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End of Year Donating Do’s and Don’ts 

This time of year, its common to be 
considering a charitable donation 
of some kind. As a small business, 
donations are a great way to forage 
community connections, develop 
relationships and present your 
organization in a positive light. Plus, 
sometimes they are tax deductible!

So how should you navigate the world 
of giving, when you have a million 
other things going on at the close of 
year? Here’s a helpful guide of do’s and 
don’ts when it comes to donations:

DO your research. While giving for the 
sake of the warm and fuzzy feelings 
that come along with giving, if you do 
intend on claiming it on your taxes, 
be sure to contact your tax preparer 
or accountant first with questions. 
The rules are different for different 
classifications of business, and vary 
country to country.

DON’T donate solely to get a tax break. 
Take the time to choose an organization 
that actually has meaning to you. If you 
plan to promote your donation, you 
want to ensure that it is in line with your 
brand and your organizational values. 

DO explore all options, not just financial 
gifts. There are lots of ways to donate 
to causes- volunteering time and/or 
expertise is often just as valuable as a 
cash donation. 

DO involve your whole organization- 
make sure your employees and staff are 
on board and understand why you are 
doing what you are doing and get them 
involved so they feel connected. 

DON’T feel like you can only give at 
the end of year. While this is when a 
lot of organizations solicit support, it’s 
a better option to consider mapping 
out a plan for the year. This way you 

have multiple PR opportunities and 
you can develop more of a meaningful 
relationship with the cause. 

DO know what kinds of donations 
are not eligible for tax deduction: 
typically these include gifts to for-profit 
schools, political donations and gifts to 
individuals. 

DON’T compromise cash flow in the 
name of a donation. Give smartly, and 
when you can truly afford the setback. 
On average, small businesses donate 
6% of profits. 

DO your homework and make sure 
you are selecting a well run and well-
respected. You can run searches online 
on sites like Guidestar and Charity 
Navigator to see the backgrounds and 
reputations of most nonprofits. 

Now, get to giving! 
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Its tailoring and curating a workforce 
and speeding up the process of 
creating trained and qualified 
individuals. 

Small businesses can also benefit from 
this trend as its developing a very 
qualified workforce and people who 
may be able to fill very niche needs. 

Sectors other than IT are slowly trying 
out the concept, though you will find 
most of the nanodegrees being offered 
are very tech specific.

Who knows if this is trend that is here to 
stay, but in the meantime if you come 
across an employee boasting digital 
badges or nandegrees they may be 
worth the look!

What’s a Nanodegree?

These days it seems like everything 
has a smaller, trendier version of 
itself. Micro this and mini that. So why 
shouldn’t educators get on board with 
the tiny trend? Meet the nanodegree…

So, what are we talking about? 

Well, a nanodegree is quite literally a 
small version of a degree that would be 
offered at a university level. 

“More specifically, a Nanodegree 
program is a project and skills-
based educational credential 
program. You enroll, you learn 
a suite of skills, you successfully 
complete a certain amount of 
projects that demonstrate your 
mastery of these skills, and you 
receive a credential affirming your 
mastery of these skills.” 
–Udacity.com

Okay, and why do we need these?  
Good question!

The capacities of online education have 
lent themselves to the development 
of these microcredentials like digital 
badges and nanodegrees. You could 
think of this as certifications, they are 
just hyper specific and very skill-based. 

Udacity (quoted above) is considered 
a pioneer in the developing popularity 
of these degrees. They offer affordable 
programming and technology degrees 
online and saw a need to fill the hugely 
growing IT sector with entry level 
workers and fast. 

For as little as $200, students can 
receive nanodegrees in specific areas 
like front-end web-development. The 
key to success here is that Udacity 
partners with tech giants like Google 
and develops the nandegrees specific 
to the company’s immediate hiring 
needs. 
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“It seems there are efficient 
alternatives to just about every 
chore or experience today, from 
furniture shopping to cooking. And 
thanks to new businesses leveraging 
these tech developments, you barely 
even have to leave the house unless 
you want to.”

—uschamber.com

This kind of convenience has become 
par for the course, even expected, 
when it comes to doing business.

Over 91% of consumers say that 
convenience is a factor in their 
decision to buy. That is a huge impact 
on conversions and means that its 
not something small businesses can 
choose to ignore. 

Think back to your commitment 
to exceptional customer service. 
Convenience can be factored in to 
your customer engagement plan. 

Go straight to the horse’s mouth and 
ask your clients. Take time to find out 
what your customers think of your 
process? What do they think of your 
timelines? What are their ideas for how 
things can be easier? A short survey 
linked to an incentive is a great way to 
gather some simple data on how to 
simplify. 

One of the perks of being smaller scale 
is that niche development is easier. 
You can segment and tailor make 
with much more ease than the big 
companies. 

Internet has revolutionized our 
communication systems.  A few key 
takeaways to how convenience is 
shaping the consumer experience: 

1. Personalized billing and shipping 
– not needing to reenter data is 
a huge convenience factor. Make 
sure that you are offering your 
buyers the option to save data or 
create a profile for easier log in.

2. Time is money has never meant 
more than it does now. Studies 

are showing the consumers will 
pay more for the same service/
product if it is more convenient. 
Think food delivery app’s that 
attach fee’s to the purchase- 
users pay for the ease of having 
it brought to their doorstep. Find 
ways to save your customers time, 
and you will keep them buying.  

3. Subscriptions and opt-in 
repurchase options are game-
changers if you sell a product or 
service that has recurring value. 
For example, if you are a pet 
storeowner and you know your 
clients repurchase food and litter 
every month, offer a discounted 
subscription price and lock them 
in to more long term buying.

The general idea is to tailor make 
simplicity at every step of the way. 
Take advantage of the access to 
massive amounts of data that can be 
culled regarding consumer behavior 
and figure out how you can offer 
custom-made convenience to your 
clients.

The trend of Convenience
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The end of the year is a great time to 
do some internal housekeeping. One of 
the things that should be reexamined 
with regularity is your brand. Are you 
keeping to it? Are you veering away 
from where you wanted to be? A quick 
brand audit is worth your time!

Remember that brand equity is part of 
your bottom line- the perception your 
customers have of your products and 
services based on your brand- that’s 
your equity- the trust and rapport your 
have earned and aim to keep with your 
clients.

Go back to the basics. Is your brand: 

1.   Aware
2.   Credible
3.   Reputable
4.  Backed by customer satisfaction? 

If your basics are looking good, start 
strengthening: 

1. Claim your niche, become an 
expert and stay relevant. Define 
your perfect customer, find that 
customer and work your way 
into being a trusted source of 
data circulating in said niche. Be 
the answer your clients seek and 
fill holes where you see them. 
Make sure you are continuously 
revisiting your perfect customer 
niche and spending significant 
time and effort on connecting and 
reconnecting with them. 

2. Build your tribe, excite your tribe, 
and keep your tribe. Once you 
have cultivated your niche you 
need to actively work to wow 
them. Competitor will be stalking 
your same stomping grounds; 
sniffing out bored or unsatisfied 
clients. Don’t let them get a foot 
in the door- constantly be making 
yourself stand out with offers, 
attentions and engagements 
catered to your client. 

3. Share, engage, and share some 
more. Find every way you can 
communicate your brand and 
then do it over and over. Create 
content, share content, and repeat. 
Offer insider information, custom-
made deals, exclusive discounts 
and early access. Reward your best 
clients publicly- people love being 
recognized. 

4. Close the gap by giving back. 
Once you have engaged, make 
sure you are rewarding your 
consumer’s loyalty to your brand 
by building and leaving a legacy. 
You could align with a nonprofit, 
create a scholarship, volunteer in 
community projects, or develop a 
fun “Pay it Forward” campaign. 
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