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Modern American society is a rather sundry combination of diverse ethnicities, religions, opinions, and needs. It is hard to formulate generalizations concerning American culture and the subcultures that subsist in within society, and even harder to identify the needs of the individuals inside these characteristic communities because of their diverse ideals. The United States government has controversially tried to address the needs of the dominant American culture, yet all individuals are not accounted for. Here, independent and self-organized businesses that “seek to engage people in the local or wider community for the benefit of their membership” (Spencer) come into play. Commonly known as nonprofit organizations or non-governmental organizations (NGO’s), these organizations strive to provide aid to those who are overlooked by the government. Nonprofit organizations provide services ranging from the environment, healthcare, recreational activities, social activities, and service clubs. Although nonprofits address a plethora of interests, all have one similar distinguishing feature in common. With the exception of the few largest organizations
, nonprofits have failed to fully realize the potential role of the Internet and how it could help their organizations grow and succeed. The question to be asked is: What is the real value of the Internet for the world of nonprofit organizations? 

The digital divide within society is growing larger. While the middle and upper-class individuals are able to pay for the constantly improving technology, the lower class is trailing further and further behind because they lack the resources and motivation of knowledge that is needed to be technologically competent. Large corporations have already made the move toward becoming wireless and have benefited enormously, yet nonprofit organizations still seem to be hesitant to expand their businesses in this way. This technology gap needs to become smaller in order to have a more productive and efficient society. 


 While it may take some time for the social class separations to rebuild, nonprofit organizations have to opportunity to capitalize on innovative technology almost immediately. It is characteristic of nonprofits to feel like they have a great disadvantage when utilizing new technology; they do not have the funding and technical expertise that many of the larger, for-profit organizations have access to and many of the leaders in the nonprofit community fail to see the importance of investing in the Internet. Instead of attempting to utilize the maximum potential of the internet, nonprofits restrict their Internet use to e-mailing or at best, set up a basic webpage that only discourages public involvement.
 Regardless of these difficulties, the Internet actually holds much potential for assisting nonprofits achieve their goals. 
The internet now makes possible a resource that has never been available to non-profits before now: affordable, direct, interactive access to the public at large
…the internet holds considerable potential for fulfilling objectives of providing information, educating, advocating, building expertise, raising money and developing relationships with members, volunteers, sponsors, and the public. The potential is growing as technology improves, enhanced features and applications are developed as the number of Internet users and their proficiency increases. (Spencer)
The larger nonprofits, such as the American Red Cross
 and Amnesty International
, have been exceedingly successful at capturing the benefits of the Internet. They have developed websites comparable to the largest for-profit corporations in the nation. There is information pertinent to the general public, potential donors, other nonprofit organizations, and other nations. There are many links leading to other relevant web sites and hence have a “presence” within the Internet network. 

The American Red Cross and Amnesty International, along with other dominant for-profit businesses
, have become what are known as the “hubs” of the Internet network
. What is meant by this is that these organizations have been so successful in developing and maintaining their web page that the resulting effect is that it is immensely well connected, or well “linked,” to other web pages. This is an important feature mainly because having a well connected web page allows users who are visiting other web pages to have instant access to the nonprofit organization’s web page, therefore expanding their audience and potential supporters. 

The Internet carries much promise when it comes to a nonprofit organization’s success. It can increase a nonprofit’s reputation, ease the rigorous process of fundraising, help recruit volunteers of a younger generation, increase advocacy, and most importantly, open up a new line of communication between itself and the public. 

When it comes to fundraising, the Internet is a limitless tool that can be put to use by nonprofit organizations to increase their revenues. There exists a great diversity of Internet users whose varying interests and pocketbooks could be harnessed by the nonprofit world. However, nonprofits must overcome the problematic lack of trust existing between Internet users and their computers. 

People’s reluctance to make donations using the Internet is due to concern about credit card security, privacy of information and lack of confidence that donations go to those for whom it was intended…although the Web and e-mail have the potential for fundraising they are still fundamentally relationship building tools. (Spencer)

The immediate issue at hand is how to surmount the public’s insecurities. This may be accomplished by developing a strong relationship based on consistency and personal involvement
.

Volunteering is an essential part of a nonprofit’s success. Recent surveys have proved that successful Internet involvement on the part of a nonprofit organization increases their volunteer base by about 15%
. It is increasingly important that nonprofits aim to recruit volunteers of the younger generation
 and expanding their businesses online is the optimal strategy since the majority of the existing population of Internet users are in their 30’s and below. 
We need to engage a younger audience. The Internet is where those folks are. They don’t respond to direct mail like older generations do…those ages 18 to 25 are more likely than any others to make donations online. This means the Internet is a great way to reach out to---and begin cultivating---younger supporters. (The Bridgespan Group)
s

� 80 percent of all nonprofit assets are held by a mere 6 percent of all nonprofit organizations (Spencer).


� Many nonprofits establish a simple web presence without further developing or updating their organization’s webpage. Out-of-date or simplistic information about a nonprofit could lead potential donors to question the validity and credibility of the organization, hence turning away a potential source of income. 


� Civille, 1997.


� For more information concerning this nonprofit organization, go to http://www.redcross.org/


� For more information concerning this nonprofit organization, go to http://www.amnesty.org/


� Google and Microsoft Inc. are examples of Internet “hubs.”


� The Internet network is comprised of “hubs” and “nodes.” Hubs are the largest, most developed, most connected, and most visited websites while the nodes are the smaller, less developed, less connected, and less visited websites. 


� Prompt, personal e-mails and individualized spaces on a webpage tailored to an individuals needs are called for. 


� Survey was conducted by The Bridgespan Group.


� According to a representative of the Cleveland Sight Center, nonprofits are seeing a trend of older volunteers and are lacking a strong foundation of young volunteers. 
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