Fundraising

Prepared by Ruth Osborne of Promotions for NonProfits

1.
Introduction

This document is for the Managers of Technical Service Centres participating in the Schoolnet Africa course.  It is designed to help you as a manager raise funds for your Technical Service Centre.  It talks about how to approach corporate businesses for a donation of money or in-kind goods, and it also looks at some of the necessary skills you may need to do this type of fundraising.  Many of the topics in this article may also be applied to asking for funds from other types of institutions or organisations, such as local and foreign donor agencies – so think about these possibilities too.  It is hoped that this document is very helpful, and answers most of your questions about fundraising.

Very few countries or institutions across Africa offer accredited professional courses in how to raise funds.  Most people who are successful fundraisers have learned the skill in informal ways such as trial and error, reading books and articles, and talking to others involved in similar work.  Perhaps they have done some short courses or workshops in allied skills.  Yet, in spite of there being so little formal training, so much development work on the African continent is dependent upon successful fundraising.  No doubt, the same can be said of the work of the Technical Service Centres.  Money and other commodities are needed to keep it operating successfully. 

To raise large amounts of money, there are no 'tricks' or 'short cuts'.  Most successful fundraisers will say that good old fashioned 'hard work' is the most important thing.  Funds don't come without a price!  And very often that price is time and hard work.  The director of a well-funded labour organisation in South Africa revealed that when he started the organisation, out of every five days at work, he would spend at least two of those days fundraising.  This he did for the first two years.  In this time, he was able to build a stable financial base for the organisation, and also develop his own skills.

However, apart from hard work, it is equally important to do 'thorough' fundraising work. This is fundraising that looks at the bigger picture of how, why and when corporate businesses and donor agencies give to organisations. What follows in this article, are some principles and steps for 'thorough' fundraising.  But remember as you work through the document, that these principles and steps will never replace your own commitment to developing your skills as the fundraiser of your particular Technical Service Centre.

2.
Looking inwards

When trying to raise funds from corporate businesses, a fundraiser may start by looking outwards to the world beyond their organisation, think about who has money, and list who they know who could be asked. This is a back-to-front approach.  It assumes that a corporate business will simply part with their hard earned money, and furthermore will want to give to that particular organisation, rather than some other organisation.  

A better way to begin is by looking inwards.  By looking inwards, and first examining their own organisation, a fundraiser or manager is able to discover what is unique and worthwhile about the organisation and its work.  It is useful to ask the question "Are we the sort of organisation a corporate business or donor agency would want to give money to, and why?"  If this question is answered honestly, it may necessitate some adjustments so as to make the organisation more attractive to potential donors.  

Here are some important areas to be aware of when looking inwards at your organisation:

2.1
A positive attitude

It is important to have a good and positive attitude, both as a fundraiser and as an organisation.  If an organisation believes that it is 'hard done by', and that others owe it to it to support it, this is an unhelpful attitude that will not win funds for the organisation.  Nor is it useful to think that because the organisation is doing good work, someone should simply pay the staff to do this work.  No-one owes anyone anything, and people do not all have the same passions in life. Similarly, if it is believed that all corporate businesses and business people are exploitative capitalists who do not care about the disadvantaged, then it will be hard to ask a business person for a donation with a clear conscience. 

A positive attitude understands that civil society organisations (which exist for the good of the people and are 'owned' by the people) and corporate businesses (which exist mainly to make profits for their shareholders) both have their place in society.  A positive attitude believes that it is possible to find ways of coming together and establishing win-win relationships. 

2.2
Taking pride in our work

Fundraising should be done with pride.  Pride in the organisation, and the work it does:  "We are civil society professionals.  Businesses cannot do the work that we do, and nor can the government.  We are needed in society, and play an essential role".  A poor organisational self-esteem will not encourage donors to give support.  This is because people want to 'back' a winner, not a loser.  So be sure to make no apologies for the work being done, and realise that the organisation is not entirely at the mercy of those with the power and the money. 

2.3
Rigorous honesty

On the other hand, it is no good being proud of an organisation that is unprofessional and useless at its work.  No corporate business wants to support an organisation that has no energy, is not professional, and is not willing to learn.  So it is essential to be honest about what goes on in the organisation.  Take some time to think carefully about this.  Pretend you are the CEO of a corporate business, and then ask the questions: "Would I really want to make a donation to this Technical Service Centre?  What attracts me to it?"  But also ask: "Why would I not make a donation to this Technical Service Centre?  What disqualifies it?"  The challenge is to ensure that the staff and operations run efficiently and effectively, so that this enhances the organisation's investment potential for businesspeople.

2.4
Planning to fundraise

As a manager of a Technical Service Centre, it is important to ask: "What exactly is my understanding of fundraising?"  Is it writing a letter or a proposal to someone with money?  Is it phoning an NGO from the USA or Europe and explaining how hard it is to keep going?  Is it about organising a choir competition, where people have to pay to enter and pay to watch, and the profits come to the organisation?  

The answer to all of these questions is yes, these are all fundraising activities.  But unless these activities take place within a broader, clear plan, there is not much chance that they will raise lots of funds.  There is a saying which says: 'If we fail to plan, we plan to fail'.  This is very true of fundraising.  Many organisations try one activity then they try another.  They do a little bit of this and a little bit of that.  This is not 'thorough' fundraising.  Effective fundraising requires careful thought and planning.

2.5
Mobilising Resources

Another misunderstanding about fundraising is that it is only about money.  The old saying that 'money makes the world go around' is true, and it may even be applied to the Technical Service Centres. And whilst money is needed for the work of an organisation, there are all sorts of other commodities which are just as needed.  As computers are donated to the Centres, so there are other resources which could be given instead of money:  What furniture do you need? What skills would be useful?  What human resources are essential?  What transport and storage is required?  Perhaps there is a corporate business, which would be willing to give commodities, time and skills rather than money.  So think broadly about how to mobilise resources.  

3.
Laying good foundations

Having looked inwards at principles and values that you or your organisation may have with regard to fundraising, it is quite possible that some changes may need to be made. As a building needs strong foundations (which are unseen) to provide support for the bricks, windows and roof (which are seen), so your Technical Service Centre may need to put some strong organisational foundations in place to ensure that the fundraising activities being built do not fail for lack of reliable support. 

Let us look at seven ways to build reliable organisational foundations, thereby ensuring that the fundraising you do has greater potential for success:

3.1
Foundation 1:  A strong identity

Earlier on the point was made that an organisation should be proud of the work it does.  However it is difficult for the participants, staff or members of an organisation to be proud of their work, if there is confusion about what the organisation exists to do.  It is no good that each person does their own thing, without a clear understanding of why the organisation was started.  

There needs to be a strong common identity held by everyone (both staff and volunteers) who work at the Technical Service Centre.  This will help to develop a strong team. It is the identity of an organisation that helps to build its 'culture' i.e. that which is unique, important and upheld by those who do the work.  If you are clear and unwavering about this organisational foundation, many other organisational areas will be strengthened.  Furthermore, your focus group/s will appreciate your certain and special organisational position, and the valuable contribution it makes to their lives.

	"A GOOD IDEA"

If your Technical Service Centre is unclear as to why it exists, ask an experienced facilitator to lead a workshop with yourself and other staff or volunteers. 

The outcome of the workshop is to help build a strong organisational identity for the Centre.

It is suggested that with your facilitator, you discuss and explore the following questions:

History:
How was the Centre started?  Why was the Centre started?  Who was there at the beginning?

Mission:
Why is the Centre here?  What does it exist to do?  What work does it not do?

Vision:
What does the Centre hope for in the future?  How is it trying to make the future better?

Objectives:

In what ways does it do its work, so as to reach its vision of the 


future?

Values:
What do the staff value, appreciate and uphold as important as they do their work?

Focus group/s:
On whom does the Centre focus its work?  Who are the primary beneficiaries?  On whom does its work not focus?

Name:
What is the name of the Centre?  Does the name suit the core mission and values?  Is the name interesting and easy for someone to understand?  Or is the name irrelevant and outdated?

Write down clear mission, vision and values statements, and put these up on the wall in your organisation.




Why is Foundation 1 important for fundraising?

(a) A strong organisational identity builds public credibility.  When an organisation has public credibility, business people are happier to give to it.

(b) Corporate businesses like to make donations to an organisation that knows what it is about.  They do not like to invest in an organisation that looks confused and uncertain.

(c) Understanding what is unique about your Technical Service Centre enables you to 'sell' your uniqueness to potential donors.  It makes clear why you are not like every other Technical Service or computer centre in your country, and therefore why a business should give to you and not any other organisation.

(d) When someone wants to give you money, but insists that to receive it you must change your organisational identity, mission or focus group/s, you will be able to see, that this will not be a good donor relationship.  There is too much 'power play'.

(e) When an organisation knows what it exists to do, and what it values, it can look for corporate business funding partners with similar mission, values and vision.

3.2
Foundation 2:  Reliable leadership

Essential for building a solid Technical Service Centre, is the establishment of reliable leadership or governance.  Any organisation within civil society needs committed and ethical leaders if it is to be taken seriously by its focus group/s and the public at large.  It is not enough to simply have one person (e.g. a Director or Manager), who single-handedly plays the role of the leader, guardian or steward of the organisation.  It is far more appropriate to have a group of people, who together take on this task.  This group may be called a Board of Governors or Directors, Trustees, a Steering Committee, or an Advice Group.  Preferably they should be registered legally, and recognised by the government authorities. Whatever they may be called, they will be able to offer the organisation all the qualities that are associated with reliable leadership:  legal agency, group motivation, a sense of purpose and direction, technical advice and support, guardianship of the organisation's mission, integrity, accountability, and transparency.

Why is Foundation 2 important for fundraising?

(a) Having reliable governance gives an organisation credibility.  The work is evidently important if this group of leaders is committed to it.

(b) Someone who donates money needs to know with confidence that their money is in 'good' hands, and not just in the hands of one person.

(c) In some countries, the law requires that to raise funds, an organisation has a fundraising number.  To get a fundraising number, certain things needs to be in place, including legal and registered governance.

(d) If the members of the leadership group are well-selected, and if they are important people in local society, they may be able to add their 'strong' name to fundraising efforts.

3.3
Foundation 3:  A team effort

When all staff and volunteers who work for an organisation are aware of fundraising, it is more likely to succeed.  When they are not aware the staff tend to be the 'spenders' of money, whilst the manager or fundraiser is the one who raises the money. This may lead to unhappiness and disgruntlement within the organisation.  Indeed, it can become very discouraging for the fundraiser, since there never seem to be enough resources.  

When fundraising becomes something about which everyone is aware staff are more likely to be very careful with the money and resources they do have.  Also the manager is less likely to feel that he or she bears the burden of mobilising resources alone.  Of course, this does not mean that each and every person does the fundraising – that would create chaos!  Rather, you may wish to form a fundraising task team from amongst the staff, volunteers and leaders, with yourself taking the lead in planning and implementation, and other members of the task team each taking on different activities.

	"A GOOD IDEA"

To create greater awareness and understanding of what it means to fundraise, photocopy this article, and give a copy to each of the staff, volunteers and leaders from your Technical Service Centre.  At the next staff and board meetings, allow some time for general discussion about the article, or certain sections.  Use the time to 'brainstorm' some fundraising ideas, and create some excitement about mobilising other resources.




Why is Foundation 3 important for fundraising?

(a) When the challenge of raising funds and mobilising resources is a shared challenge, it seems much easier and achievable.

(b) When fundraising is shared, many more people are able to learn and develop new skills.  

(c) When the fundraiser is away on leave, the fundraising work continues.

(d) When the fundraiser resigns from the organisation, there are others who have sufficient skills and experience to step into the role.  The work of the organisation is not left 'high and dry' because of a lack of funds.

(e) When staff is aware it is easier to create an organisational culture which values the organisation's resources, and uses these carefully and wisely.  Donors like to give to organisations that steward their resources well.

3.4
Foundation 4:  Measure the work

The next foundation to building a solid organisation – one to which donors will want to give – is to measure your work.  Any civil society organisation must be able to justify why it continues to exist.  If its work is not actually helping people in some obvious way/s, then the time may have come to close it down.  It cannot be assumed that because an organisation exists, it is automatically being successful.  Therefore, it is important to periodically measure the work that your organisation does, and clearly show how it is changing the lives of your focus group/s or beneficiaries.

There is not enough space in this article to cover all the details on how to measure work and its impact.  'Impact assessment and evaluation' (the formal term for measuring work) is a large topic, and it may be best to invite an external assessor to come to your organisation to have this done.  

However it is quite easy to do an annual basic assessment of how you are doing.  Simply ask the following questions:  

· Quantity:
How many people/learners/students has the organisation helped this year?

· Quality:
What three things are improved for these people, now that they have been helped by the organisation?

	"A GOOD IDEA"

Take a few days to interview individual people who are the beneficiaries of your work.  Ask them questions about what is different for them since receiving the help of your Technical Service Centre.  Find out in what ways the work of the organisation has changed their lives.  Write down what they say about the organisation, with their name, age and occupation.  Ask them if you may use what they have said to promote the work of the organisation.  Then keep the quotes, and use a few when doing a presentation to potential donors from corporate businesses, donors or for marketing activities.




If the staff keep clear and detailed records of the work being done, it will be much easier to answer these questions.  Once these questions are answered, they are useful for reporting to those who have already funded the organisation, and also for proving to yourself that what the organisation is doing is making a difference.

Why is Foundation 4 important for fundraising?

(a) Measured evidence of success proves that the work of an organisation is valuable and effective.  It proves that it should continue.  Corporate businesses like to give to successful projects – ones that genuinely help people, and not just pretend to.

(b) Measured evidence of success provides valuable information to use in reporting back to those who have already made donations.  It continues to prove that the organisation is a worthwhile investment.

(c) Measured evidence of success provides essential information for promoting and advertising the work of the organisation.

3.5
Foundation 5:
Marketing

A simple definition of marketing is the action of 'one-way' communication about the work an organisation does.  Many organisations communicate inadequately and poorly to the public about their work, and yet still expect to get support for it.  How may an individual or corporate business support an organisation, if they have never heard of it, or if they get 'mixed messages' about it?  Good marketing is important, as this helps to develop public support and healthy networks for the organisation. Marketing activities are used to raise awareness about a social problem and then point to the work of the organisation as the solution.  Here are some for the principles for marketing a non-profit organisation:

· When communicating with the public, an organisation needs to send a clear message.  If an organisation has not established its own identity (Foundation 1), it will be very difficult to send a clear message.  People will be confused as to what it does and why it does it.  

· An organisational identity is visually represented with a collection of pictures and words, commonly known as a logo.  The organisation's name should be part of the logo, and ideally both the name and logo, should be catchy, interesting and look very professional.  The logo should always look the same and use the same colours. The public should be able to understand the organisation's name and logo very easily – it should make sense. When people see the logo, without even reading the words on it, they should be able to immediately think of the organisation.  A good example of a logo is Coca-Cola.  When we say that word, we all get the same picture in our heads. 

· To communicate with the public, a number of different basic communication tools are needed: a letterhead for writing letters, and a brochure and/or website, which tells the reader what the organisation does.  You may also create an annual report, which would tell all stakeholders what the organisation has achieved over the year (see Foundation 4).  All these communication tools should look professional, similar in style, and include the organisation's logo, mission, vision and contact details. Whether we like it or not, looks do count, and are beginning to count more and more, even within the civil society sector. 

	"A GOOD IDEA"

If you are unsure about how to go about conceptualising, designing and producing communication tools, approach an advertising agency to offer their design skills as a donation to your organisation.




· The person responsible for marketing manages the communication tools, represents the organisation when speaking to the media, and develops a marketing plan.  Maybe they will ask other staff to assist them.  It is a good idea, if the organisation is small, that the same person is responsible for marketing, fundraising and public relations (see Foundation 6).  This is because these areas of work are closely allied:  what happens in one area, could easily affect another.  

· It is almost impossible to do good marketing without a budget, even if this is small.  Printing of pamphlets and hosting events does cost money. See marketing as an investment for fundraising, and include the costs in the running costs of the organisation. 

· A basic marketing plan or calendar has three sections:  Ongoing marketing activities, 'special effort' marketing activities, and media support.  All three sections support each other and work together. 

	"A GOOD IDEA"

Ongoing marketing activities keep reminding the public that the organisation exists. You want people to think of your Technical Service Centre, the minute they think of computers.  Some examples of ongoing marketing are:

· A quarterly newsletter or e-letter to all the organisation's stakeholders and networking partners.

· A monthly educational knock-and-drop pamphlet distributed in your area. 

· A campaign which lasts a few weeks, and raises awareness of a particular issue.


Any special effort marketing activities or events that your organisation hosts, should be well organised and professional.  There should be lots of branding (i.e. your logo) everywhere for everyone to see.  So you may wish to invest in a large plastic banner which carries your organisation's logo.

· A launch event at the inception of a new project or programme within your organisation.

· A celebration on Human Rights Day.

· An awareness raising march on Workers Day. 

· A drinks and snacks evening for dignitaries and potential funding partners.  Here you could simply talk about the work your organisation is doing, and how it is helping the country or region.

The most obvious way of undertaking marketing, is by getting media support from newspapers, magazines, the radio etc.  When an enterprise has a generous marketing budget, they may do this by simply buying advertising space.  However few non-profit organisations have that kind of budget, and so on most occasions, the challenge is to get a journalist or editor on your 'side'.  Here are a few suggestions:

· A monthly slot on a local radio station.

· A weekly section in a local newspaper.

· Newspaper, magazine or radio coverage for a special event.  For this, cultivate some relationships with a few local journalists.  Remember that a journalist will only use a story which has an 'interesting angle'.  If you are having a big event, you are likely to get some media support – but do remember to send a personalised invitation to a number of different journalists.  If you can develop a strong relationship with a journalist, who understands your cause, maybe they will be willing to give your organisation a regular story.




Why is Foundation 5 important for fundraising?

(a) Marketing puts an organisation in the 'public eye'.  People are more likely to give to the organisation, when they have already heard about its work from another source.

(b) Media coverage gives the impression that the work of the organisation is important enough to be a good story.  Corporate businesses are more likely to donate to an organisation that receives positive and regular media coverage.  

(c) Media coverage has a monetary value.  Businesses understand this, and believe that in giving to an organisation, maybe they too to will get some media coverage.

(d) Marketing which is professionally and creatively done makes the public and potential donors believe that the organisation is a professional one.  They are more likely to want to be associated with an efficient and well run organisation.

3.6
Foundation 6:  Public Relations

By contrast to marketing, public relations (PR) is the action of a 'two-way' dialogue between the organisation and its various stakeholders.  Like marketing, this two-way dialogue may also comprise a series of large or small events and activities, but these are focused on each specific stakeholder group. If you like, public relations is the relationships that an organisation has with its various 'publics'.  

PR functions on the premise that people are important.  If an organisation exists to improve and change the lives of people, then this needs to be endemic to everything the organisation does.  It is inconsistent for an organisation to help a focus group 'out there' when staff do not know how to deal professionally and well with other stakeholders, the general public or even each other.  The calibre of an organisation's PR is evident in seemingly small and 'unimportant' things e.g. when you say you will get back to a person by a certain time, that you do.  

Given that PR is about 'dialogue', any PR activity needs to create an opportunity for a stakeholder group to respond to the organisation.  Of course, the organisation needs to feel sufficiently robust to receive feedback from its stakeholder groups, because it may not all be positive!  However feedback is important, because it can help an organisation to improve its core activities so that they better meet the needs and assist the people with whom it is working.

It is difficult to describe PR activities, because they are largely dependent upon the people involved and what situations may arise in the life of the organisation.  Sometimes PR is proactive (to build goodwill amongst a stakeholder group), and sometimes it is reactive (responding to a situation – either positive or negative – which has arisen).  The following are some examples of PR activities:

· Perhaps the beneficiaries are children.  A good PR activity would be to invite the parents or caregivers of those children to a 'parents afternoon tea and cake', to tell them about the work your organisation is doing with their children, and find out from them what they would like you to help their children with. 

· Perhaps a child was harshly treated whilst at the organisation.  An essential PR activity, would be to address the problem and not 'sweep it under the carpet'.  You may have to dismiss the perpetrator.  You may have to pay for the child and family to see a counsellor.  You may even have to make a public statement of apology via the newspaper, stating what you have done about the problem.

· Perhaps one of your donors has never visited the organisation.  You could invite that donor to do so, but also give him/her the opportunity to talk to some of the beneficiaries.  You could encourage the donor to clarify any questions they may have. 

Why is Foundation 6 important for fundraising?

(a) PR gives funders and donors (who are also organisational stakeholders) an opportunity to give feedback to the organisation.

(b) PR treats corporate businesses and donors who are giving to the organisation as 'real people' and not just as a 'cheque book'.

(c) Good PR takes marketing activities, and turns these into funding partnerships (see chapter 6), which are beneficial to the organisation over the long-term.

(d) PR builds relationships with the organisation's stakeholders, which proves to potential funders that the organisation really does care about people and its beneficiaries – they are not just 'a project'.

3.7
Foundation 7:  A fundraising plan

Fundraising is not just a series of money-making activities.  Successful fundraising requires a plan.  In most organisations the job of making a fundraising plan is done by the director or manager of that organisation.  So, as the manager of a Technical Service Centre you will need to sit down, and keeping in mind the foundations and principles covered in this article, begin to plan for your organisation to mobilise resources.  Alternatively, you may like to do this with a group of others:  members of your leadership team, volunteers or members of staff.

The plan should include:

· A budget:  How much money is needed for each project area?

· A list of resources:  What other commodities are needed for each project area?

· A list of potential donors:  Who will we approach for money or resources?

· A list of activities:  What activities will we undertake to engage potential donors?

· A timeline:  What tasks need to be done, what is the deadline of each task, and who is responsible for each task?

· Evaluation dates:  At which points on the timeline will we evaluate and adjust the fundraising plan?

	"A GOOD IDEA"

When you do your fundraising plan, divide it into three sections:  

· What do we need today?

· What do we need for tomorrow?

· What will we need for next year?

In this way, you will be able to prioritise what the origination's most pressing needs are, but to also plan for the future.




Why is Foundation 7 important for fundraising?

(a) A fundraising plan is evidence that the organisation is responsible and committed to long term sustainability.  People like to invest in organisations that take responsibility.

(b) A plan shows that the organisation aspires to be professional, efficient and well-organised.

(c) A plan gives you as manager a clear idea of what is happening with the fundraising.  It is not just a series of haphazard activities.  Rather each activity is well-thought through, and forms part of the 'bigger picture'.

(d) Having planned to do excellent fundraising, it is more likely to succeed.

With seven important ways to build a solid organisation, it is hoped that you are keen to ensure that these are in place.  In fact, without them, fundraising is simply not successful over the long term.  Once you are confident that your organisation is sturdy, and you have a clear idea of what is unique, different and 'powerful' about the work you are doing, the time has come to look at what to actually do when approaching corporate businesses and donors for their support.  This is what the next three sections will cover. 

Do remember, that whilst the focus in this document is on corporate businesses and foreign and local donors, most of the information in the next three sections may also be applied to other grant making agencies.  These may include wealthy individuals, and even government departments which make resources available for development.
4.
Researching the possibilities 

When going on a trip to a foreign country for the first time, most travellers would take some time to do research on that country before they leave.  They will find out what the language and currency are, what time the aeroplane flies to that country and where it lands.  They will investigate possible options of accommodation, and perhaps some things to do.  This is a good analogy of the best way of approaching corporate businesses and donors: before starting, do research.  In doing research, these are some of the questions you may like to find answers for:

4.1
What do corporate businesses and donors look like?

What sizes are they?  There are perhaps relatively small neighbourhood businesses, like a car repair centre.  Then there are bigger businesses, where there are 'chains' or 'franchises'.  Then there are all sizes of businesses, right through to huge 'multinationals', such as Microsoft and Shell.  What do these businesses do?  What is their core business?  Where are they based – which country, city or region?

4.2
Why do businesses give to organisations?

Corporate businesses and donors give funds and other resources to organisations for a range of reasons.  Richard Holloway, in his book Towards Financial Self Reliance, suggests that the following seem to be the answer to this question:

· Because they want to be seen by the public, the government and their shareholders as good 'corporate citizens';

· Because they want to be associated with specific causes that enhance their image and focus attention on their product or service;

· Because their market competitors are good at supporting good causes;

· Because senior staff in the business are interested in a particular issue;

· Because they are asked by an organisation to give, and are also given a compelling reason as to why they should do so;

· Because they want to have a good reputation with their staff;  and

· Because they get some tax benefits.

4.3
What is the 'giving agenda' of these businesses?

What sort of organisations have these businesses and donors given to before?  What are their priority areas and why? What kinds of projects are they currently wanting to give to? Does the work of your organisation fit into some of these priority areas? Is it likely, that by giving to your organisation, this business or donor will make an impact with their investment, and why?

4.4
Which businesses and donors have a compatible vision to our organisation?

Do you have a similar vision to this business?  Is there a likely or obvious link between the core way that the business makes a profit, and your core mission as an organisation?  Is your focus group the same group of people as the business's or donor’s target market segment?  Is there some creative or innovative way in which you could work together?

4.5
What is the administrative information of these businesses and donors?

At what point in the financial year do they award funds?  Do they have application forms, guidelines or deadlines? Who in the business is responsible, or 'in charge' of organising the donations?  What is their name?  What is the address, fax number and email of the business?

4.6
What prevents businesses and donors from giving to organisations?

To understand what will encourage a business or donor to give to your organisation, it is perhaps a good idea to also research what barriers prevent a business or donor from giving.  Richard Holloway suggests that these may be the following:

· Too many requests from organisations, and not enough resources to respond to them all.  Most businesses and donors only have one 'pot' of money.  When that is finished, it is finished.  Sometimes they get so many requests, that they simply cannot respond positively to them all.

· The organisation approaches the wrong person within the business.  That person may not have either the budget or the mandate to support the organisation, and never passes the request on to the right person.

· The business or donor is unfamiliar or unaware of the particular community issue that the organisation is addressing.  Many business people and decisions-makers function in their world. 

· The business or donor person only gives the organisational representative a short amount of time to present their work to them, and the organisation representative does so unconvincingly and poorly (see more on this below in Chapter 5).  The business or donor is then no longer interested in the organisation, which has missed its chance.

· The business or donor person with whom the organisation has the funding relationship is transferred or resigns from the company.  Their successor may not be interested in the organisation or its work.

· The corporate business approached may have negative stereotypes of civil society organisations.

There are a number of ways to undertake research.  You could look at the websites of corporate businesses and donor organisations.  Quite often these contain information on why, how and when the businesses and donor organisations will give.  Some businesses and donor organisations publish newspapers and reports.  Alternatively you could phone the business or donor organisation and find out the information.  There are donor directories available which do contain this type of information.  Remember that in all the contact you may have with the staff of a corporate business, be very courteous and aware of their time constraints. 

As you do your research, you will no doubt be developing a useful database of information.  This is very valuable information, and if well-maintained, an essential fundraising resource.  It will become clear that there are certain corporate businesses and donor organisations that hold more promise for your organisation.  Make a careful note of these, because these are your starting place.

	"A GOOD IDEA"

Set aside some time in your diary – one week every quarter – to update your database and do further donor and corporate business research.  In this way, you can stay 'on top' of who is making donations.




5.
Approaching the donor

Having done excellent research, you will know exactly which corporate businesses and donor organisations to approach.  You will also know in what way to approach the representatives of these businesses and organisations – do they want a letter, a presentation visit or a proposal from you?  Whatever you do, ensure that you follow the guidelines and preferences of each company – you need to approach them on their terms.  Whether the approach is written or verbal – make sure that you state your case: why should they support your project, why it unique and what its impact is and will be.  Let us look at the skills of written and verbal approaches in more detail:

5.1
Proposal Writing

When writing a proposal to a donor, it is essential that it be typed up on clean unlined paper, since donors seldom accept hand-written requests.  It should be neat and professionally presented, with no spelling errors or typos.  The following are some proposal 'basics':

· It is not a good idea to simply send funding applications to every corporate business or donor you come across, in a directory or elsewhere.  Corporate social investment managers do talk to each other, and do not appreciate being 'mass mailed'.  Rather follow the findings of your research, and try to focus on donors who would be a 'good fit' for your organisation.

· Make absolutely sure that you follow the proposal specifications or guidelines laid out by each specific donor.  This means that you will have to 'tailor make' each proposal for each corporate donor.  Be as clear and concise as possible, since few business people have the time or desire to go through long-winded proposals.  If it takes too much work or effort, it stands in danger of being rejected.

· If however, a corporate business or donor has no particular guidelines, a proposal should be about five pages including the budget, plus your organisational brochure.  Avoid the temptation of including every organisational document, newspaper clip or video in the envelope!

· Some corporate donors do not accept proposals or applications when they have not called for them.  When they have funds available, they will advertise that they are ready to receive applications. Unrequested applications or proposals to these donors will go nowhere. 

· It is important to distinguish between local and overseas-based corporate donors. Usually local people do not need the same levels of contextual information as overseas grantmakers. Local people have local knowledge so try and get to the point faster, leaving out information they are likely to already know. Make sure there is a succinct 'problem statement' stating the societal need, and some statistics relating to the geographical area in which the organisation is working.

Ann Bown, associate of the Southern Africa Institute of Fundraising (SAIF) offers the following outline for a proposal pack, in cases where the donor does not have their own specific guidelines for applicants to use:

Covering letter:
· Do this on a letterhead.

· Address the letter to the responsible person (phone before to re-check their name and to ensure you have the correct spelling).

· Ensure that all details are correct.

· Be polite and concisely summarise the rest of the document.

· Point out one or two important issues.

· Thank the donor for their time in considering the application.

Title page (one page):
· Date.

· The organisation's name and fundraising and/or registration number. 

· The name of the corporate donor being approached.

· The amount of money, or the resource being requested.

· The name of person who is submitting the request, and a 24 hour contact number/s (this is obviously to aid communication with foreign donors).

Executive summary of the project (one or two paragraphs):
· A heading i.e. the name of the project or organisation (You may be asking for funds for a specific project within your organisation, or for the organisation as a whole).

· Give a strong case for support of the project, what the project is, why it needs funding, and briefly mention the history. State the problem and why it is important to address it and the overall goals of the project.

Project description:
· A problem statement which is simple and focused.

· A solution to the problem, which should cover the uniqueness of your organisation, why it is best placed to solve the problem, the objectives of the project to address the problem or need, the focus group-profile (i.e. who are the beneficiaries of the project), the collaborative initiatives, partnerships the organisation has with other organisations or community groups, and the cost effectiveness of the solution.

· An implementation plan:  How the project actually works, its time frame, and who manages the project.

· The sustainability for the project i.e. how you will keep it financially viable, and what  future plans there are for the project.

· The benefits to the donor if they choose to support the project. 

· A brief history of the project.

Previous donor support:
· List names, details and date (the amount is optional).

Evaluation and monitoring:
· How goals will be measured, by whom and when.

· Expected outcomes.

· Ongoing work from this project.

· Report back dates.

· Financial reporting system.

· Any independent research evaluation.

Background information of the organisation:
· The mission and objectives.

· The history of the organisation.

· The people – staff and board members. 

· Other programmes and projects.

· Any achievements and awards.

· Future plans of the organisation.

Budget (line items may need an explanation within the 'project description' section, however a separate budget sheet may be attached):
· Expected income (include other resources here).

· Expected expenditure.

· Expected shortfall.

	"A GOOD IDEA"

As the fundraiser for your organisation, do not attempt to design a budget by yourself. Always involve any other management, members of your board, and the project co-ordinator i.e. the person who actually runs the project.




Proposal writing is a skill:  the more you work at it, the more you will improve.  Do not become discouraged if your proposal is rejected.  If you keep going, at some point you will be successful.  

Many times a fundraiser may wonder exactly why their proposal was turned down.  This is useful to know, so as to not make the same mistake again.  The Southern Africa Institute of Fundraising (SAIF) explains that the following could be some of the reasons for this:

· The writer did not follow the guidelines provided by the donor.

· The problem being faced has not been properly explained.

· The problem does not strike the reader as significant.

· The beneficiaries or focus groups (community) have not been involved in the planning.

· The proposal is poorly written and hard to understand.

· The proposal objectives do not meet the funder's objectives.

· The proposal asks for funding outside the funder's financial ability.

· The programme has not been co-ordinated with other development organisations in the same area.

· The funder is not assured or confident of the organisation's capabilities.

· The project's objectives are too ambitious. 

· There is little evidence of organisation's sustainability beyond the life of the donation.

· The evaluation procedure of the work the organisation is doing is inadequate. 

5.2
Presentation

If your proposal is successful, or if the corporate business is interested in possibly supporting you, or if they would simply like to meet you, they may call upon you to make a presentation on the work of the organisation or the project for which you are hoping to receive support.  When doing a presentation, the actual moment when you stand up to speak is important.  But of equal importance, if not more, is the pre-presentation preparation.  The following is a plan for preparing a presentation to a donor: 

Your listeners/ audience:

· Try to get information on who will be present.  Then consider the demographics of the group:  age, race, religion, language, gender, cultures, traditions, similarities and differences, how many in the group etc.  Then bear this in mind when preparing your presentation.

· Assess the previous knowledge of the listeners regarding your organisation and its work.  This is so you don’t talk down to them or bore them with something they already know.

The venue and use of audio-visuals and equipment:

· Think about the venue and plan for it:  how big is it, and what kind of equipment is available? If you are using electronic equipment, always remember to take your own extension lead and multiplug, in case the venue does not have one.

· Use the obstacle which is between you and your listeners well.  Do not ‘hide’ behind your lectern or table, and don’t let it come between you.  Be bold to move away from it, and at best stand to one side of it.

· Props and other helpful items (e.g. flip charts, video) may be used during your presentation.  Make the most of these – they should add, and not distract from your main point.  People remember what they see, long after what they hear. 

· When using audio-visuals:

· Make sure these are easy to read and the writing is big enough for someone at the back of the room to see – your listeners must not have to struggle to follow.

· Make sure the writing is legible – handwriting is not always easy to read!  Rather go for formally printed words if your handwriting is poor.

· If using music or a video, cue the cassette or CD to the correct place and have it ready.

· Make sure any other items used are big enough for the whole audience to see.

What you say:

· Make sure your message is clear. What is your main point?  Write down the objective and title of your presentation, and do not stray from the main message.

· Always use notes when doing a presentation, otherwise you may forget the direction of the talk.  But don’t let the notes become a distraction to the listeners because they are ‘crackling’ in your hands.  The ideal notes are cards measuring about 6cm by 12cm, with each card numbered.

· When asked to do a presentation by a donor, check straight away how much time you have been allocated.  Plan your presentation with this time in mind, allowing a few minutes for questions and answers. Always keep to time!  If necessary, take off your watch, and put it in front of you, so that you are aware of how long you are taking.  Remember that corporate donors are generally very busy.

· The following is a basic outline for a good presentation.  Depending on the time you have been allocated, you should be able to expand upon or reduce each one of these sections to fit in with this timing:

· Start by introducing yourself.

· Then introduce your organisation.  

· Next give a brief description of the approach your organisation is using i.e. your mission.  

· Then follow this with a clear picture of the problems your organisation is addressing.

· Carry this through into a more detailed description of the strategies, projects and programmes your organisation is doing to address this problem, OR focus these on the specific project you are hoping to receive support for.

· Then it is important to describe the impact your efforts are having on the problem (it may be good to use a beneficiary’s story here, rather than simply facts and figures).  

· Close off by drawing your presentation back to the current setting:  "Why am I telling you all this?  I would like to ask your company to consider working with us as we tackle these problems."

· Thank those present for listening, and if time allows, ask if anyone has questions to bring clarity to what you have said.

· Unprepared speaking, impromptu discussion and the question time of your presentation should be characterised by your enthusiasm and ability to listen to others.  When an individual asks you a question, start by looking straight at him/her, and then follow through to answering the question to the whole group, and not just person who asked the question.  If you only answer the question to that person, they may feel intimidated by you looking at them all the time.  Furthermore, it is important for everyone else to hear what you are saying.

How you say it:

· When doing a presentation, it is important to be aware of your body language.  Your mouth may be saying one thing, but your body another. 

· Also learn to read your listeners’ body language – are they bored and fidgeting?  Leaning forward and interested?

· What is the tone of your voice?  Try to use voice variation – raise your voice for anger or excitement, and soften it for bad news.  Don’t mumble or speak in monotone.  Use your voice to add the ‘heart’ to your presentation and to be convincing.  'Heart' is very important when talking about social development – don't be afraid to allow your listeners to experience your passion.

· Use eye contact.  Look at your listeners and watch their response to you.  Don’t stare at any one person too long.  Also don’t stare past your listeners to the back of the room, and don’t look at the floor.

· Some common body language distractions:

· Fiddling and fidgeting, especially with a flip chart pen or notes.  Put this down, and hold your hands comfortably at your sides or folded in front of you.

· Writing whilst talking.  This is distracting, especially since the listeners gets to see your back whilst you talk to the flip chart.  Rather write everything up before the presentation, cover it up, and then display it as needed.

· Jiggling back and forward, or ambling.  Stand still and talk.  If you wish to move, then make a decisive move to a new position in the room, and talk from there.

· Handing out documents whilst still doing the presentation.  This distracts the listeners from focussing on you, and draws their attention to the document.  They often read it, instead of listening to the presentation. It is better to hand these out after the presentation, or better still make them available at the end of the meeting for whoever is interested.

· Talking too much (this is possible!).  Do not be afraid to pause for a moment, especially after making a point, so that the listeners may process what has been said.

· Talking too loudly or too softly.

Remember that doing a good presentation is a skill, and like proposal writing it takes time to improve.  That is why it is useful to practice in front of a group.  Try out your presentation on some staff or volunteers.  Presentations are definitely something worth learning and developing to assist you in promoting your work, ideas and organisation.

Having done an outstanding presentation to a potential donor, they may still have some doubts about their role in supporting an organisation.  They may need some further convincing, and they may need to have their questions answered.  What is very useful, is to learn (almost by heart!) some convincing responses to a business person's questioning.  In his book Richard Holloway draws from The World Wide Fundraiser's Handbook – a Guide to Fundraising for Southern NGOs and Voluntary Organisations, by Michael Norton, DSC and Resource Alliance, London (1997), to give some examples of convincing responses to the arguments against corporate donations which business people may have:

Why is giving relevant to my company?

· Business cannot operate in isolation from society.

· Having a social vision is integral to the success of the business mission.

· A social investment strategy is a must for any progressive company.

· Qualified professionals increasingly prefer to work for a company with a social commitment.

· Customers show preference for doing business with companies that are environmentally conscious and socially driven.

· Communities and governments expect companies to be good corporate citizens.

Why should I be asked to do this? I pay taxes, shouldn't the government be doing this?

· Government does not always have the capability or resources to do everything.

· There are some things that are best done by NGOs and local communities.

· There are some sorts of support and expertise that only companies can provide.

How do I make sure that my money will be well spent?

· Select a project that meets your criteria, has clearly identified objectives and the right development approach.

· Route your support through a credible development agency.

· Insist on the NGO providing you with the feedback you require.

· Visit the project.

I don't have any spare funds, so how can I contribute?

· You can give material resources, such as furniture and equipment, or company products.

· You can provide technical know-how, financial and management skills, and media links.

· You can help implement schemes through your company's operations.

Lastly, you may find that the business person wants to know why it is that you are approaching a corporate business – after all there are a lot of development funding agencies within civil society.  A good answer to this is to say that if an organisation is not working with groups and enterprises from sectors different to itself, it runs the risk of not knowing what's happening 'out there'.  It could become very focused on one sector of society.  Your organisation would prefer to be anchored in the broader context of society, and to develop some strong partnerships to assist with this.

6.
Following up

Having done all the preparation and hard work to generate funds, there will come a time when a donor, will believe that your organisation is worth supporting.  This is good news! You receive money into the bank account of the organisation.  It is likely that there will be a number of official documents that the management of the organisation will need to sign to 'release' the money.  There will also be a clear description of what the money should and should not be spent on – most times, the money or resources should be used for the purpose you, yourself outlined in the proposal.

6.1
Reporting

But the work of fundraising is not over.  There is an essential principle of fundraising which says that any donor who has given to your organisation once, is likely to give again, if they are 'well-treated'.  Well-treated means that you use the resources wisely and as agreed, and that the resources are meticulously accounted for and reported on.  In an article entitled The Importance of Grant Reporting, Shelley Uva and the Charity Channel website explain why this is important and how to go about it:

As a grant writer [fundraiser], your first priority is writing proposals that get your organisation grants [donations or investments]. Once you have received a grant, you may feel pretty good about yourself, but it's important to remember that your work is not yet done. Almost all funders [donors or corporate social investment managers] ask their grant recipients to submit reports on the funding they have provided, and chances are, writing these reports is going to be part of your job.

The reason funders ask for reports is both simple and obvious: they want to know what you have done with their money. Your job as the report writer is to tell them. But reports also can and should serve other purposes. 

Perhaps the most important secondary function of the report is relationship building. Although non-profit organisations are always looking for new sources of support, maintaining relationships with funders is of equal importance. When we go to a new foundation or corporation [business], most of us are hoping to establish a relationship that will continue for a number of years. The grant report provides us with a vehicle to build that relationship. While you are telling your funder how you spent his/her grant, you also can tie the programme being supported to your larger mission. You can provide the context that enables your funder to see clearly how important his/her support is, not only in immediate ways, but also over the course of time. 

The grant report also provides a means to introduce the idea of continuing support. If you intend to ask your funder for a renewal grant, the report is the place to plant that seed.

Although a report should be short and to the point, you can use your report to put a human face on your funders' support. For example, if the grant provided was used to purchase equipment for an exercise programme for senior citizens, include a quote from one of the programme's participants. Let your funder see that this grant has done more than pay for equipment; it has made someone's life fuller and richer.


Most funders ask for reports either after six months or a year. All of us are busy with many projects and, unfortunately, it is not uncommon for reports to get lost. Yes, it sometimes is difficult to keep track of all of the deadlines imposed on us by funders, but it is vitally important that deadlines for reports are met. Some funders are very good about late reports; some even mail out reminders to their grant recipients. But the responsibility for preparing and sending in accurate reports on time rests with the grant recipient, not the funder.

If you do miss a deadline and you have to send in your report late, accept your responsibility and apologise to your funder. It is not necessary to provide a host of explanations. The funder does not care whether or not you had six other deadlines that week or that the dog ate your report. It is not in your interest or that of your organisation to present a portrait of the development [fundraising] office as a chaotic whirlwind in which no one can keep track of anything. 

Sometimes, as we all know, things change between the time a grant is provided and the time the first report is due. Although lateness in reporting may not require a lot of explanation, changes in the programme or the allocation of the funds do require explanation. The best approach here is to be honest. If you received a grant for an after-school programme and it took you three months longer than you anticipated to find and hire an instructor, just tell your funder. The chances are, that the funder will have no problem with this kind of delay and you will be allowed to rollover the funds into the next fiscal [financial] year. If you raised funds for a programme that just doesn't seem to work and needs to be redesigned, you will have to tell your funder what has happened and why. Some funders may authorise you to keep the grant money you have not yet spent because they still want to support the cause you represent. Others may decide to sever their relationships with you. The worst approach is to lie or try to cover up problems or difficulties you have encountered. 

While many foundations and corporations do not require that you use a particular format for grant reports, some funders do have very specific reporting requirements. It is always important to submit proposals that are in the proper format; this is equally true for grant reports. If you funder asks for a three page letter, do not send a twenty page document accompanied by a videotape. If the funder leaves the format up to you, keep it short and to the point, but also make sure your report is engaging and informative. Most funders do not want you to send along photos or videos, so don't do it.

Perhaps the best way to test the usefulness of your report is to pretend you are the funder. Does this report answer your questions about how the money you gave was spent? Does it make you feel as if your donation was worthwhile? Does it make you feel more or less inclined to renew your support? If the answer to each of these questions is yes, you have produced a good grant report.

6.2
Partnerships

It may be that the organisation's relationship with a corporate business goes particularly well:  the donor is happy with the return they believe they are getting from giving to your work, and you appreciate their support.  There is the potential for this relationship to become a partnership for development.  As in the rest of life, not every person we know is our partner.  The term 'partner' implies a lot more than simply knowing someone, and it is also the case with corporate donors:  not every business which gives to our organisation is likely to be a partner.  Here are some of the unique characteristics of a development partnership between a non-profit organisation and a for-profit business:

· There is a 'good fit'.  Both parties have similar agendas, feel strongly about similar injustices, and have similar visions.  There is a natural symbiosis, and both see the relationship as an important partnership for development.

· Both parties are 'team players'.  Each sees the differences that the other brings to the relationship, and values these differences.  None is more powerful in the relationship than the other.

· Both parties look out for the good of the other, and believe in the work of the other.  

· The relationship is characterised by maturity.  Both parties are able to define their expectations of the other party.

· The partnership is characterised by generous commitment from the business:  time, human resources, ongoing donations, and generous appreciation from the organisation, e.g. public acknowledgement and media coverage.

· The partnership is usually maintained primarily by a representative from each group.  Their relationship is strong, robust and committed.

Should your organisation be keen to develop some partnerships, keep the following in mind:

· It is no good talking about marriage on the first date!  You need to be committed to the basics of receiving donations and reporting for these, and a business needs to show its commitment and enthusiasm to the work you do, before you start talking about a more committed partnership for development.

· Partnerships (and especially those with corporate businesses) take a lot of maintenance.  They require ongoing communication and excellent PR.  So it is prudent to have no more than three primary funding partnerships. 

· When you do have one or more excellent partnerships, try to broaden these.  Ensure that your organisation develops a 'connection' with more than just the representative of the business.  This is important, because if he or she leaves the company, you need to still be able to maintain the relationship, even if not at the same level of mutual benefit.  Similarly, the company representative needs to know more people from the organisation, than the director or fundraiser.  Introduce him/her to a number of other board members or key staff, and endeavour to fortify this.

Partnerships for development is a large subject.  If you find that your organisation may be moving in this direction, it is suggested that you do further research on the topic, and learn as much as is possible.

7.
In closing

A lot of information about fundraising has been covered in this document.  But in many ways, it is only the beginning; it is only theory.  The best way to learn about fundraising is to get going yourself, and do it in practise.  As you get going, you will be able to refer to this document, as well as some of the following useful websites:

Thusanang

www.thusanang.org.za

The Southern African Grantmakers Association (SAGA)

www.donors.org.za

The Non-Profit Partnership (NPP)

www.npp.org.za
Charities Aid Foundation Southern Africa (CAF)

www.cafsouthernafrica.org/ www.cafonline.org

The Southern Africa Institute of Fundraising (SAIF)

www.saifundraising.org.za
The Charity Channel

www.charitychannel.com

Ashoka Citizen Base Initiative

www.citizenbase.org

The Funding Site

www.thefundingsite.co.za
Worldwide Initiative for Grantmakers Support Initiative (WINGS)

www.wingsweb.org

The Resource Alliance

www.resource-alliance.org

	PERSPECTIVES FROM THE 'OTHER SIDE'

Having worked for a number of non-profit organisations, Khanyisa Balfour from Cape Town, South Africa, has more recently taken up a key position in the corporate social investment office of a major multi-national.  She has the following advice for an organisation wanting to win support from a corporate business:

· Make a connection between your work and the work of the corporate business.  Explore ways of mutually benefiting both parties.

· A corporate investor wants to know "WIIFM":  What's in it for me?  They want to know what the leverage options are for the company, so keep this in mind when making the approach.

· Before approaching the company, understand their corporate social investment agenda and policies.

· Find companies and company representatives who think like you, who are like-minded, and have the same heart and vision.  Find someone who is looking at the same long term solutions.

· Keep an open agenda in the relationship with the corporate donor, and co-define what success will look like for both parties.

· People give to people they know.  So get a credible, well-known and connected person to be part of your governance team.

· Keep your ear to the ground.  It is important for a fundraiser to know what is happening in the world of grantmaking, and in the world of business.  Be an informed and well-read person.

· Keep in the mind the timing of the financial year.  It is no good applying for funds when a business has just finished making grants.  Similarly a business may have money to give away before the close of the financial year.

· Give recognition to a business that gives you support.  Make their representative feel special and acknowledged.  If possible, give the business acknowledgement through the media.

· When doing a presentation or writing a proposal, do not say at great length what the marketing benefit will be to the company.  This infuriates the marketing staff of a company, and this will not work in your favour.  Furthermore, it is unlikely that the company will give to your organisation from the marketing budget.




