in the organization. The second question is an open-ended question gaining qualitative 
information on what those who have heard of NAF think of the organization. 
 
The final section of the questionnaire is demographic information. This section gathers 
information on age, race, gender, education level, income level, respondent location and the 
person who invited them to take the survey. This section also allows the respondents to opt-in to 
the $20 Target gift card drawing. 
 
The respondents to this survey were generally well educated, with the majority of respondents 
having either an undergraduate or graduate degree. A majority of the respondents were 
Caucasian; however, a large number of respondents were Asian. The average age of respondents 
was 35 and the average household income was between $25,000 and $75,000. Many respondents 
were from outside of Chicagoland, but a majority of the Chicagoland respondent live on the 
North Side of the city. There was a fairly even male to female ratio of 48/52. 
 
V. Findings 
 
The results of the survey were used to analyze the research problems and questions currently 
challenging NAF. Of the 19 questions asked, we analyzed 11 that provided the richest insight for 
the research questions posed. 588 people participated in the original survey and 356 of these 
people are from Chicagoland. We filtered the results to only include Chicagoland respondents so 
we could accurately assess the attitudes of Chicagoans towards nonprofits and NAF. As the 
methods section outlines, the survey was structured to pose questions on general charity 
involvement first, and then gradually asked more specific questions before asking directly about 
NAF.  
 
1) Where does the public currently stand in their awareness and understanding of NAF?  
 
 The ascending order of the survey questions allowed us to thoroughly analyze one of our 
research problems: public awareness and understanding of NAF. 
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Awareness: Question 3 asked respondents how they typically learn about a non-profit. The 
question provides valuable insight into our research question by assessing how the public 

typically becomes aware of nonprofits. The question provided respondents with 10 options and 
asked them to list all that applied to them (Appendix, Chart 1). The findings showed the highest 
number of respondents, 66.9%, typically learn about nonprofits through a friend or family 
member. Social media ranked as the second most likely way respondents learn about nonprofits 
at 61.2%. These findings are significant because they reveal the major areas NAF needs to focus 
on to raise public awareness. Question 4 asked respondents if they have heard of any charitable 
organizations in Chicagoland that support Chicago's disadvantaged youth. It is a simple yes or no 
question that begins to asses the public’s general awareness of NAF as well as their 
understanding of its overarching mission to support disadvantaged youth. The results were 
practically split down the middle with 48.6% of respondents saying they have heard of 
Chicagoland foundations supporting Chicago’s disadvantaged youth and 51.4% saying they have 
not. In order to measure awareness and understanding, Question 5 is a follow up question asking 
respondents to list the specific organizations they have heard of, with the goal of showing how 
many of the 48.6% respondents above were referring to NAF. Of the 188 people who answered 
this question, 8 specifically cited NAF. Of these 8, some misspelled the organization’s name or 
referred to NAF as Joakim Noah’s Arc Foundation. This is important because it highlights that 
the majority of the public does not inherently associate disadvantaged youth foundations with 
NAF. Foundations that did stand out as major influencers in this field were YMCA, Boys & 
Girls Club and Big Brothers Big Sisters. This information is valuable because NAF is 
considering partnering with both YMCA and Boys and Girls Club which could leverage the 
understanding of the foundation’s purpose and mission.  
 
Understanding of Organization’s Purpose: Questions 7 and 11 directly ask respondents about 
NAF and move beyond name recognition of the foundation to further analyze the public’s 
understanding. Question 7 groups NAF with several other disadvantaged youth foundations in 
Chicago and asks respondents how familiar they are with the organizations on a sliding scale 
ranging from “Not at all” to “Extremely” (Appendix, Chart 2).  54.1% of the respondents felt 
they were not at all familiar with Noah’s Arc foundation while only 2.5% felt extremely familiar 
with the foundation. An SPSS analysis of this data shows that the mean score for NAF was 1.84 
with “1” meaning “Not at all” “3” being “Somewhat familiar” and “5” meaning “Extremely 
familiar”. 
 
This information shows that even if people have heard of NAF before, very few feel they have a 
clear understanding of its purpose as a foundation.  Question 11 is an open-ended question that 
asks respondents who have heard about the foundation before to write in their thoughts about 
NAF. Although many are still unclear about the purpose, the remarks of those who are aware of 
NAF were overwhelmingly positive and demonstrate that once the challenge of awareness and 
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understanding is overcome, the public feels that NAF has a valuable mission with positive 
results.  
 

Understanding of Joakim Noah’s connection to NAF: Question 10 was designed to analyze 
how the public connects Joakim Noah to NAF. Part of the public’s understanding of NAF 
pertains to what degree they associate Noah with the foundation. This is an important distinction 
to make because NAF is still in the process of balancing its relationship with Noah. NAF needs 
to both leverage its relationship with Noah while simultaneously establishing an identity outside 
of his basketball-focused media coverage. The question asks respondents if they know that 
Chicago Bulls player and NBA All-Star Joakim Noah co-founded the Noah's Arc Foundation. 
The survey showed that out of 355 people who answered the question, 27.6% knew about 
Noah’s relationship with NAF, while 62.8% of them did not and 9.6% of them were unsure 
about the relationship. These findings are significant because while our secondary research has 
shown that Noah is a powerful tool in garnering media coverage for the foundation, his 
connection with the foundation has not yet been clearly established in the public eye. This means 
that as NAF moves forward, the foundation should consciously balance its relationship with 
Noah. Question 8 tells us that Noah is highly favored in the public eye. The question lists 
Chicago athletes and asks respondents to rate the character of the players from “poor” to “one of 
my favorites” (Appendix, Chart 3). Noah’s ratings were extremely positive with 30.9% of 
respondents rating him as one of their favorites. This shows that a connection to Noah will have 
a positive effect on NAF as long as the relationship is balanced enough for NAF to establish an 
identity outside of Noah.  
  
2) What motivates Chicagoans to donate to a nonprofit? 
 
The ascending order of the survey also allowed us to analyze our second research problem 
concerning NAF: lack of funding.  
 
Predisposition to nonprofits: Question 1 asked respondents if they currently support any 
charitable (i.e. nonprofit) organizations. The results establish the respondents’ relationship with 
nonprofits and provide important insight to consider when analyzing the rest of the survey. Of 
the 356 respondents that answered the question, 69.1% of them currently support a nonprofit, 
while 30.9% of them do not. These findings tell us that a majority of our respondents are 
currently supporting nonprofits. This means that many of our respondents are already tuned into 
the world of nonprofits. They are observing and willing to support or donate to a cause they 
believe in.  
 
Foundation’s attributes and mission: Question 2 was designed to analyze which aspects of a 
nonprofit compel people to donate the most. This insight is valuable for NAF to determine how 
to market itself in a way that maximizes donations. The question gave respondents 13 options 
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and asked them to choose the top three most important factors they consider before donating 
to a charity (Appendix, Chart 5). The top three answers were: who the organization is helping 
(62.8%), impact of donations (56.6%), and reputation of organization (50.7%). This 

understanding of public sentiment lets NAF know they need to establish transparency of the 
organization’s goals and funding to best motivate people to donate. Question 6 was a very 
important question to the survey because it allowed us to identify some of the major goals of 
NAF and see which goal the public found to be most important. The question asked respondents 
to rank what they felt were the most important services to provide to disadvantaged youth in 
Chicagoland with “1” being most important and “6” being least important. Life skill building, 
academic enrichment and mentoring opportunities were regarded as the most important, while 
leadership development, recreational activities and cultural opportunities were identified as less 
important. This insight can help NAF consolidate its mission statement by identifying what 
people feel are the most important services and where they are more likely to donate.  
 
Celebrity affiliation: Question 9 analyzes whether Noah’s involvement with NAF has a direct 
impact on an individual's willingness to donate to a foundation. The question asks respondents 
whether or not celebrity endorsement affects their likelihood of supporting a charitable 
organization and allows them to rank from “very negative effect” to “very positive effect” 
(Appendix, Chart 5). It is interesting to note that the majority of respondents, 53.5%, chose “no 
effect”. An SPSS analysis of this data shows that the mean score for this question was 3.46 with 
“1” indicating “very negative effect”, “5” indicating “very positive effect”, and “3” equaling the 
mid-point that indicates “no effect.”  This mean score tells us that respondents have a generally 
neutral stance towards celebrity endorsement of a charitable foundation that is skewed slightly 
positive. This insight lets us know that NAF does not have to lean on Noah for donations. NAF 
can concentrate on its mission statement to gain influence and use Noah as a supplement rather 
than the focus of the organization.  
 
VI. Discussion 
  
While Noah’s Arc Foundation is not currently well known, the survey results show that it is in a 
perfect position to increase its visibility in the Chicago community as it moves forward.  
 
The finding that celebrity influence has no effect on the majority of respondents’ decisions to 
support an organization may seem disheartening, since the majority of NAF media attention thus 
far has been based on the organization’s relationship with Noah. However, realizing that Noah is 
hesitant to put himself in the spotlight for NAF, this finding is actually rather positive. Based on 
the survey results, the organization could become more independent of Noah and his basketball 
career without losing the public’s interest in supporting it. NAF is in a position to successfully 
market itself with a focus on its mission rather than its association to the Noah family. 
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Additionally, the finding that the majority of respondents have a favorable opinion of Noah, 
an opinion that is particularly high among those who expressed familiarity with NAF, reveals 
that there is room for increased awareness of the foundation if his involvement is highlighted 

effectively. Noah’s celebrity status will not carry the organization forward on its own, but his 
genuine and giving personality has the potential to validate the organization’s mission. 
 
It is important to note that the top three services respondents find important in an organization 
are academic enrichment, life skill building and mentorship. While NAF does not provide 
academic enrichment, it does provide life skill building and mentorship opportunities. Thus, PR 
and marketing efforts should highlight these two services. Currently, NAF primarily broadcasts 
the recreational opportunities it provides, but according to the survey recreational opportunities 
are the least desired service. The recreational opportunities provided by NAF should therefore be 
downplayed in favor of the resulting effects these activities have on their participants. Thus far, 
NAF’s media presence has been in passing reference in features on Noah and his basketball 
career, so there is an opportunity here to shift focus. Additionally, social media efforts have 
largely documented events and activities rather than showing their effect; again, there is 
opportunity here to shift focus.  
 
Considering NAF’s funding concerns, it is good news that most respondents indicated that they 
hear about charitable organizations through friends, family or social media. Word of mouth and 
social media are low-cost and allow for effective message tailoring. Additionally, most 
respondents are currently unaware of Chicago charitable organizations sponsored by athletes; 
NAF’s low awareness is thus on par with that of its peers.  
 
With this knowledge, the team has several recommendations for NAF moving forward. Social 
media should become a greater focus, with a yearly major traditional media push surrounding the 
One City tournament in Chicago and a minor media push surrounding an annual fundraising 
event.  
 
The first component of a social media push could involve the creation of a blog on a revamped 
website. This blog would be updated weekly, with posts written by mentors, volunteers, program 
participants, Cecilia and Joakim. Mentors and volunteers could write about their experiences 
with the kids, and Cecilia and Joakim could contribute similar posts on an occasional basis. Each 
month, one participant in the program could be chosen to write about his or her experience with 
NAF and how it has positively impacted his or her life.  
 
Stemming from the creation of this blog could be an ongoing campaign based on success stories. 
While success stories were not particularly popular among respondents’ reasons for donating to 
an organization, highlighting the impact the program has on the children is a fantastic way to 
show how NAF gives kids life skills and mentorship opportunities, which had high importance 
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among respondents. Each week, the NAF Instagram could feature the photo of a child 
involved in a NAF program with a volunteer or program leader with whom he or she works 
closely. The photo caption will direct followers to a blog post about this child and his or her 

experience. Mentors will author the majority of these posts, but once per month an older NAF 
participant would be chosen to write his or her own post. This post and photo would also be 
linked on NAF’s Twitter page.  
 
The website should showcase the childrens’ experiences, which would better inform the public 
about the kind of work NAF does in the community. Features could include pictures of the 
children interacting with Joakim and other mentors during basketball games, or the publishing of 
a participant’s description of his or her artwork. These additions would aid the organization in 
shifting their marketing efforts towards the effect the program has on the community. 
 
The One City peace tournament in Chicago is a fantastic opportunity that will hopefully become 
an annual event. Assuming that it does, it should become the one major media push per year for 
the organization. Recognizing the survey results discussed, public relations efforts should 
emphasize the life skills gained and mentorship opportunities created by the event more so than 
the event itself. Media targets would include publications from the neighborhoods where the 
participants come from, Chicago media, top tier national media and national sports media. Three 
storylines could be used: 1) A feature on the youths who captained the participating teams. These 
stories could talk about their experience with NAF, what they’ve learned from being captains, 
their approaches to leadership and their relationships with Noah. These stories would be best 
pitched to their neighborhood publications and to Chicago media. 2) A story on building 
tolerance and life skills through sports, giving the One City tournament as a prime example. This 
story could be pitched to both top tier national media and national sports media. 3) A story on 
how Chicago is making strides to mediate violence and alleviate the tensions that cause it, which 
could include a tie in with The Interrupters. This story would be pitched to top tier national 
media and to Chicago media.  
 
Because events were not considered high-priority among respondents when choosing to support 
and organization, the team does not recommend holding more than one big fundraising event per 
year. Additionally, media outreach should be small and focused on the demographics who are 
most likely to attend the event. Media targets would include Chicago publications distributed to 
affluent audiences, including Chicago Magazine, Sheridan Road and Today’s Chicago Woman. 
These publications often include photo spreads from high profile charity events. Getting an NAF 
event featured in one of these sections would show affluent readers (potential donors) that NAF 
events are a place to “see and be seen.”  
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It is the team’s belief that these efforts will capitalize on the findings from the survey, getting 
the foundation the type of media attention that will increase donations and better serve the 
organization’s mission. 
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