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General Introduction

The key to success for any organisation is toknow where it wants to get to, and to
understand what is involved in getting there. Growing or diversifying income is not a matter
to be taken lightly. The challenges and constraints are considerable. It requires detailed
consideration of the abilities, structures, culture, tools, competencies and governance of an
organisation. There must be the capability to deliver on promises and to measure the social
return on investment. The Business Development Tools will help you review your
organi sationds capacity.

To develop a fundraising strategy there needs to be a detailed understanding of the financial
history and needs, the most appropriate funding sources, and the setting of timescales and
targets. This needs considerable research into funders, funder requirenents, the
organisational capacity needs for different types of fundraising, and the fundraising climate
in your sector.

Finally, our detailed guidance will help you start to make those initial approaches with
confidence. And remember, it is only by doing that you will really learn. There will be some
mistakes, but the outstanding lesson is that people, companies, Trusts and Foundations want
to give. And you will find that literacy is emotive and a need that is understood.
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PART 1: Business Development Tools
1. SWOT ANALYSIS

A SWOT is a structured planning method used to evaluate the strengths, weaknesses,
opportunities, and threats involved in the current and futur e situation of an organisation.

It involves specifying the objective of the business venture or project and identifying the
internal and external factors that are favourable and unfavourable to achieve that objective.

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS

Strengths and Weaknesses

Strengths and weaknesses are the factors of the
for strengths, ask what you do better than your competitors, or what you have that is more

valuable than they have.In the case of weaknesses, askvhat you could impr ove to at least

catch up with your competitors.

Where to look for them?
1 Resources: buildings, equipment, knowledge, brand equity, intellectual property, etc.
1 Core competencies
1 Capabilities
1 Functional areas: management, operations, marketing, financeshuman resources and
R&D
Organizational culture
9 Value chain activities (adding value to your product)

=

Opportunities and threats

Opportunities and threats are the external uncontrollable factors that usually appear or arise

due to the changesinthemacroenvi r onment , industry or competitoc
Opportunities represent the external situations that bring a competitive advantage if seized

upon. Threats may damage your organisation so it is best to avoid or defend against them.

Where to look for them?
1 What could you improve?
What should you avoid?
What are people in your market likely to see as weaknesses?
What factors lose you sales?
Changes in technology and markets on both a broad and narrow scale.
Changes in government policy related to your field.
Changes in social patterns, population profiles, lifestyle changes, and so on.

=A =4 =4 4 - =9
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2. PEST(EL) ANALYSIS
PEST or PESTEL or STEEPLE analysis is a simple and effective tool used in situation analysis to
identify the key external (macro environment level) forces that might affect an organisation.
These forces can create both opportunities and threats for an organization. The categories
can include O6ethical 0, 6l egal 8 and O6environment a

The outcome of PEST is an understanding of the overall picture surrounding the mmpany.

PEST analysis template
Political Economic
1 Government stability and likely changes 1 Growth rates
1 Competition regulation 1 Inflation rate
1 Environmental Law 1 Interest rates
9 Education Law 1 Exchange rates
9 Discrimination law 1 Unemployment trends
1 Consumer protection and e-commerce 9 Credit availability
1 Employment law T Level of consumersodo dis
1 Health and safety law 1 Monetary policies
9 Data protection law 9 Fiscal policies
1 Laws regulating environment pollution 1 Climate change
Socio-cultural Technological
1 Health consciousness 9 Basic infrastructure level
1 Education level 1 Rate of technological change
1 Attitudes toward work, leisure, career etc 1 Spending on research & development
1 Emphasis on safety 1 Technology incentives
1 Lifestyles 9 Legislation regarding technology
1 Religion and beliefs 9 Technology level in your industry
T Attitudes toward ogr een| T Communication infrastructure
1 Population growth rate 1 Access to newest technology
1 Immigration and emigration rates 1 Internet infrastructure and penetration
1 Age distribution and life expectancy rates
1 Sexdistribution
1 Average disposable income level
1 Social classes
1 Family size and structure
I Minorities
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3. COMPETITOR ANALYSIS

In order to better understand the external environment and the competition in a particular
sector, organisations often undertake a competitor analysis.

The competitor analysis process identifies an or
them using the relevant sectords critical succes
organi sati onds relative strengths and weaknesses a
might look something like this:

Critical Importance Us Organisation | Organisation | Organisation

Success o 1 2 3
Factors (weighting)

Brand

Financial
strength

Size

Reach

Expertise

When you have completed your competitor analysis, you will be able to come up with a
strategy to make the most of opportunities in your industry & and to deal with potential
threats before they arise.

Sources of information about your competitors

Online searches should provide information that is published and available for general
consumption.
1 Annual reports
Company profiles
Product brochures
Press releases
Articles published in the media
Presentations.

=A =4 =4 - A

Then there is data that will require some investigation and research, such as pricing,
marketing campaigns, promotions and so on.
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Other good sources of information about your competition include trade shows, conferences
and seminars.

Completing the template

Usually such templates are filled out with summarized comments. Sometimes they are
scored. We recommend comments, as that is a more useful record, but additional scoring
can help highlight critical disparities.
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4. INVESTMENT READINESS

Investment readinesso r Oi

ncome readinessd requires detai

structures, culture, tools, competencies and governance of an organisation. It also assumes
that the organisation knows what it is trying to achieve and that it has, or will have, the
necessary capability to get there and to deliver on its promises.

Here are some of the key areas to assess

Investment readiness in the social change / literacy market

Business aspect assessed

Criteria

Business plan & financials

An investment ready business plan demonstrates:

91 Detailed information on the product, market, management team,
sector and potential for growth

Viable growth-forecasts and robust cash flow projections

Clear presentation

A minimum of two years trading history ( this can be pre-profit)
Diverse income streams from either the private or public sectors
(or both)

= =4 =4 =4

Governance

Investors (and funders) look for:

1 Good governance. Board structure and the requisite skills of the
directors/owners/stakeholders are carefully scrutinised by
investors

T Appropriate dmemorandum and ar

1 Appropriate legal structure

Social impact

Social impact is clearly defined and demonstrably delivered against

Partnerships

1 Match-funding or investment from a third -party strengthens
investment-readiness
1 Institutional partnerships (i.e. with universities)

e
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You may find useful a template to comment on and score your readiness in each area. These
categories may be helpful:

Business aspect How Ready Risk weighting Action Owner

Business plan &
financials

Governance

Social impact

Partnerships

10
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5. THE BALANCED SCORECARD

The balanced scorecard is a tool to measure your
implementation of your strategy. It focuses on a limited number of key indicators. Each is
monitored against your past figures and your tar
areas of your activity, and internal and external objectives. It is recommended that

organisations develop their own scorecard and indicators so that they reflect the

organi sationds specific strategy and unique propg

To embark on the Balanced Scorecard path an organisation first must know (and understand)
the following:

1 The organisations vision

i The organisations strategic plan/mission
Then

9 The financial status of the organization

1 How the organization is currently structured and operating

1 The level of expertise of their employees

9 Customer satisfaction level

A Balanced Scorecard approach generally has fouperspectives:

1. Financial

2. Internal business processes

3. Learning & Growth (human focus, or learning and development)
4. Customer

Each of the four perspectives is interdependent. Improvement in just one area is not
necessarily a recipe for successn the other areas. However, in the social change sector it is
guite common to add a fifth dimension; impact. At Booktrust we have developed an
enhanced model thus™:

FINANCE

Statutory income
Trading income
Fundraisin

IMPACT
MARKETING ndices of deprivation OPERATIONS
Attainment
Web analytics Home learning (Time/budget)
Media coverage Number of beneficiaries
Awareness iti
Number of Practitioners
New Donors GROWTH
Resources (people) e Bal
Morale
Infrastructure

Product / Service pipeline
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6. ORGANISATIONAL ANALYSIS SPIDER DIAGRAM

The spider chart is a tool to help assess,
weaknesses. The axes can be determined to reflect all aspects of an organisatiorgr
alternatively those felt to be priorities for financial sustainability, or any specific aspect. You
might want your chart to match closely your investment readiness assessment, or your
balanced scorecard

For funding sustainability, the axes might include:
9 Organisational fundraising ethos and strategy
Income diversity
Management of finances, monitoring and reporting
Risk awareness, assessment and plans
Impact, and impact assessment processes and reporting
Profile, external communications, supporters
Partnerships: delivery, funders

= =4 =4 -8 -4 A

The axes can be numbered from the centre to the edge, with the centre reflecting weak, the
edge strong. These could be simple limited classifications such as: weak, adequate, good,
strong. Or they could be more varied, with up to 10 or more stages. Some models have
specific assessment criteria for each number and axis. But an exercise based on perceived
strengths and weaknesses is also valuable. Individuals might create their own diagram, and
then compare with others. A final agreed diagram can then be produced.

Plot where you perceive the organisation is on each axis, and then join the dots. The ideal
profile is an equilateral shape. Disparities from the equilateral reflect strengths and

weaknesses.

Here is an example taken from an organisational assessment exercise, and one showing how
the exercise can be used to measure against targets.

[ Target

Culture Leadership W Actual
Wistart
Knowledge Organizational
Processes Structure
Organizational Technology
Intent Infrastructure

12
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7. ANSOFF MATRIX

The Ansoff Growth matrix is another marketing planning tool that helps a business

determine its product and mar ket growth strategy
suggests that a businessd attempts to grow depen
products in new or existing markets.

The output from the Ansoff product/market matrix is a series of suggested growth strategies
which set the direction for the business strategy.

Products
Present New
Market Product
Present .
Penetration Development
4
S
=
~
-
Market . -
Diversification
New | Development

Ansoff Matrix (source: WikiCommons)

Using the Ansoff Matrix
Map your current and planned products or services against this matrix, to reflect your current
strategy and new plans. You may want to consider the business development advantages of

evolving expertise in all four sectors.

Analyse whether your existing products and services are marketed to your existing audiences
(or audiences already demanding such products and services) or whether you are moving
into new markets. Perhaps map also your competitors in that market. Alternatively, from your
analysis of your audience needs, you may be developing new products for that audience.
Finally, diversification involves developing new products for markets new to you (and
possibly markets least engaged with such offers). Usually the risksncrease with the
movement into new products or markets, and further still when both are new.

Your strategy might include repackaging or enhancing existing products to move them into

the new product sector, or developing new partnerships to take products into new markets.
This analysis is likely to be closely aligned with your competitor analysis.

13
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8. THE BOSTON BOX MATRIX

The Boston Box is a model used for analysing a company's potential by plotting market
share against growth rate. The Boston Box was cogeived by the Boston Consulting Group in
the 1970s to help in the process of determining which businesses a company should invest in
and which it should divest itself of. A business with a high market share and high growth rate
is a star, and one with a lov market share and low growth rate is a dog. A high market share
with low growth rate is characteristic of a cash cow, which could yield significant but short-
term gain, and a low market share coupled with high growth rate produces a question mark
company, which offers a doubtful return on investment. To be useful, this model requires
accurate assessment of a business's strengths and weaknesses (as analysed through the
SWOT analysis).

Figure 1: The Boston Matrix
A

High

Question

Marks Stars

Market Growth

Dogs Cash Cows

Lo

Y

Low Market Share ligh

Using the Boston Box to gauge diversification and sustainability

The Boston Box can also be used (alongside your Ansoff matrix) to plot your various
products, to show how diverse your portfolio is. Growth in a product eventually slows, as
does usually market share. The common cycle is from question marks, through stars, into
cash cows and finally a dog. A diversified portfolio has stars that are key for the future, cash
cows that supply current funds to support future growth, and question marks which need
those funds to be developed into stars.

One option, in plotting your products against the 2 axes, is to indicate the financial value to
you of that product by the size of the circle marking its position.

14
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9. THE CHANGE CURVE

The Change Curve model describes the four stages most people go through as they adjust
to change.

When a change is first introduced, people's initial reaction may be shock or denial, as they
react to the challenge to the status quo. This isstage 1 of the Change Curve.

Once the reality of the change starts to hit, people tend to react negatively and move to
stage 2 of the Change Curve: They may fear the impact; feel angry; and actively resist or
protest against the changes.

Some will wrongly fear the negative consequences of change. Others will correctly identify
real threats to their position.

As aresult, the organization experiences disruption which, if not carefully managed, can
quickly spiral into chaos.

The Change Curve
Positive
T
<
A
E
Negative
Stage 1 2 3 4
State Status Quo Disruption Exploration Rebuilding
Reaction Shock, Denial Anger, Fear Acceptance Commitment

"On Death and Dying" by Dr Elisabeth Kubler-Ross. Copyright © 1969 by Elisabeth Kubler-Ross; copyright renewed © 1997 by
Elisabeth Kubler-Ross. All rights reserved.

For as long as people resist the change and remain at stage 2 of the Change Curve, the
change will be unsuccessful, at least for the people who react in this way. This is a stresful
and unpleasant stage. For everyone, it is much healthier to move to stage 3 of the Change
Curve, where pessimism and resistance give way to some optimism and acceptance.

The tool is useful for considering where you are as an organisation, or as an imividual, in the
change process that takes place as a business diversifies and new income sources are
sought. It prepares you for that process. It reminds you that the process is not without risks.

It emphasises the value of risk management, change managenent, and also the Human
Resources analysis processes, tools and skills required for successful organisational change.

15
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FUNDRASING TOOLKIT TOOLS PART 2
A. Developing a Fundraising Strategy
Understand the Organisation

You may want to use Organisational self-assessment tools to help your analysis of the
following areas. At a minimum you are advised to do a SWOT analysis, and this can be
geared specifically to aspects that impact on fundraising.

Ideally the following are the case:
1) Business Plan is realiic and fully costed
2) Good financial management
3) Committed staff and trustees
4) A communication strategy that matches the fundraising strategy
5) Good risk assessment and planning
6) Fundraising is integral to planning processes

Analysis of financial information

Analysis of the overall organisational financial state may include:
1. Key sources of income
2. Key areas of expenditure
3. Year by year overall surplus and deficit
4. Income and expenditure per project type or organisational area over a few years, and
the percentage change year on year

Analysis of your fundraising may include:
1. How many income sources?
What percentage of income is each?
Is income rising or falling?
What is the cost income ratio for each income stream?
Are there trends that need analysis?

arwDN

From your analysis of your income Spread, create a pie chart to see how risky your portfolio
is, and analyse the risks for each income stream.

Year 1 Year 2 Year 3

Income | % of Cost/ Income | % of Cost/ Income | % of Cost/

source | total income | source | total income | source | total income
income | ratio income | ratio income | ratio

16
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Sources of Income

Through analysis of your fundraising history, assess:

T

T
T
T

Individual donors who have the potential to give more

Donors who have lapsed, and reasons for this, andpotential to reconnect
Donor types with potential to grow

New donor opportunities

Through understanding the sector, your mission, strategic objectives, determine:
1) The right funding mix
2) The % for each funding type
3) Average O6donationd per funder type
4) Strategy, capacity and return on investment for each funding type
5) Nature of the ask for each funder type

Trends in the sector

For each funder type, compare your history or strategy with that of your sector, through
whatever information is available of the top fundraising charities

Fundraising planning

You may need to consider:

= =4 =4 -4 A

Core funding

Funding for future growth/development funding
Funding opportunities and the funding climate
Your case for support

Your fundraising track record, capacity, know how

Setting targets

You may consider:

= =4 =4 -8 -4 4

The organisationd6s financi al need

The stage of development of the organisation

The fundraising capacity and the stage of development of the fundraising strategy
The commitment of trustees and staff

The ability to accessall the relevant and required information

The investment needed to achieve the fundraising strategy

17
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Risk Assessment

You may consider:
9 Costincome ratio
9 A true analysis of costs
9 Past experience and know how

Assess the likelihood of each income target,and plan how to control the risk and who leads
on each area

Data management

Collecting and managing data is critical for fundraising. A database is essential, which needs
to be increasingly sophisticated f oundrhigngger
activity. Ensure your database suits your fundraising needs. Ideally your database will enable
you to segment your audience/donors.

Ethical issues

Determine whether ethical considerations make a fundraising approach unsuitable to your
organisation. These may include:

1 Corporate name or nature

1 Fundraising method

Monitoring and evaluation

Consider:
9 Critical success factors (indicators)
1 Benchmarking against others

f Understanding your organisationds specific s

18
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Your fundraising strategy
Be clear where you are now; where you want to be; how to get there
One income prediction model may look like this:
Organisational | Target | Date Income | Lead | Programme | Fundraising | Cost Steps | Risks | Managing
need income | needed | source | in Capacity income risk
time needed ratio
A simpler model may look like this:
Project Funders Income Date Income Amount Likelihood % More likely
income

19
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Here are two similar simple models, that help you assess how diverse your income streams
are. A pie chart will help make this visual

Income stream

How many
funders in this
category?

How much from
this stream last
year?

What
percentage
does this
represent?

Statutory

T Grants/ Service Level
Agreements
 Contracts

EU Funding

Trusts and Foundations

Companies

Individuals

Other trading activity
(including membership)

20
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Income stream How many | How much | What End Risk &
fundersin | from this percentage date of Low,
this stream last | does this current Med,
category? | year? represent? funding
High

Statutory

T Grants/ Service
Level Agreements
 Contracts

EU Funding

Trusts and Foundations

Companies

Individuals

Other trading activity
(including membership)

21
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Average UK (and US) Charities Fundraising Experience

In the current economic climate, and in line with thinking in the charity and business sectors,
key funders expect to see that organisations have diverse income streams or strategies to
diversify their income. Funding can be contingent on this. These charts remind us what
funders are thinking, from the information they have about the charity sector. This is
challenging for the literacy sector, including in the UK, because historically it has not had this
diversity of income and does not reflect the wider ch arity sector which, for instance, has
individual giving as its major funding source. The charts also reflect one reason for this,
which is the spend required to deliver significant individual giving. Further charts help in
developing a strategy for individ ual giving: understanding which individuals give most, the
importance of cultivation to develop regular giving, and the organisational capacity needed
to manage such an income stream.

Eundraising Spend Compared - 2006 and 20111
reflecting no significant change in the last 5 years

2006 2006 2011
Individuals 86%
Legacies 5% B individuals = Individuals
Companies & Trusts 9%
M | egacies M Legacies
2011
Individuals 86% Companies Companies
Legacies 4% & Trusts & Trusts
Companies & Trusts 10%
Fundraising Spending versus Income - in 2011
reflecting the costs to generate individual income Percentage of Fundraising Expenditure Percentage of Fundraised Income
Percentage of Fundraising Expenditure
Individuals 86% o [
Legacies 5% m Individuals Individuals
Companies & Trusts 9%
M Legacies B Legacies
Percentage of Fundraised Income _
Individuals 58% Companies Companies &
. & Trusts Trusts
Legacies 16%
Companies & Trusts 26%
Who Gives?

Proportion of Adults in UK giving to charity in a typical month
reflecting no significant change during the recession

2004/5 57% 60%

2005/6 58% 58%

2006/7 56%

2007/8 56% 56% 1

2008/9 54% 54%

2009/10 56% s +—H . BN BN BN BN B B W

;gi‘iﬁ; :ﬁ:ﬁ’ 2004/5 2005/6 2006/7 2007/8 2008/9 2009/10 2010/11 2011/12
b

UK Median donation per month by age and gender
reflecting variations in giving as people get olc
and that women give more

Male Male Female
16-24 £4 £16 ————————— £16
25-44 £11 £14 - £14 -
45-64 £10 £12 - £12 4
65+ £14 £10 £10
£8 £8
Female £6 £6 4
16-24 £8 £4 1 £4
25-44 £10 £2 1 £2 1
45-64 £15 £0 A e e A A
65+ £15 16-24 25-44 45-64 65+ 16-24 25-44 45-64 65+

22
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UK Charities Voluntary Income - Average Across All Charities

Individuals 45%
Statutory sources 20%
Trusts 14%
Legacies 12%
Companies 6%
National Lottery 3%

Micro Charities Voluntary Income

Individuals 75%
Statutory sources 9%
Trusts 13%
Legacies 1%
Companies 2%
National Lottery 0%

Small Charities Voluntary Income

Individuals 54%
Statutory sources 20%
Trusts 18%
Legacies 1%
Companies 4%
National Lottery 3%

Medium Charities Voluntary Income (£100,000 - £1m)

Individuals 44%
Statutory sources 25%
Trusts 18%
Legacies 1%
Companies 3%
National Lottery 6%

Large Charities Voluntary Income (£1m - £10m)

Individuals 46%
Statutory sources 21%
Trusts 13%
Legacies 9%
Companies 6%
National Lottery 5%

Major Charities Voluntary Income (over £10m)

Individuals 45%
Statutory sources 18%
Trusts 12%
Legacies 17%
Companies 7%
National Lottery 1%

50% ® Individuals
40%
30% B Statutory
20% . iources
10% = rusts
—
0% o M Legacies
@ Q &> o o -
& &S .e .
K\ X S
\,\Ef\ of & (‘o“\\q & ompanies
80% M Individuals
60%
40% M Statutory
. sources
20% W Trusts
0% T T T
NS s o > M Legacies
o o“z NS &
S & & &
& NS (10((‘ A B Companies
60% = indivi
0% Individuals
4
33;: M Statutory sources
20%
10% ™ Trusts
0%
I < M Legacies
\;z}" &\4 Gl (}'g, & @ 8
N N <& 2 S £°
\0&4 5\7, & (,0\0 Q:b B Companies
M National Lottery
50%
40% ® Individuals
30%
ig;/j W Statutory
; sources
0%
- R - . . 'b\___ B Trusts
IS I T - egnc
o > & & < egacies
A & ~ o
N C
B Companies
50%
B indivi
20% Individuals
30% B Statutory sources
20%
]
10% Trusts
0% M Legacies
3 Q >
. & & @,,&f’ & \\\ef’ & ® Companies
.Q\b ~ «< o & G
& o N~ ('o@ Al ¥ National Lottery
0% B |ndividuals
6
40%
30% B Statutory
20% sources
10%
0% M Trusts
© & 3 o >
& <& @"& o N & W Legacies
S 5 % 2 \
© IS < S O
& N N3 OSQ &
& <

B Companies
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USA statistics 2013 - what inspired people to give

refklecting the importance of regular giving, and direct mails

| give to a charity | regularly support 47% 50%
o
| responded to a direct mail request 21% 23;;
| hear about the cause in the media 12% gng
| responded to an email campaign 10% 25%
| heard about the cause from a friend 9% ig:f
I don't know/can't remember 9% 1o%
A friend asked me to sponsor them for an event 8% g:’f
N R ; o b
| was motivated by a work matching campaign 6% R R G o -o""
| responded to something | saw on social media 5% @\? &8 & & & R © & b"’(\ S
I saw an ad on TV 5% NN & # © & \,;d"?' _&,\ef\ g,&b R 4;5& N sé\
% B N N 2
| saw an ad in a newspaper/magazine 2% PN s (\t?‘b b,pc‘ \@‘\ & ‘3\'5& Qp" \5;8‘\ N
E S N P
N 2 L
.\F“‘o & QO\ 2 \@ \‘\‘2. «‘C{g ?“’\ -;QO
NN & N
USA Variations in giving by family income
| responded to a direct mail request Direct Mail Social Media
S o
Family income over $80,000 18% 30% 12%
Family income $40,000 to $80,000 20%
25% 10%
H 0,
Family Income under $40,000 28% 20% 8%
. . ) 15% 6%
| responded to something | saw on social media 10%
6 4%
Family income over $80,000 1% 506 2%
Family income $40,000 to $80,000 5% o
0% 0% -
Family Income under $40,000 11% 'Fami|y 'Fami|y Family Family Family Family
iIncome Income Income income income Income
over  $40,000to  under over  $40,000to  under
$80,000  $80,000  $40,000 $80,000  $80,000  $40,000
How many charities can accept these payment forms
reflecting how many are not set up for regular giving by direct-dehit
Don't know
Cheque 82% Credit card
Cash 50% Debit card
Bacs/electronic transfer 1% No method at all
Standing order 16% Donation website
Cheques only 15% Another method
Direct debit 9% Direct debit
Another method 7% Cheques only
Donation website 4% standing order
No method at all 4% Bacs/electronic transfer
Debit card 3% Cash
Credit card 3% Cheque
Don't know 1% v v v v v
0% 20% 40% 60% 80% 100%
Average individual donation size
reflecting the impact of direct debit as it is usually monthly
Cheque/card £20
Fees £14 RZ“':
Direct Debit £10 b aS”
ayrol
Event £10 v
Buying
Othfer £10 Other
Buying £8 Event
Payroll £8 Direct Debit
Cash £5 Fees
Raffle £4 Cheque/card %
£0 £5 £10 £15 £20 £25

24
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Return on Investment: Average return per £ invested

Legacies £25.50
Trusts £7.00
Corporate £4.43
Committed Giving £3.54
Major Donors £3.17
Events £1.94
£30.00
£25.00
£20.00 W |egacies
M Trusts
£15.00 ¥ Corporate
£10.00 - B Committed Giving
B Major Donors
£5.00 - I . ¥ Events
H N =
Legacies Trusts Corporate Committed Major Events
Giving Donors
Fundraising Spend Compared - 2006 and 2011
reflecting no significant change in the last 5 years
2006 2006 2011
Individuals 86%
Legacies 5% B ndividuals o ndividuals
Companies & Trusts 9%
M Legacies M Legacies
2011
Individuals 86% = Companies  Companies
Legacies 4% & Trusts & Trusts
Companies & Trusts 10%
Fundraising Spending versus Income - in 2011
reflecting the costs to generate individual income Percentage of Fundraising Expenditure Percentage of Fundraised Income
Percentage of Fundraising Expenditure
Individuals 86% B o Indivi
Legacies 5% M Individuals Individuals
Companies & Trusts 9%
M Legacies M Legacies
Percentage of Fundraised Income ' )
Individuals 58% ¥ Companies ¥ Companies &
N & Trusts Trusts
Legacies 16%
Companies & Trusts 26%

25




@ © »® 2 ciopean

Literacy
Policy
Network

ELINET
B. European countries compared - from ‘World Giving Index’ 2013
Dec 2013 CAF (Charities Aid Foundation} Donating money and Volunteering time
Based on Gallupds World View World Poll in 2012,

where ¢.1000 questionnaires (telephone or faceto-face) are completed by a representative
sample of individuals (aged 15 and above) living across eachcountry, including rural areas.
(2000 questionnaires in some larger countries, 500 or more in some smaller. s is the
percentage of people who donate money to charity, or who volunteer time, in a typical
month.

Country Donating money | % Volunteer time %
- world Ranking given - world
ranking
United Kingdom 2 76 26 29
Malta 3 72 47 24
Ireland 4 70 11 37
Netherlands 6 69 11 37
Iceland 10 63 41 25
Norway 15 56 16 35
Switzerland 15 56 20 32
Denmark 18 54 57 20
Sweden 20 53 90 13
Austria 22 52 30 28
Luxembourg 23 51 22 30
Italy 24 50 41 25
Cyprus 27 47 34 27
Germany 27 47 34 27
Finland 37 39 34 27
Belgium 43 35 41 25
Slovenia 43 35 18 34
Slovakia 46 33 102 11
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Poland 47 32 95 12
Spain 47 32 75 17
Latvia 50 31 111 9
Kosovo 52 30 113 8
Bosnia Herzegovina 60 27 131 4
Portugal 60 27 81 16
France 70 24 41 25
Romania 72 23 113 8
Czech Republic 75 22 88 14
Macedonia 75 22 121 7
Hungary 80 21 107 10
Serbia 86 18 121 7
Estonia 87 17 68 18
Bulgaria 96 15 121 7
Albania 102 13 107 10
Turkey 102 13 130 5
Montenegro 102 13 113 8
Belarus 110 11 22 30
Croatia 115 10 127 6
Lithuania 122 8 95 12
Ukraine 122 8 26 29
Armenia 129 7 113 8
Greece 130 6 131 4
Russia 130 6 75 17
Georgia 135 3 68 18
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Background

Research- how is the opportunity /
audience / channel / event explored?

Business case advantages and
disadvantages to the activity?
Organisational need and core opportunity
identified?

Stakeholders - relevant internal and
external teams, individuals etc. engaged?

Development

Case for support - where and how is
income used from this activity? How is this
shown?

Plan - activities, timeline, targets / outputs,
milestones, schedules, budgets etc.?

Implementation

Work through plan - are plans ever
reviewed, updated or revised? Why?

Risk management- common / potential
threats? Action taken to mitigate?

Reporting - how often and against what?

Impact - monitored, measured and
demonstrated? How?

Recording - are results / outputs logged?

Completion

Evaluation - what criteria? Successes,
failures, learnings?

Actions - next steps identified / handled?

Celebrate - any process for acknowledging
/ rewarding success?
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FUNDRAISING TOOLKIT TOOLS PART 3: Expert Strategy Recommendations by
Funder Type

A. Statutory/Government/Public

What you need for good lobbying:

1) COURAGE. Courage to make contact and meet decision makerad although sometimes
they can forget to answer, be embarrassed etc. You have to try again, believe that your cause
and need is worth it.

2) CONCISION. You need a document of one sheet, where yo present your main points very
concisely (in bullet points):

- what you do

- what is the situation in your organization / reading promotion / literacy in your country / in
the other Scandinavian or European countries

- why reading promotion is worth fund ing (statistics and research results based on PISA,
PIRLS or other references).

- last but not least & tell how much money you are seeking.

3) EXPERTISE. The best way to convince decision makers is TO SPEAK IN AN EXPERT
POSITION. You have to do your homevork, study and read background materials. You have
to pick up basic information and give good, short examples. Ideally you can also present
facts visually.

If possible, extend your expert profile by writing articles and/or opinion pieces, which wiill be

published in newspapers.In Finland several politicians have been seriously interested in

tal king about the |literacy of children and young
engagement with reading. One of your tasks is to give them information.

4) TOLISTEN. You are an expert, but you are allowed also to be a learner. People want to
help, if they believe in your activities. | have asked for advice on lobbying from
Parliamentarians. We have got valuable advice and tips from them, on who are the key
persons relating to decisions, what we could promise in return for money, and how we can
show our effectiveness.

4) BE NON PARTY POLITICAL. Parliamentarians from ruling Government parties are the most
essenti al. But dondt f o rbgsetogdtdverybadyqorviaced Yoo n . I 't &8s
never know who will be sitting in the next government.

5) RELATIONSHIP MANAGEMENT. Keep up relations which you have created.

6) INNOVATION. If you continue lobbying, you have to renew and create new arguments.

Strategy
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Your strategy for lobbying may be based on a variety of approaches:

1) personal meetings with members of Parliament
2) written statements and/or oral presentations as an expert to the Finance Committee and
Education and Cultural Committees

(A committee may start by hearing experts and obtaining information from other sources.
Each committee decides what experts to call in a particular matter. Hearings generally begin
with a ministry representative or representatives and then proceed with other persons who
have assisted in preparatory work or can speak for agencies, organizations and other
interested parties that the matter concerns.)

3) personal meetings with officials in a Ministry, including the Minister and his/her Secretary
of State and SpecialAdviser.

Know or be aware of:
9 budget cycle schedules in Parliament and the Ministry

1 key politicians
9 influential papers and speeches

Be sensitive in | obbying, natur al and forward, P2
wants to discuss issuesmore, let him/her do that.

You have to work months (if not years) in advance of the statement of the Finance
Committee. Key persons from Government make their decisions months beforehand.

Lobbying is a process and you may need a long time to get results. At first, people only get
to know you. Probably you will not get results the first time.
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B. Local Government
Detailed Guidance on Local Government Fundraising

In the UK, local government might be called a Local Authority (LA), Local CouncilUnitary
Authority, Metropolitan Authority etc. In a city like London this involves 32 different borough
authorities, each with their own strategies and budgets. In the rest of England there are 27
county councils and 55 unitary authorities.

The economic situation

In England, government funding for local councils to run services will have been cut by 40%
(from the 2008 figure) by May 2015, and perhaps by 66% by 2020. Making the Case to local
councillors is more critical than ever, but also more difficult.

Local authority commissioning

Local Authorities have been encouraged for a number of years to open the commissioning

process for key services to the voluntary sector. Most have had problems doing this well, and

the more successful ones have had to rethinktheir whole strategy, trying to become more

focused on social outcomes than specific deliverables, and developing new commissioning

development and consultation processes. The voluntary sectord through tertiary level

support VCS organisations- has encouraged Local Authorities to listen more closely to the

sector, and to support their capacity devel opmen
They have also argued that competitive grants should remain part of the funding mix

(removed by most Local Authorities as they were not seen to be sufficiently transparent).

Partnerships and consortia

Local Authorities are offering fewer contracts to the voluntary sector. They expect the sector
to develop partnerships and consortia to enable them to manage larger contracts covering
wider geographical areas and more activity areas. This is partly because LA staffing is
reduced, demanding simpler monitoring, and it also reduces LA risk. Also many voluntary
sector organisations are niche, and could not provide many aspects to cover over-arching
outcomes for an LA. LAs also are unaware the sector is as competitive as the private sector,
and they are discouraged to see voluntary organisations voicing their reservations about
potential partners in public.

Developing potential partnerships and prospecting for consortia is encouraged to take place
before commissioning opportunities are opened. It is good to talk to tertiary level VCS
support agencies about these opportunities d sometimes which they will lead on & and about
their awareness of forthcoming commissioning. Literacy work can support many social,
health and well-being outcomes, and literacy charities can be valuable members of a
consortium with a wide remit. National charities can be valuable supporters of many local
consortia.

Small local charities with turnovers of £250,000 have gone on to lead consortia worth £10m
and more.
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Becoming contract ready

Many voluntary sector organisations are not
work with VCS support agencies, who can provide help in those areas needed to ensure
organisations meet the requirements needed for Local Authority commissioning.

Networking

Take part in networking, consultation and commission-development forums and events led
by the local authority. They expect to see local organisations represented, and are pleased
when new organisations take part, or past organisations become active again. They notice
when organisations do not appear over a period. This is the opportunity to make yo urself
known.

Research their Plans

Research your local authority plans and agendas, and how your work meets these. Local
authorities develop their strategic plans through consultation. Find out what their longer
term intentions are concerning future commi ssioning possibilities. Try to get on a local
Steering Group or Forum. Or get to know those members, so as to influence them. Talk to
relevant local authority officers, or councillors, and find out what it is you do that fulfils their
needs and priorities. Find out about their commissioning and tendering opportunities. Some
authorities will have a group that researches the local infrastructure, organisations and
opportunities, for commissioning possibilities. Try and ensure your organisation is included
in that research.

Research the People
Research your 1 ocal councillorsd invol vement
them on social-media to see their interests and local concerns.

Invite to Events

Write to your local councillors and invite them to visit your work. Have a briefing pack for
them, with some key facts and arguments. Have a photographer at an event, to create some
good press.

The Pitch

Demonstrate the impact on the community, at a social level, and how you support
community identity and cohesion. Show that you impact on the local economy, social
mobility, health and well-being. Have a simple message; your councillors may not
understand your work at all. Request from them a key follow-up task, such as to raise an
issue in a relevant committee. And if they agree, remind them of this in your follow up letter
thanking them for attending or meeting. Be authoritative, based on your expertise. Have
evidence-based solutions, but also tell a good story, using specific emotive examples. Show
how it will create a good press for the local council.

Your stakeholders
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The support of your network of supporters is important. Local councillors are entirely
audience-focused, voter-focused. And be creativein your partnerships to broaden your
appeal, so that local councillors see their decisions are affecting many of their constituents.

Building a relationship

Where this is possible, start with small requests and grow. Or if commissioning opportunities

are only for small sums, view this as a way to develop a longer term relationship. For

example, a first grant may be very small, a few £1000s. But this may lead to subsequent

increased project grants. And it will mean you can begin to influence policy throug h

inclusion on relevant groups. After some years of successful project grants, the funder may
encourage an application for regular funding. Th

Making the Case

Small and Medium-sized Enterprises (SMEs) have caiderable advantages over larger
operations. These can help them make a competitive case for tendering and commissioning.
They can be competitive on cost; have the expertise, and be innovative; be responsive and
flexible; and most importantly of all, SMEs are close to and understand their users.
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C. Corporate Fundraising
Detailed Guidance on Corporate Fundraising and Corporate Partnerships

The term 6corporate partnershipsd is a good way
because successful corporate fundraising is just thatd a partnership, which has benefits to
both parties & the company and the charity.

The main benefits to the charity are usually fairly straight-forward d income and supporters d
but can also include good PR, awareness of your brand and the work you do, volunteers and
gifts in kind. The charity income from a corporate partnership can come from different
sources:
T Astraight donation from either the companyds
foundation
T Funding from the company®ds marketing budget,
9 Sponsorship of an event or activity in return for brand exposure
T Fundraising by t he thwooughp earieyy@fsneteodsp| oy ee s

The following can also be components of a corporate-charity partnership:

Matched giving for employee fundraising

Supplier fundraising and fundraising from other stakeholders

Events

Employee involvement/volunteering

Licensing- i.e. use of charity name and/or logo in conjunction with the sale of
goods/services

1 Cause related marketing d the company donates a percentage of profits from the sale
of a specific item e.g. 5% from every tube of Colgate toothpaste sold/20% from every
Rdph Lauren bag.

Payroll Giving

Secondments

Gifts in kind

Recycling

New supporters - staff continue supporting the charity beyond the length of the
partnership.

=A =4 =4 -4 A

=A =4 =4 -4 =4

The benefits to the company may include:
1 Being seen as a good corporatecitizen/delivering their Corporate Social
Responsibility strategy
Selling more product
Raising company profile within the sector or more broadly
Brand awareness
Giving non-financial support e.g. Gift in Kind, or staff time/secondments
Employee satisfaction/staff morale
Bringing staff from across the organisation together under a mutual goal

=A =4 =4 -4 -4 4
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Bear in mind that the charity could have more to lose if it aligns itself with an unethical
company, or one whose work is in direct conflict with that of the charity (the most obviou s
one being a cancer charity aligning itself with a tobacco company). A successful partnership
will therefore come from thorough upfront research by the charity, and will also depend on
how the relationship is set up right at the beginning 6 what is offered and what is sought, the
terms agreed, and how the two parties agree to work together.

It is important to regard the relationship as one between equals. Both parties will have scope
to negotiate. The charity should not just accept without question the terms proposed by the
company.

It is important to be aware that the value of an association may far outweigh the direct cost
to a company. An agreed understanding on the nature of the association to be formed is
imperative and a proper contract recording the terms of the association must be put in

place.

Top Tips for Corporate Fundraising

1. Research the company you are targeting 6 and write a profile on them & using the
attached template. This is known as Corporate Profiling, or Due Diligence.

2. s there somebody your charity knows who can make a personal introduction to a
senior person within the company: the CEO/the head of CSR (Corporate Social
Responsibility)/Head of Marketing/HR?

3. 1tds great i f you -mamthentbaimtroduosd by thatseriari or buy
person to the people whose job it is to make charity partnerships happen. Make sure
you dondt waste time by tal ki ngootthe pdoflee wr on g
who candt make deci sions.

4. The first meeting is all about fact-findng dd on 6t try to sell them sor
know what they are looking for: Is it employee invol vement or a straight donation? Is
it to raise the visibility of their corporate social responsibility work, or brand
awareness? Do they want to give just money, or fundraised income, or time as well?
Do they want to give you Gift in Kind?

5. You need to be sure that what they are offering is what you need. If they are offering
200 volunteers, but you dond6t have any progr :
not the partnership for you.

6. After the first fact-finding meeting (during which you will do a lot o f listening), and
once you have decided that the partnership will be beneficial to your organisation
and you want to work with them, you should write a proposal or presentation based
on their needs and your requirements. This is when you really start to sdl the
association with your charity to them.

7. Your proposal and/or presentation should make clear why they should work with
your charity (and not another one). What is your Unique Selling Point (USP)? What
can you offer in terms of results for their money ? How many lives can they change, by
working with you? You will need statistics, quotes, case studies etc. to back up your
claims. You will need to inspire them with true stories about the impact your charity
can have on peopleds |lives.
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8. When puttingapricetagonyouroffer-dondt forget that the

comp :

benefitting by the associatonaswelldand dondét give the associ at

brand away too cheaply. This is not about being grateful for any money they can give
you 4@ it is about a mutually beneficial partnership.
9. A short and powerful presentation delivered professionally to the influencers and
decision-makers within the company is a great way of getting your message across.
10. Don't give up 6 companies can be slow to respond d keep in their minds by keeping

in touch and offering to go and see them agai

else they need from you. Invite the decision-makers from the company to go and see
your charitydés work in action.

Research

In this competitive age the reasons for a company working with a charity are seldom purely
philanthropic. Whether a charity is approaching a company or vice versa, it is important to
learn as much as you can about the company and to undertake a full assessment to identify
why it might be inclined to support you before making an approach and se tting up a
partnership. The process of due diligence is as important in the charity sector as it is in the
corporate sector.

As part of any assessment of the impact of a relationship, questions you might like to ask
are:
{1 Ifitis a company, does it have aparent company and who is it? Which organisations
should the relationship be built with?
1 Is the company financially sound?
1 Is there a history of charitable support or charitable giving within the company? If so
what was it, when was it, and was it succesful? (Check with the previous charity
partner if possible).

1 What are the companyds motives for corporate

1 Do the values and ethics of the company and its subsidiaries complement those of
the charity?

1 Are you dealing at the right level, with the rig ht department

1 s there high-level commitment to partnership with a charity? (Very important to
establish early on)

1 Is more than one level of company management committed to the partnership?

1 Both the companyds and t he c¢ havaludblg @ssetskor and s
protect. With this in mind, wi || the associ

brand?

1 The company and the charity should be equal partners, although this may not always
be feasible. Both charity and company should be clear about the benefits they expect
to gain from the relationship.

1 Is what the charity is expected to bring to the partnership a fair exchange for what
the company is offering in return?

1 What is the public's perception of the company and its brand?
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Contracts and Agreements

It is normally a legal requirement for a charity to have a contract with a business they are in
partnership with & and if not a legal requirement, it is certainly good practice to have one.
The contract should set out all obligations and ensures all parties know where they stand.

Other Recommendations

T I't is advisable for the charity to have an A
point of contact and is dedicated to delivering everything that the charity has
promised from their side. Likewise, it is sensible to ask for one main point of contact
on the corporate side 8 someone who can make decisions and get things moving.

{ Itis important to set realistic and achievable targets when working with a company.

71 If possible, it is good to broaden a corporate partnership to include employees and
customers, as long as it is done with the full knowledge and co-operation of
management. There are many points of entry into a company, and utilising as many
as possible will help create a bigger and better relationship for both parties. However,
care should be taken when assessing a company at different points not to alienate
the first point of contact.

1 Where sponsorship includes donated time or expertise it is important to establish
that skills offered meet the empl oyment criteria and needs of the charity.

T Itis useful to build into the process regular reports to the company. This then allows
the charity to demonstrate progress, and achievements to date.

71 Inevitably relationships take time to establish. Thus targets for the first year should be
modest, as the first year is required to refine the best way to work, overcome teething
issues, and set the basis for future activity. For this reason, you may want to consider
very carefully any offers of one-year corporate partnerships 0 will the financial return
on time invested be worth your while?

1 A high level of resource may have been involved in setting up relationships. It is
crucial to recognise the importance of continuing to develop relationships in
successive yearsMany charities lose sponsors because they do not continue to invest
as much time in maintaining relationships as they were prepared to investing in
establishing them.

In setting up an association with a company it is necessary to agree certain parametersat the
outset 0 these can be included in the contract/memorandum of understanding & for clarity.
For example:
1 The use of the brand and the charityds name
f Who owns what; copyright, events, services, |
1 Who is going to do what, and when it is to be done;
1 How the relationship is going to be presented to the outside world and what is going
to be said about the company and the charity; and
1 The duration and clear terms of the relationship (for instance whiter that should
include exclusivity agreements or allow access to a supporter database).
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Confflicts of Interest

It is important that a charity is driven by some kind of mission. This will help define what its
aims are as an organisation. It will also help establish which are tke right kinds of companies
to be associated with. When selecting a company a charity shoud establish that there are no
conflicts of interest.

Good partnerships often result from common interests and agendas. It can be a fine line

between common interest and conflict of interest. The kinds of conflicts that can arise and

that may affect a relationship are where:

Ethical considerations carry different weight with the charity and the company;

A company is working with two charities in the same sector;

A charity is working with two companies from the same sector;

A company provides a product or service that helps achieve the mission of a charity

(e.g. a pharmaceutical company supplying, in a commercial arrangement, anticancer

drugs to a hospice and supporting that hospice 'philanthropically’ at the same time);

1 A company wants a partnership to be exclusive;

The company wants access to charity supporters;

1 A company is both a supporter and a supplier to a charity (for example, bank
providing banking services and also fundraising for a charity);

1 An employee or non-executive director is also a trusteeof the charity, and wants to
exercise influence over artistic aims/product; and

1 A company wishes to link direct material benefits for their product through the
association with the charity (for example, implying a health benefit from a product
through the association with a medical charity).

=A =4 =4 =4

=

Ethical Policy

Working with business can bring huge benefits to a charity in terms of revenue, awareness,
and profile. However it also is probably the most challenging area in terms of ethics, and one
that needs a clear policy and procedure in order to address any issues, which can be
complex, and potentially damaging.

A policy on working with companies, agreed by the trustees, is essential for a charity to be
able to engage effectively with the corporate sector. The policy should define which sectors
and types of company the charity will work with, and which ones it will not work with & again,
cancer charities and tobacco companies being the most obvious example of an unethical
partnership from vidweOthers examplesycénde rmpoceicamplex orf
opaque and therefore require greater consideration.

Communications and Marketing Plans

Assuming that part of the reason for going into a corporate/charity relationship is publicity,
thought should be given as to how it is to be communicated externally and internally within
both of the partner organisations. It is advisable for a communications plan to be written at
an early stage, for clarity. Both sets of employees should be informed about the relationship
and nature of the partnership. In the plan the messages ought to be agreed by all
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concerned and adhered to. It is good practice for it to be clear what both the company and
the charity do independently and what they are trying to achieve together.

Communications to the public and customers should always include the aims of the

partnership and what the relationship is about. It is important that each party respects the

other's branding guidelines dand si gn off each other dsasamar ket i nc
and any use of ddndtbkat both padiessadreethe graredure for media

liaison, being aware of each other's needs, timescales and media contacts. Some of these

details should be included in the contract/memorandum of understanding.

Success Factors and Measurement

As with all fundraising activities, it is important at the start of the relationship that the criteria
for success on both sides (corporate and charity) should be defined. This can be any number
of the following:

Company:
1 Sdes enquiries/actual product sales
Website hits
PR coverage
Staff participation
Staff motivation
Feel good factor
Good networking opportunities
Corporate hospitality
Longevity of relationship
Consumer perception of the brand.

=A =4 =4 =4 4 -4 -4 -8 -4

Charity:

1 Income raised
1 New supporters.

In every case the objectives will be different. However, by defining at the beginning what is
expected from both parties, everyone involved will have a proper focus on the activity. The
other important reason to set criteria is that they help the charity to renew partnerships. At
the end of a contract if the charity can demonstrate that the targets have been achieved and
that the charity has delivered the activities core to the company customers' needs, then it
has a strong case to renew the asociation.
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D. Trusts and Foundations
Detailed Guidance on Trusts and Foundations

In the UK these may be:

Large Trusts and Foundations (often donating £50,000 or more)

Medium Trusts and Foundations (average £10,000 to £30,000)

Small Trusts, oftenfamily-based (average £1,000- £5,000)

Community Foundations, channelling a number of Public and Private Grant
opportunities for specific geographic areas.

= =4 -4 =4

Advantages

1 They are usually easy to research, and all must submit their Annual Reports and
Accounts to the Charity Commission, which are available online (and which often give
details of previous grant giving). Medium and large Trusts and Foundations will
usually have websites and give specific guidelines.

1 There are very many Trusts and Foundations, andvith a variety of objectives that
cover almost every possible request. Many look for innovation, and some accept the
risk involved.

1 Most medium and large Trusts and Foundations welcome initial discussion of
proposals. Many will give feedback on applications rejected.

9 Itis usually clear which do not want initial contact.

1 Many medium and large charities have a two-stage application process, preventing
you spending too much time on full applications that do not fit their criteria and
current aims.

1 All charities have to submit their Annual Reports and Accounts to the Charity
Commission. They also have websites. It is easy to research which Trusts and
Foundations are giving to charities with similar objectives as yours.

9 Trusts and Foundations, bothsmalland | ar ge, can be 6loyald to
Many small family trusts will write a cheque yearly. Some larger trusts will consider
larger grants with time, and discuss constructively how these fit with the
organi sationsd overal/l needs.

1 Medium and large trusts expect to see the major charities in a sector engaging with
them, and appreciate those relationships.

1 Small family trusts will fund overall project work, which is essentially unrestricted core
funding. And in good economic climates some chariti es have built this up, over a
number of years, to useful amounts (£100,000 or more).

1 Small family trusts often require only a short letter of application and a brief annual
update on progress.

Disadvantages
9 It takes time for funding to arrive @ 6 months minimum, often much more. Small and
medium Trusts have trustee meetings, where decisions are made, often quarterly,
sometimes twice yearly. It is important to know these deadlines, including when in
advance of meetings applications are needed. Larger Trustshave a more regular
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decision-making process, but require more information, often in two stages,

sometimes with subsequent agreement on evaluation frameworks etc.

Medium and Large Trusts and Foundations require detailed and complex proposals,

reports and accounting. Some will want your business plan. Applications will often be
outcome-based. Evaluation frameworks need to be precise, realistic, but also

evidencing substantial impact, with baseline evaluations and controls.

Competition for major grants is in tense. A major Trust may fund only one major grant

in a specific sector annually. I f a Trust ha:
yours, you need to be able make clear how your work differs or is complementary.

In economic recession funding is stretched, through increased competition and

Trustsd investment income reducing. A small
work in times of growth may founder in a recession.

Like all funders, Trusts and Foundations are essentially riskaverse. And yet brge

trusts request innovation, while also requiring evidence of impact. It is important to

be up to date on research, and on the latest thinking, in your sector. Be aware that

large Trusts are participating in that research, discussion and dissemination pocess.

Most medium and large Trusts and Foundations will only fund project grants, and

many will only fund one -off grants (requiring a period of years before renewed

applications.) They will require you to show your plans for sustainability. Trusts are

likely to be suitable for piloting activity that then becomes self -sustaining.

Al ternatively, phvajckageddlave apprardmew or t
Many Trusts require match-funding from other funders, as well as earned income or

0in Kkipotdd sup

Though most Trusts will allow overheads and management, perhaps even up to 15%,

this is unlikely ever to be a substantial part of a core-funding strategy.

The Fundraising Process

Research and initial contact

1

Research is essential. Ensure you fiheir criteria (including social aims, project types,

geographical areas, your organisation size etc). See who and what they have funded

before, and how much they gave.

Grant databases can be helpful, but a lot of information is available for free (see

above), and your own detailed research from Tr
Understand whether they want to be the main or only funder, or whether they

encourage or demand match funding, or want to fund only one specific aspect of a

project.

Shortlist the most appropriate Trusts to support your project. Each will have specific

criteria, and your applications will need to be tailored to match those.

Consider their smalls grant programme first (which is faster and easier), as a way to

cultivate the relationship.

Contact them to discuss your project. This m;q
essential to listen to them and their guidance, including how much to ask for, what
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project aspects they prefer to fund, deadlines, project length etc. Be prepared to
explain how you differ, or complement, comparable charities or projects that they
fund.

Writing the application

1 Small and family Trusts usually require a letter, no more than 2 sides of A4, plus
budget. A common f or matingwitlsthetnbed, arljoorur gl as s d,
organi sationds profile, focusing -$tudyof he mi dd]l
how your work has benefited someone, with a quotation or two, concluding with a
broader summary of your project plan, how you will measure success, possibly
including how it fits the larger organisational strategy, and concluding with the
request. Often a short statement of the request at the start is also helpful. Do show
deference to the valued support of funders.

1 Complete all required questionson | arger Trustsd forms or onl
in advance. Be concise to fit word counts, which are often very tight. You are likely to
need to present aims, outcomes, audiences, project plan, budget, monitoring and
evaluation plan, sustainability strategy.

1 Be clear on the evidence of need, and your evidence of impact. Articulate how your
work supports social and health outcomes, as well as educational ones. Show the
Trust how your project helps them achieve their social aims.

1 Explain why you are te right organisation for them to support. This may include
support already received, endorsements, profile, your reach etc. They want to know
they can trust you to deliver.

1 Make all applications for a project (except for the very few Trusts who specificaly
fund core costs). If you are seeking onward funding for a larger project, review
whether it can be presented as a new discreet component, with a short time-frame,
developing a new capacity, testing a new working method, or moving into a new
geographical or social area.

f Large Trusts want outcomesd® based applicati ol
shows how you will measure specific outputs and outcomes (or changed behaviour).
Define your outcomes clearly, and make your evaluation plans precise.

91 Large Trusts look for innovation. At the same time they want evidence of impact, and
expect significant impact. Keep up to date with research, to show your activity is
following the latest best practice. Innovation can be found by bringing together two
newly current ideas into one project.

1 Funders want sustainability. They will ask for your onward plans, and how your
project researches and builds future sustainability. In many cases this will be through
piloting an activity, or expanding an audience, for future earned income.

1 Your budget is critical. Many funders will look at this first, and use it as the project
summary. Ensure costs are well researched. Show how you aim to reach your funding
target. If you already have match funding in place, that is beneficial. If you can
present core funding as match-funding, that can be helpful. If you anticipate match -
funding through earned income, make it reali:
instance through publisher discounts or other partnership support. If you know what
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amounts the Trust usually gives, ask for that (they can always give you less). For
smaller trusts you may give a choice, against specific costs.

1 Write clearly and simply. Do not use jargon and do not expect knowledge to be
known. Argue a case, highlighting benefits, rather than assuming them. Find a
balance between emotive positivity and objectivity. Good punchy writing will attract
attention and differentiate your application from others. Use short sentences, and
active rather than passive or canditional language.

1 Supply everything that is needed. This may include you Annual Accounts, referees,
details of your Trustees, business plans etc. If your accounts have high reserves, or
seeming funding surpluses, explain this. Funders want to know theirfunding is
needed, but also that your organisation is financially sound & particularly in periods of
economic restraint. They also want to know that you have experience of dealing with
funders such as them.

1 As with all fundraising, try and place yourself in the position of the funder and
assessor, to understand their needs, constraints and pressures. This will influence
both how you write, and how you deal with complex and seemingly arduous
requests.

Practice
1 The best way to learn is through practice. Do the research, make the phonecall,
begin to draft an application. Quickly you will find the same questions asked by
funders, on the phone or in their forms.

Maintaining the relationship

1 Thank the funder for their support.

1 Keep the funder updated with developments, or any changes in project planning or
time-schemes. Funders are pleased by this and surprisingly, many of their grantees
are not good at updating them at such moments.

1 Make sure reports are thorough and timely. Explain mitigating reasons for any minor
variations from the original project outline. Emphasise the successes. Supply case
studies, photographs etc., if requested.

1 Show learning, and where appropriate, include recommendations for onward activity,
in reports.
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E. Individual Appeals, Events, Community
El. Detailed Guidance on Individual Giving Appeals

Individual giving means donations by the general public. In the UK individuals donate
aroundone-t hi rd of charitiesd income.

Who gives?

UK surveys agree that those who give most oftenand generously are middle-class, middle
aged, and from affluent areas of the country. More women give than men, especially if they
have children. Charities target this population, plus using other more detailed descriptors
relevant to the cause.

Direct marketing can develop a strong relationship between supporter and charity, and give
good income & due to supporters being in their thousands. And in time supporters may
leave a gift in their legacy, a major benefit. The relationship is critical, delivered tirough
direct mail, telephone, email and text message. Older supporters prefer direct mail, but
younger respond to digital. And the older have more money, so start here, and with direct
mail.

The appeal
Develop an emotional appeal, and with a strong prop osition or case for support of how money
will help. An emotionally appealing strapline is important.

Create a case study, wusually developed from sever a
reasons one cannot talk about an actual child).

Developa 6shopping | istd, which suggests what peopl ed
this; £25 can achieve that.

Choose your target audience, which might be determined by age or gender, or any other profile
statistics you have. This might be an audien@ with a specific connection to your beneficiaries,
and/or it might be the audience that usually gives most to all charitable work.

People enjoy giving, and the feeling they have done some good. The direct marketers task is
to prompt and support those fee lings; and so the supporter will give again. Supporters want
to know what their money achieves, what change happens- and for their specific amount
given. Use stories of need, and your solution to that need 8 written compellingly, and with
heart-warming photos. Stories from your beneficiaries that move you, will move them.

The Mailing

Unless you have an extensive database yourself, you will need to buy a list from a broker.
They will be able to recommend lists that might fit your appeal, with various cost options.
You might want to try a variety of lists, to test which produce better results. And in your first
appeal, use only some of each list to see which list works best.
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0Cold recruitmentdo is first time ceshuyalstof and di
people and send them a mailshot. Lists might be charity givers, but also magazine

subscribers or others, with a clear demographic. New supporters are also gained through:

broadcast and published media, inserts in magazines, letters with noaddress, media or web

ads, door-to-door, and more.

Your request has to conform to all the data protection and other related protocols in your
country. Relevant tertiary sector organizations will have guidance on this.

Enclosures in letters can help: sickers etc. And provide a Freepost return envelope. And for
telephoning, work to a script.

Follow Up

Record which supporters respond to which appeals, and follow them up with similar appeals.
To those who donate, and who do not ask not to be contacted again, consider following them up
with a request to become a regular giver through direct debit. This can be arranged through a
telemarketing company. If your organisation does not have the facility to take direct debit
payments, this can be done by an exterral agency. It is probably only through direct debits,
following from an appeal, that you can ensure a good return on investment.

Give your supporters regular feedback on the impact their money is having: newsletters,
email s etc; and dameydnvitethémi@eyents i leden abootryoum
charityds wor k. Make your best supporters into a

In terms of a longer term strategy, you would be advised to test new appeals against one another
with different creative approach es, to see which brings in the best results. Keep doing this until
you have a few campaigns that you know perform well and that you can send out regularly.

You always want to try to convert people who give a first gift into ones who set up a direct debit.
This is what brings in long term sustainable income. Engage with them in a variety of ways, and
over a period, through communications that update them on your work and achievements &
along with the need to give money. These might be videos, newsletters and interactive social
media campaigns.

Then try to O6upgraded them. This means asking tFl
direct debit to you. This is usually done on the phone, which is the most effective way, but it

can also be extremely effective through direct mail. Also hold events for those people who

have given larger sums of money.

Identify the people who are giving you the highest value of donations over time. Now do

some research on them, and then start a process to learn more about them. Meet with them

face to face. Find out what parts of your work they are interested in. Show them your work

first hand. Cultivate an ongoing relationship. Y
of a much higher sum than before - for instance £1000 or more towards a specific project.

Once they have given this type of gift they woul
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relationship will continue through engaging them in a way that is relevant and interesting to
them personally.

Ways of individual giving
1 Direct marketing & to existing and new fundraising supporters.
Employee donations - payroll giving.
Local/community fundraising.
Collections 9 street fundraising.
Legacy fundraising.
Digital fundraising - your website and email appeals.

=A =4 =4 4 =4

Cash or non-cash

Cash giving is spontaneous and the most popular way of individual giving. Almost half of

individual donors in the UK make cash donations through collections of one sort or another.

Cheques are still popular, butdirect debit is growing significantly in the UK, and is longer-

tem.Thi s i s the O0holy gr ai |l &aslhdifts comedthrough@dppeal gi vi ng
letters, media campaigns and telephone fundraising, and these are more sustainable than

events and collections. And they facilitate tax-effective giving, because the donor provides

name and address.

Payroll giving

An alternative for people in work is 6payroll gi
deducted from pay before tax 0 and the tax-relief goes to the donor. But only a tiny percent

of people give this way. Employers need to sign up to the scheme, and an agency distributes

donations. But it provides regular long -term tax-effective giving.

Shares, property, legacies

Individuals in the UK give around £350 million of shares and property to charities each year,
attracting personal income tax relief. And charitable legacies are exempt from Inheritance
Tax. So there are incentives, and charities have much to gain. But only onehird of UK
individual giving is tax-effective.
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E2. Detailed Guidance on Fundraising Events

Organising fundraising events enables your organisation to engage many different people
and the community as a whole. It raises awareness of your cause in a fun way, reaches new
audiences, and develops anew supporter base.

Running events can be time-consuming and possibly risky. Successful events need know
how, resources to plan and manage them, and to market them effectively.

Why do you want to run an event?

Common objectives are generating income, and raising awareness. Be clear about the purpose
of the event. A clear objective will help you decide about the venue, target audience, ticket
price, media promotion, and resources.

Different types of events

1 In-house eventsd organised by the organisation, including its volunteers

1 Subcontracted events d where another organisation is contracted to conduct the
event

T Third party events dan event developed in aid of another organisation

Events usually have one of three purposes

1. Engagement and profile raising

Such events may be to raise media attention; promote a new or expanded service; launch an
Appeal; persuade potential patrons that your charity is worthy of support, and cultivate a
relationship with them; recruit volunteers to help with fun draising or service delivery.

Some events may be costfree to attendees, if you want to cultivate a relationship with a
potential High Net Worth Donor, or enlist their fundraising/volunteering support in the
future. Raising funds is secondary to investingin future support.

2. Raising money

These may be one off events, or regular annual events, indoor or outdoor, small local events
to large high profile ones. The income is from ticket sales, and from other activities on the
night o auctions, raffles, sdes. The right ticket price for that target audience is crucial.

The event must be costeffective. Have a clear budget. Reduce financial risk by:
approaching venues and suppliers and asking for charity rates, or for free
engaging other sponsors with promo tional opportunities

considering all the potential costs, including hidden costs such as staff time
including additional fundraising opportunities during the event

knowing the break-even point, i.e. how many tickets you need to sell to make a
profit, and below what number of ticket sales you would cancel the event, and on
what date. Analyse likely Return On Investment (ROI).

= =4 =4 —a A
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3. Acknowledging support

Sometimes donor support deserves very public recognition. An event can do this, to mark a
milestone, such as completion of a major Appeal; or to celebrate a significant voluntary
effort, thanking supporters and recognising volunteers. It might involve beneficiaries and
showcase your work.

Deciding on your event

1 Set clear objectives for the event, and ensurethey fit your charitable and strategic
objectives (including considering any risk to reputation from being involved with
particular events or companies);

1 Agree achievable results and future outcomes.

1 Be clear about your target audience, group size and fundraising activities attractive to
participants or guests. This will determine what type of event will meet the objectives.

T Be clear on budget; dondét overspend; can you
wine donated. It i s o klkegontusdafteathatthefe wikbet dr i nk
a paying bar. o

What type of event?

See what has worked before in your community or organisation. Research ideas with

potential participants or guests. Who do you want to attract? Ask your contacts if they would

supportit. 1 f t hey wondt, strangers wonoét. Consider ru
activities and dates. What is critical to the success of the event (venue, celebrities,

sponsorship)? Above all, the event must be marketable.

What resources will you need?

1 What are your existing resources in terms of staff and volunteers?What others will
you need, and where can you find them? Stewards; guest speakers; celebrities;
performers; first aiders; security; child carers, etc. Consider the requiremets of each,
and the responsibilities of the organisation towards them. Conduct appropriate
checks, and obtain agreements where needed.

1 What promotional materials will you need? Or use what you already have. Can you
spend on advertising?

Most importantly, brief individuals and groups, such as on key roles and areas of
responsibility, and logistical information, including timings, venue facilities, health and safety
etc. For big events, ensure communications are fully prepared: PA systems, short wave radio,
emergency plans.

Venues

Your objectives will determine the venue. Can you get it free? But ideally, plan the event first

and then find the best venue, considering practical matters such as convenient location,

access, adequate car parking or public trangort, equipment, health and safety. Will you have

sole use of the venue? And depending on the type of event, does your venue have the

6wowd factor? Wil i t Itésgaod practzegtehave @ writdneandt o ¢ o me ?
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signed contract with the venue, and any third party contractors, covering responsibilities,
insurance, indemnities, liabilities.

Sponsorship

Events offer promotional opportunities that can attract sponsorship. It can be a way to
recruit corporate sponsors (who may become involved beyond the event itself). Events can
be fully sponsored, with no cost to the organisation. When approaching pot ential sponsors,
know how much money you are expecting, and what you can give in return. Remember, the
amount of sponsorship is not based on the costs but on the benefits you can offer the
sponsor in return.

Have a contract or letter of agreement, specifying the funding, payment date, and what the
charity provides in return (such as branding opportunities, complimentary tickets).

Celebrities

Celebrities help promotion. For many people, the attraction of an event is to see or be seen
with celebrities. Ask a celebrity to compere, open the event, or present awards. This may be
a celebrity already supporting your cause, or someone new.

Promotional Materials

Ensure all marketing materials are clear, accessiblesuit the audience, and state how the
money raised will be used. Follow your data protection legal protocols, so you can obtain
and use data to contact supporters in the future.

Ticket sales

Ensure sales through: an attractive event and venue; a clear reachable audience;
appropriate ticket prices; and plenty of ticket sellers 8 and for a large event or one with a
high ticket price, set up an appropriately connected committee to sell tickets.

Financial Procedures

Organisations should put in place appropriate financial procedures, including cash handling
and banking, insurance cover, and facilities for debit or credit card payments (chip and pin
handsets).

Cancellations and Contingency Plans

Have appropriate procedures planned in the case of cancellation of individual tickets or of
the whole event, and a contingency plan to cover bad weather. Contracts should include
clauses on cancellations and contingency plans.

Risk Assessment and Insurance

Carry out a risk assessment before organising & event, to foresee problems and how to
avoid them. Ensure appropriate insurance policies and public licenses are in place. Think
about accessibility. If you wish to have food and drink at your event, there are likely to be
regulations you need to meet, possibly also a temporary event notice, and check with your
insurance provider. Public Liability Insurance is prudent if your event is open to the public.
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Thanking Those Involved
As soon as possible after the event thank attendees, donors and volunteers br their support,

and update them on the money raised - including media supporters, if involved.

Review and Recommendations
Review your objectives and targets, and make recommendations for the future. Gather

feedback from staff, volunteers and attendees.

Spin offs and follow ups

Regular similarly themed events can greatly
event gives opportunity to build a clientele for the future. Record all names and addresses of
those taking part or attending & a mailing list for future donations or invitations.

Programmes or brochures can be a worthwhile expense, but make sure everyone goes away
with something containing messages about your organisation.

Think forward.
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E3. Detailed Guidance on Community Fundraising

Planning an event

Organising a fundraising event doesnd6t have

are often the most simple. People are more likely to join in, if taking part is easy. Here are
a few tips.
9 Budget for success. Makesurey ou dondt spend more than
get the resources you need for free.
9 Publicise. The more people who know about your event, the more people will take
part and support you. Posters, stickers, tshirts can help.

Shout About Your Fundraising

If you are organising or taking part in a fundraising event, then your local newspaper, radio
or TV station will probably be interested to hear from you. Media coverage is a great way of
gathering support, raising awareness and also raising money.

Are you safe and legal?

If you are fundraising at work or in a public space please check guidelines and procedures
beforehand. If you are holding a raffle you will need to follow some rules to ensure your
fundraising is legal.

Getting sponsorship

t o

y ou

E

c

Sothat you dondt miss out on sponsorship opportuni

9 Pass your sponsor form around your friends, family and colleagues. Take it with you

wherever you go.

1 Get set up online. In the UK JustGiving allows you to set up your very own fundraising
page.

Donations via JustGiving can be made safely and securely by credit or debit card and the

money you raise online will be sent straight to Booktrust.

1 Send your JustGiving page link to all your friends, family and colleagues. Update your

pageregularlywi t h phot ographs, videos and news

getting on with your challenge.

Say thank you
This is the most important part of fundrai
everyone who has donated money and those who helped you organise your event.

Set up your own fundraising page

Using the internet can be the most effective way to gather sponsorship. It is easy to set up
an online fundraising page which you can then e-mail to your contacts. Even friends on the
other side of the world can sponsor you! It's quick and easy to donate, and the amounts
given tend to be higher.

Check out some top tips on making the most of your online fundraising page.
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1 Personalise your page with a photo of yourself and add a message for your sponsors
and draft a thank you message.

1 Send updates to friends, family and colleagues on how you are doing, both in terms
of fundraising and training for the event. It's nice for those who've already supported
you, and acts as a gentle nudge for those who haven't donated just yet!

1 Change your e-mail signature and add a line at the bottom telling people about the
event, including the address of your fundraising page. You could also include a
message on your Facebook page and Twitter account.

9 Ask for a mention on your company website and / or staff intranet. If they pr oduce a
newsletter, you could ask to be included in this as well.

Event Ideas
There are lots of fun and easy ways for individuals to start fundraising.

At work
Whether it's in an office, a school, a shop or anywhere else, there are lots of differentways to
start fundraising at work. Here are a few ideas.

1 Look like a book. Whether you go for pretty princesses, swash buckling pirates or
favourite book characters, pick a theme for your dress up day and set a donation
price for taking part.

1 Time for tea. Organise a tea and cake fundraiser to sell your best homemade treats to
your colleagues, friends or family.

Going once, twice, sold! Get people to donate items or their skills and get everyone
bidding in an auction! You could even set one up via eBay nominating Booktrust to
receive the money from any sale

Lock up the boss. Have you ever wished you could lock up your boss and throw away
the key? Why not arrest your boss for the day and they have to raise bail through
sponsorship to be set free again!

In the evening or at the weekend

Almost anything can be made into a fundraising event, from a cake or bake sale to a
sponsored shave. It's a great excuse to have fun with friends and family as well as raising vital
funds.

1 Let's get quizzical. Organise a quiz night for colleagues and friends.

1 Come dine with me. Each guest makes a donation to enjoy your fine dining
experience; take it in turns to become the 'host with the most'.

1 Let me entertain you. Whether it's a race night, wine tasting evening or bingo, why not
ask your friends and colleagues for a donation to attend your event and enjoy
yourselves while raising money.

1 Work out to help out. Set yourself a target to get fit and ask for sponsorship to reach
it. You could even get other people involved and hold your very own zumbathon.
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Raising money through a collection
Collections can work well, be cheap to manage, and raise profile locally. And it allows you to
talk to people and let them know what you do.

How to run a collection
Coll ections take peopleds time, but other than
about the following:

 Legality. There arefundraising codes you need to research and follow.

1 Location. Think about your cause and where you can find people who are likely to be
interested in it.

Permission. You need to get permission from the company or institution where you
plan to stand.

 Timing. When will people be there, but also have time to stop.

1 People. Volunteers are key. Make sure they feel valued!

1 Donations. People need to know what you are raising money for & for instance, wear
t-shirts with your cause and logo on.

1 Information. Ryers and stickers will help people remember you. And be sre your
volunteers can answer questions about your organisation and what you will do with
the money.

. The money. Plan how you sort and bank the money.

Other types of collections
1 House-to-house collections: knocking on doors asking for money.
1 Paid for collections: paying people to rattle tins for you.
1 Leaving collecting tins in shops/schools/churches where people are likely to donate
spare change.
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E4. Community Fundraising A-Z

Here's an A-Z of fundraising to give you some ideas:

A

1 Afternoontea - hosta tea party with strawberries and cream, cucumber sandwiches and
dainty fairy cakes in return for donations.

1 Artexhibition - getlocal arts and crafts groups to hold an exhibition of their work. Ask for an
admission fee and auction off the work at the end of the event.

1 Around the world - conquer a world landmark on a step machine or static bike or challenge
family and work colleagues to the 'Where am I?' game - the first person to guess correctly
wins half the pot!

9 Auction of promises - auction your skills, goods or services and learn something new by
offering dance lessons, cooking or learning a new language - the list goes on!

1 BBQ - with the sun shining and the Hawaiian shirts out, why not invite friends, family and
neighbours to join you for a BBQ, with a suggested donation for attending.

91 Bike ride - you decide the distance and route but don't forget safety precautions and your
helmet.

1 Book sale - ask your friends, relatives and neighbors to clear out their book shelves and
donate the books to you to sell.

1 Bake off - follow the format of the popular TV programme an d host a baking competition.
Charge a fee for entering or invite people to donate to vote for their favourite treat.

1 Bake sale - wooden spoons and oven mitts at the ready for this classic fundraiser that gets
everyone involved!

=

Caption competition - get a photo of your manager doing something unusual and ask

colleagues to submit a caption for a donation, with a prize for the winning entry. You could

even take it a step further with a comic strip competition.

9 Carol singing - spread some festive cheer axd collect donations at the same time. Don't
forget to entice people along with mince pies and mulled wine!

i Carwash - a great way to raise money and awareness. Contact your Local Authority to
enquire about car parks that you can use in your local area.

1 Cosplay - hold a sci-fi fancy dress competition with a suggested donation to enter and a prize

for the best dressed Doctor Who or Wonder Woman.

1 Dances - organise a disco, barn dance, masquerade ball or salsa night. You'll need a venue,
music and an ingructor who knows the moves. Charge for admission and make sure you sell
enough tickets before the night.

1 Darts match - approach your local pub and see if they can offer a suitable venue space,
charge an entry fee, have a raffle and refreshments.
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Dog walki ng - if you have some spare time ask neighbours for donations to walk their dogs
or look after their pets.

Easter eggstravaganza - organise an egg hunt, hold an eggciting lucky dip or show off your
artistic skills in an egg decorating contest.

eBay - register yourself on eBay.co.ukor another site and auction unwanted items, with the
proceeds coming to your chosen charity.

Expeditions - trekking in support of your chosen charity.

Expert talk - ask an expert or welkknown personality to donate their time and charge
admission to the event and auction their latest book, invention or autograph.

Face painting - offer your artistic skills at local events with themed face painting for chil dren
and collect donations.

Fancy dress - pay a donation to dress down or dress up at work or school and fine those that
don't make the effort.

Football match - organise a five-a-side tournament with work or local businesses, charge an
entry fee, with half the proceeds for the winning team and hold half -time collections.

Fun day - hold a family fun day in your local community. Arrange entertainment, arts and
craft workshops and stalls. You'll need a team of volunteers to support the event.

Fun runs - organise your own or book a place at an official event.

Give it up - how long can you go for without your favourite food or drink? Get your
sponsorship form at the ready and ask for donations to give it up.

Grow it out - from a magnificent moustache to a bushy beard, it doesn't require much effort
to let your hair grow, so why not raise funds by simply sitting back and letting it happen?
Golf day - get a golf club to sponsor the event for you, invite club members and lo cal
businesses to participate in a tournament.

Guy Fawkes party - invite friends and family over for a bonfire and firework display, charge
for admission and refreshments.

Halloween - celebrate the best ghosts, ghouls and monsters with a fancy dress paty, ask for
an entrance fee and organise a DJ, spooky decorations and nibbles.

Head and tails auction - great for events and dinners. Ask everyone to stand up and pass a
bucket around collecting donations. Participants decide whether they're heads or tails by
putting a hand on their head or bottom. Flip a coin and those who get it wrong sit down.
Continue until only one person is left, with a prize for the winner.

Head shave - Ever thought about doing something a little bit silly all in the name of charity ?
How about shaving your head, or for the men, waxing those legs?
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Individual gifts - give a gift day, make a pledge, donate an hour's pay, or sign up to payroll
giving.

Indulgence evening - indulge your friends with a bit of what they fancy, from choc olatey
treats to free massages.

Indoor sports - from football tournaments to a 24 -hour relay, sporty events are a great way
to raise money and get the local community involved. If you belong to a sports club you could
also persuade them to hold a charity day.

Jelly eating competition - easy to organise at a party and great fun for children and big kids
alike.

Jewellery amnesty - ask people to donate their unwanted jewellery, auction the best and sell
the rest or use as raffle prizes.

Job-swap - ask your boss to donate a day and get colleagues bidding in an auction to have
the boss do their job for a day.

Just one hour - use the extra hour from the clocks going back to get creative and organise
activities; hold an autumn cake sale, host a murder mystery @ feast and fireworks event.

Karaoke - no talent required! All you need is a karaoke machine, a venue and a passionate
crowd of singers and dancers.

Knit - get your needles out and knit garments to sell at summer fetes and Christmas markets.
Knockout s nooker tournament - approach your local pub and see if they can donate the
venue, charge an entry fee and have a raffle and refreshments.

Letter party - pick a letter from the alphabet and base everything around that letter, dress
code, food, drinks and music.

Local races and events - take advantage of any local events already taking place in your area.
Book a place and ask friends for sponsorship.

Lotteries - Great for fundraising in the work place. It's important that you adhere to the
government's regulations on organising a raffle or lottery.

Loud tie day - get your company to sponsor staff to come in wearing a whacky tie (and
socks!) once a month.

Magic pound - give friends or a team of colleagues £1 and a time limit to grow it through
money-generating activities; plant vegetables and sell produce; bake and sell cakes; or invest
the money. Award prizes for the most creative idea.

Market stall - book a pitch at your local market or car boot sale.

Matched Giving - lots of employers will match money raised by their staff. It's a great way to
increase fundraising so check with your HR department to see if your company has a matched
giving scheme.
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Movie night - host a movie marathon with all your favourite films and invite friends, family
and customers to come along for a donation.

No smoking week - get healthy and raise funds at the same time.
Name that tune - a classic quiz for the musically minded.
Non uniform day - a great opportunity to engage local schools in fundraising.

Outgrown exchange - do you have clothes you no longer wear or fit into? Ask friends and
colleagues to hand over unwanted items and hold a swap shop in exchange for donations.
Obstacle races - sign up to an event in your area or organise your own. .

Plant sale - next time you're planting seedlings why not double the quantity and have a plant
sale later in the year.

Pay to play - set up a series of board games in your work place or at the local pub and invite
people to challenge one another to a game for a donation.

Pot lu ck lunch - hold a world -class banquet with different dishes from around the world,
award a prize to most tasty or most unusual.

Quiz night - organise a quiz night for your friends and family.
Quintessentially British day - get the tea, scones and bunting out and celebrate all things
British for the day.

Race night - organise an event at your local race stadium or arrange a ‘fake' race night at
home.

Raffles and sweepstakes - great for fundraising in the work place. It's important that you
adhere to the government's regulations on organising a raffle or lottery. Alternatively, set up
an online sweepstake with Guess2Givewith half of the proceeds coming to your charity. No
license is required - you just need to ensure at least half the money goes backinto prize
money.

Rock 'n' roll event - go retro for the evening and celebrate the fashion, music and diner-style
cuisine of the scene.

Shave it off - you decide what goes, your beard, your locks or the lot!

Skydiving

Sponsored slimathon - why not raise money as you lose the pounds and get friends to
sponsor you.
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1 Summer fete - hold a summer fete style event with lots of great activities like cakes sales,
sports activities and free prize draws .

T

1 Talent competition - invite people to show off their talents and skills for a chance to win.
1 Teddy bears picnic - hold a picnic at the park, charge for entry, sell tasty treats, hold story
times and ask for donations to participate.

U

1 Underwear out - wear your underwear on top for the day and ask friends for sponsorship.
Just be sure to check its clean!

Underground pub crawl - follow your favourite London tube lines, visiting pubs en route.
Under the sea day - celebrate all things aquatic.

W

Walking - organise a sponsored walk, you decide the distance androute.

Wine tasting evening - what better way to raise funds than spending an evening drinking
fine wine with good company? Ask attendees to pay an entry fee and provide wine, cheese
and French bread.

1 Winter blues -beat the winter blues in January by dressing up in colourful outfits, taking on
an exciting challenge or raising money from a New Year's resolution!

= =4

X marks the spot - organise a treasure hunt with every team paying to enter.

Xmas card donation - instead of sending cards this year, use an ecard to wish friends, family
and colleagues a happy Christmas and donate the money you would have spent on cards to
your chosen charity.

ﬁﬁx

Yoga marathon - only for the very supple!
Yes day - ask people to sponsor you and in return say yes (within reason) to every demand.

ﬁﬁ_<

- N

Zany events - the list of possibilities is endless ... custard pie throwing competition, or the
greatest number of marshmallows in one mouth.

Zumbathon - get your friends together and raise money through a sponored zumbathon.
You could even attempt a work record for a largest mass participation event!

=
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F. Philanthropy or High Net Worth Individuals

Detailed Guidance on High Net Worth Individual Fundraising

Fundraisers call people who give large donations, Philanthropists, HighNet Worth

Individuals (HNWIs), and Major Donors.

The art is to build a relationship to the point where the individual wants to make a difference

through a donation (or 06giftd) significant enoug
These will be people who can give more than most, and who give to charities close to their

hearts.

Is your organisation ready?

Such donors will expect inside knowledge of your organization and plans, to have contact
with CEO and Chair, and to make recommendations thatmight be challenging. They will
want to know exactly how their gift is impacting. And it will take time to cultivate them; it can
take three years to successfully engage them. Your organization needs to be prepared for
this. The long-term advantage is that they can give valuable ongoing support. And you need
systems in place to record all contacts, and to respond appropriately to different levels of
donation.

Understand why donors give

Understanding their motivations will help you in cultivating the relat ionship and responding
appropriately.

It may be religious or altruistic motivation, a social conscience. They may have a personal
association with the cause. They may want publicity, recognition or social connections. There
may be business benefits to them.

The Steps
Fundraisers talk of seven (or eight) steps in the research and cultivation process.

1. Identify potential donors (or ‘prospects’)

There may be donors in your database who give small sums but could give more. There may

be ©6pr os perctivarkd and mustgeaantacts; they may live in your local area, or are

known to have interest in the sector. Look at o6r

2. Research

Research the people identified. Find out all you can: interests, hobbies, businesses. Is ther
anything that links them to your cause? There is public information, but also see if anyone
knows them. The more you find, the better ways you will identify how to approach them.
Approaching through a shared contact is ideal. And your approach to them m ust be
relevant and interesting.
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3. Have a plan

Develop a plan for each prospect (and for your @&
interests, and be prepared for it to take up to three years. And you need to be prepared that,

outoff our prospects, you will get only one donati o

4. Engage the donor
Are there events they can be asked to: briefings, dinners, meetings, high profile exclusive
events. Using your networks can be critical.

5. Cultivate the relationship

They are going to want to find out a lot about your work, and will expect to see it in person.
Over time, take them on a journey so they can see exactly how you help change lives. They
need to become passionate about your cause This stage can take up to two years. Do not
rush it. Do not pressurise them.

6. The ‘ask’

Insomecases, if you can avoid an 6askd for money, t
different views on this. It depends on your knowledge of the donor. You want their

involvement and support, and you should know by now what they will be interested in, and

what sum will be appropriate to them. Tell them about what their support can achieve, and

expect their questions. Rehearse your pitch. Give them to time to consider and consult. They

may want to talk with a Trustee or the CEO. They need to be confident theirmoney will be

spent well. This can take a while.

7. Thank the donor

Your systems must alert you the day a donation comes in. Thank them immediately, the

same day, if you want the individual to donate &
(from CEO orChair as appropriate) must again inspire them about the cause, and respond to

their reasons for giving.

8. Keep in touch

Update your prospects on progress (both those who have given and those who have not).
What difference is their money making? And prepare opportunities for those who did not
give to see other aspects of your work that they may be more interested in. Your information
for them aims to develop their understanding, and therefore their commitment. Ensure they
feel valued and part of your futu re plans.
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