
C
O

M
M

U
N

IC
A

T
IN

G
:

E
N

H
A

N
C

IN
G

 P
R

O
C

E
S

S
,

P
A

R
T

IC
IP

A
T

IO
N

,
A

N
D

 T
H

E
 P

U
B

L
IC

 F
A

C
E

 O
F

 Y
O

U
R

 F
O

U
N

D
A

T
IO

N

199

explain what the foundation intended
to do and how the nonprofit commu-
nity might be involved in those plans.
Within about a year and a half after
startup, the foundation added a printed
annual report to its communications
repertoire. “The purpose was to keep
the community posted on what had
been accomplished, any changes in
direction, and other matters of interest
to grantseekers,”Bader says.“The annual
reports became increasingly reader-
friendly, attractive, and informative.”

As the foundation grew, the trustees
decided to hire a communications staff
member to oversee these activities.Press
conferences and other events attended
the launching of initiatives: photo ops
with a grantee, for example, or a sit-
down between a foundation program
person and a particular reporter to
explain the grant.

The core of the communications direc-
tor’s job is to prepare the annual report,
oversee internal communications (keep-
ing the board informed, for example),
scheduling onsite visits, and so on.The
foundation launched its website in 1997;
Daniel Bader is highly proficient in com-
munications technology and wanted
capability to serve users in the founda-
tion’s statewide Alzheimer’s program,in its
rural outreach programs, and in its over-
seas work in Israel.A website is a natural
tool for these uses.“At the beginning,the
website was essentially a mirror image of
our annual report,” says Bader. “We

updated it maybe twice a year. Lately,
we’ve gotten a lot more newsworthy,
looking for profiles of interesting people
and activities in the programs throughout
the year.Also,we want to get information
out there as events occur — great projects
that the foundation has been involved
with,recent grants,and other matters that
offer a good way to keep the community
informed more frequently.”

The foundation maintains a clear set of
guidelines on its website.Although the
website is basically a public informa-
tion tool, it also enables grantseekers
to apply on line (fully 25 percent of
proposals come in online).

Learning About
Communications
Basics
Knowledge of the basic tools of foun-
dation communications will be useful
to you.You may wish to employ some

all, or none of them, but this primer
will provide a basic menu from which
to choose.

Understanding the 
IRS Form 990-PF
For starters, every private foundation
must fill out and file a federal informa-
tional tax return, Form 990-PF. Not
only must you file the form with the
federal government, but you must also
make it available to members of the
public upon request. Foundations have
long had to file 990 forms, but recently
the federal government has tightened its
rules requiring foundations to make
their reports more readily available to
the public.

Moreover,Guidestar,a free online infor-
mation service, posts copies of all foun-
dation 990 forms to its site. (Guidestar
also carries news from the Internal
Revenue Service and other sources
about developments on Form 990-PF,

■ Must file with the IRS by the 15th of the 5th month after the close of the
foundation’s fiscal year;

■ Must make copies of the form available for public inspection; and

■ Must provide copies of forms for the past three years to anyone who asks
for them (if the foundation makes the form widely available, as on its web-
site, it need not respond to individual inquiries for copies).

Making Your Form 990-PF Public and Available
fig.
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