Fundraising Guide

This section of the workbook is a bare essentials guide to fundraising.  It is a fast-track approach to the topic and will provide signposts to other more comprehensive sources of guidance.  Getting you started ‘Funding Sources’ can be found in the “Inviting Families In – A Guide to Organising Family Learning Events” section of the EPPa toolkit.  It is here that you will find a range of funding ideas.  Please remember: funding sources are always changing.  Do check with the funder for the latest information!  You may find useful links to some of the funding advice through the Mosaic Educational website at www.mosaic-ed.com. 

Through a journey into the world of fundraising there are three principal guiding stars that identify people involved in the fundraising process:

· beneficiaries who will gain from the work to be undertaken

· donors who provide the resources to enable the work to happen

· fundraisers who sell ideas to donors to enable the gain for beneficiaries.

It is the role of the fundraiser to create the funding link between those who have the funds and those who will benefit from the results of the funded project.

Building relationships with those potential donors is a key to funding success.  This involves getting to know the people and the organisations or agencies that hold the funds, their priorities, initiatives and programmes and ultimately those who make the decision.  A simple statement: “This is who we are! This is what we do! This is what we need!” – may be enough get other parents to turn up and support a local fund-raising event at a school, such as a car-boot sale or coffee morning, but it will not be enough to persuade fund managers from fund-giving organisations to allocate budget.

The fundraiser is the person who identifies the funders to be targeted and the appropriate message to be delivered to that audience.  The illustration above suggest a range of people who are probably known locally, have local knowledge and will dip into their personal pockets through to others who work for remote agencies with organisational budgets for which they must account.  You could place these people on an imaginary line, with those known at one end progressing to those who are unknown to you at the other.  Your challenge is to know all the people on the line so that you are best positioned to persuade them to support your project.  Fundraising is the art of persuasion.

Fundraising is about people

Essentially, people give to help people or something that creates a better world.  The fundraiser is the person who shows the way this can be achieved.  For the fundraiser a good problem is a people problem.  It is a people problem with a solution and the act of giving (funds) will make a difference through an impact that will bring significant benefits.  These are the central arguments that provide the focus and the broad sales pitch for the fundraiser.  

Fundraising is selling a good idea

Anyone can be a fundraiser but you do really need to find someone with the time, the commitment and the ability to think through all the key process stages in an organised and thoughtful way.  The task of fundraising is about selling a realistic idea to those who have the means to making that idea happen.  They could provide money or in-kind support such as materials, skills and time.  This could be through a donation, a grant, sponsorship or some form of commercial service or local event.  All have their place in a fundraising strategy.  Whichever route the fundraiser has the task to make people interested in ideas that will bring lasting benefits.  Once interested enough those people will be open to helping you – but you need to understand how far they will go.

Make it personal

In practice the more direct and personal you are the more likely you are to be successful.  Think of your own experience and how you like to be approached.  It is much easier to ignore a request that comes from a stranger than it is to ignore the face-to-face request from a friend.  This is because it is direct and in person and uses a relationship that already exists.  However, life is not simple and such an ideal relationship is not always found.  So think of the next best route.  Is there a mutual friend between you and those you are seeking support?  If the answer is yes then follow this route.  If the answer is no, then work out how you can build a relationship with those individuals or bodies that can provide the support you are seeking.  

The purpose of having or building a relationship is to understand how far people will go.  To establish the relationship you need to find out what people are like to support (or not support), their priorities, their criteria for giving and the most likely level (funds or in-kind) of support they are prepared to give.  This knowledge will provide the context for you to work out your chances of winning support and how best to define what is it that you are asking for.  To get good results your request must be tailored to your target.  When you have done this you are then set to get your message across by asking for support – by making the ‘ask’.  

Asking

There is much evidence to show that the reason why people were not supporting good causes was because they had not been asked.  So forget about intense competition and donor fatigue.  Plainly, sort out your proposition, decide upon your key messages, identify your targets or pockets of funds and get asking.

It is possible to ask for support in many ways, but probably the four most likely formats, or combinations, for the fundraiser are:

· direct and in person

· presentation to a meeting or group

· written proposal to your own format

· written proposal by pro-forma application form or format prescribed by funder.

Whichever approach is taken you must tailoring your proposition to each of the target funders.  To do this you must try to get into each of the funders minds and show how your proposal understands their interests, their concerns and meets their priorities.

Stock take

Before making a funding approach take stock of your proposal by using the following checklist and use this guidance to help you to answer the point.

· We can explain how are we organised?

· We know what we want to do?

· We know what it will cost?

· We have a strategy for getting the funds?

· We have an Action Plan for achieving the detail of the strategy?

· We know who are funders will be and we know we will meet their priorities?

· We know how much we shall be asking from each of our partner funders?

Getting organised

Having created interest and support for your project it is very important that you have some form of structure to manage the funding process and the project.  There are many ways of doing this and developing your organisation within the Action Team is one way to proceed.  You might decide to appoint a Fundraiser and a Treasurer who might undertake the following roles:

	Fundraisers’ key jobs:
	Treasurers’ key jobs:

	· Co-ordinate fundraising strategy
	· Identify project costs and produce a budget

	· Identify potential funding sources
	· Opens a bank account

	· Write bids
	· Control expenditure

	· Co-ordinates publicity
	· Keep accounts

	· Identifies tasks for Action Team members
	· Deals with technical finance issues

	· Liaison with other school based fundraising initiatives
	· Works with the fundraiser


It is hard to raise money for vague purposes so you will need a plan and a clear proposal that might be broken down in to a series of mini-projects that like a jigsaw will link together to form a complete picture. 

Clarifying your objectives

With a management structure in place it will be necessary for the objectives of the fundraising project to be clear.  The first task is to be able to describe your main aims and rationale - the reasons why these aims are important.  The second task is to describe the things you most want to do and why you want to do them.  This is not only essential to the success of the project but it is very important in terms of fundraising as these will be your key points and messages for those who hold the funds.

Clear objectives will also help you to name your project.  The name should reflect your chosen objectives and be one that has impact.  The name will give your project an identity and the name should be designed to stand out from the crowd of other projects.

Thinking about costs

Once you are clear about the objectives of your project and the things that it will do, it is possible to cost your proposals and produce a budget.  This may not be accurate in the early stages and so must be under continual review until your action plan has become well settled.  Where you want to do something that is physical the costs will be obvious.  (e.g. climbing frame)  Careful thought will be needed for projects that are not physical and involve processes that take place over time.  These are likely to have more complex items of expenditure that are difficult to predict. (e.g. travelling costs) 

Developing a fundraising strategy

For a simple fundraising strategy following these headings:

Events

Sponsorship

Donations

Grants

Each heading represents a fund raising activity type.  

Events are locally organised and, in fundraising terms, have the purpose for people in the community to pass money to your project as a direct result of running that event.  (e.g. Spring Fayre or a music night)  Events make people aware of your project, raising its profile and help to obtaining wider support.  Successful local fundraising events are clear evidence of local support.  Such evidence will be important to company sponsors or grant making trusts.  As potential funding partners or ‘stakeholders’ in your project they will want to know who locally is supporting you and how much have they given.

Sponsorship has a specialised meaning and in this context it is different from an event or a donation.  Sponsorship is where a trading company endorses your activity for its own benefit, as a means of advertising or gaining positive publicity and in doing so enters into an agreement with you or your project.  A trading company seeking to sponsor a project or event will want its involvement publicly and clearly acknowledged.  You should be aware that such sponsorship could have VAT or tax implications.  The position is not always clear-cut and you may need to take advice.  

Donations are where you are ‘given’ money with no strings attached.  This could be from an individual or a trading company.  If it is a company; check that the tax authorities will not interpret this as sponsorship.

Grants may come from a grant-making trust, government or through a body that distributes funds from the National Lottery.  It might be appropriate for you to consider these as three potential sub-groups in your fundraising strategy.  



To develop your fundraising strategy use each of the main heading, Events, Sponsorship, Donations, Grants, and write up your detailed intentions about each using the following subheadings:

Aim 
Take your proposal and make a statement as to why you will undertake activities under this heading and how much money (or equivalent) you will seek to raise.

Strategy

Outline the reason why this funding strand is important to the project or proposal and what it is that you are going to do under the main heading.

Programme

It will be helpful to have a calendar of events to ensure that attention is given to planning and ensuring you have sufficient people and skills at the right time.  The calendar will need to identify key deadline dates and what needs to be done.

Follow this simple format and you will have a funding strategy document that can be used as the base for drawing up a detailed Action Plan and for you to communicate effectively with other members of your action team.

More on grant awards

Within the context of a funding strategy this guidance will now focus upon grants from grant-making bodies.  This guidance has identified that grant awards can be divided into three sub-groups:

Grant-making trusts are funds that have been set up to hold and distribute money for a particular purpose or to particular people.  Often these are charitable trusts and can only give to other registered charities.  You may need to find a charity willing and able to receive the grant on your behalf.  Trusts vary enormously but they will have clear criteria, policies and processes for making grant awards.  It is essential that you do your homework.  In the first instance check out the different directories of grant making trusts.  These are published books that can have outdated information.  Use the contact details in these directories to check out current funding programmes – and at the same time use the opportunity to start to build a relationship with that funder.

Government could be local, national European or agencies that have been funded with taxpayers money.   For Action Teams local government is probably the most likely source of grant funding.  Be aware that these bodies might also have other sources of funding that are tied to specific agreements that will pay money for specific achievements.  These are often called service level agreements and are beyond this guidance.  It is unlikely that any Action Team will be considering such a venture.

Lottery funds have become a very important source of finance for Action Teams.  Awards for All is a national grant programme to help small groups to take part and enjoy community activities. (www.awardsforall.org.uk)  This programme does have changing priorities and you will need to think carefully about any current criteria.  The Big Lottery Fund has programmes that will be appropriate to Action Teams.  Be aware this National Lottery funding distributor is a recent amalgamation of the Community Fund and the New Opportunity Fund and there may be some delay on the release of some programmes.  For funding information: (www.biglottery.org) 

Ingredients of a good application

Having identified which grant awarding bodies you are going to approach you will now know if you will be required to complete a form of application or set-out your proposition in the form of a letter or similar document.  If you have been supplied with an application form this will provide a clear structure and will contain the core information requested by the funder.  Do make sure you answer all the questions and that you have tailored your answers to meet the criteria and any guidance notes.  Where possible use the language, terms or concepts of the criteria and guidance notes, weaving this in to your answers.  Keep your answers simple and use summary action points or lists as much as possible.  This makes it easier for the reader to find the key points.

If you are required to set out your own proposition then keep this down two-sides of A4 paper.  Here is a suggested framework for setting out your proposition.  You should adapt it to meet your needs and make it appropriate to you.

	Proposition or Application Framework – for two-side of A4
TITLE (Name of your project)

Summary

· value of the project in financial terms


· outline of funding partners (if any) or other groups involved

· simple answer - how does it fit donor's aims ?

· what is the 'feel good' factor ? or how will the award make the difference?

Introduction

· who are you ?

· The proposal recognises the [need … ] and we have a [track record ….]

· Finish with a positive statement that suggests: “What you are about to read will make you respect our organisation and believe we will get results.”

Problem Statement

· outline the problem you are going to tackle with a people focus:
Disabled people are important and need access to buildings not the lifts that could take them beyond the ground floor – that is the solution.


For the fundraiser Good Problems are:
· people problems

· a measurable problem (numbers involved)

· have a bad effect if not solved (unmet potential)

· a problem with a solution (this is what we can do about it)

· has appeal (achievable and different)

· is urgent  (children grow-up)

Strategy

· Objectives (steps to be taken)

· Methods (how you will do it)

· Programme or Timetable (when you will do it)

Evaluation

· Measures to see how the programme meets the problem and will assess the difference to proposal has made.

Budget

· Be real and demonstrate matched benefits

· Keep budget simple – costs of: staff, beneficiaries, operation, capital items

Future Funding or Exit Strategy

· we will seek further funding at the end of the project

· the project will close at the end of the funded period

· the project self sustaining by …….
· we shall return any unspent money should the project finish early


Key points of consideration

Finally and before setting out on the task of completing either a funding application form or writing up your proposition you may like to complete this table and use it to help you to write your response.

	1. The problem and the need
· What is the nature of the problem you are tackling, and what is its extent?

· Why is it important to do something about it?

· What are the consequences of the problem or need, and what will happen if nothing is done?

· Are there any social trends which demonstrate that the problem will increase in the next few years? If so, what are they?

· What kind of people will be helped as a result of your work, and why are their needs specially important? 

· What are the particular features of your area or community that make it specially important to give support?

2. Your effectiveness

· Can you demonstrate that your work is effective?


· Can you show that it is an efficient and cost effective way of dealing with the problem?


· Can you demonstrate the benefits that your project will bring and what are these benefits?


· Can you show the quality of the work you are doing and your ability to achieve real results?

· Does your work represent value for money and does it compare well (or better) with alternative approaches to dealing with the problem?

· What will be the outcome of your work? How many people will be helped, how many will use the facilities?

· And at what cost per person, and with what results? (optional)

3. Other plus points
· Your use of volunteers (how many people, average hours per week x £[rate] will give you an in-kind contribution or value)

· Your ability to mobilise support in kind

· Your ability to attract support from other sources, and particularly from the statutory sector

· The proportion of funds you generate or propose to generate yourselves

· The support you get in membership or donations from the local community

· Collaboration with other organisations

· Leverage  that is being able to demonstrate a large impact produced from a smallish amount of support


	


This guide set out to provide the bare essentials for fundraising.  There is a wide range of detailed guides and sources materials.

The Directory of Grant Making Trusts 2003-04
18th edition, 2003 

Published in association with CAF
ISBN 1 903991 33 1

A Guide to the Major Trusts 2003/2004 - Volume 1
Luke FitzHerbert & Jo Wickens

9th edition, 2003 ISBN 1 903991 27 7

A Guide to the Major Trusts 2003/2004 - Volume 2 

	Alan French, Dave Griffiths & Tom Traynor


6th edition, 2003 ISBN 1 903991 31 5 

A Guide to the Major Trusts 2002/2003 - Volume 3 

	Sarah Wiggins


2nd edition, 2002   ISBN 1 903991 03 X 

A Guide to Local Trusts in the South of England 2004/2005
	Emma Jepson and Chris McGuire 


4th edition, 

ISBN 1 903991 47 1

The Youth Funding Guide 

	Nicola Eastwood


2nd edition, 2002  ISBN 1 900360 96 9 

The Schools Funding Guide 

	Nicola Eastwood, Anne Mountfield & Louise Walker


ISBN 1 900360 57 8 

School Fundraising in England 

	A Directory of Social Change Research Report

	Anne Mountfield & Nicola Eastwood


1st edition, 2000  ISBN 1 900360 58 6

The Sports Funding Guide 

	Nicola Eastwood 

	Published in association with Sport England


2nd edition, 1999  ISBN 1 900360 49 7 

The Arts Funding Guide

Susan Forrester and David Lloyd

6th edition

ISBN 1 903991 10 2

Marketing Strategy 

	For Effective Fundraising

	Peter Maple


1st edition, 2003  ISBN 1 903991 38 2

Fundraising Strategy 

	Redmond Mullin


2nd edition  ISBN 1 903991 22 6 

Corporate Fundraising 

	Edited by Valerie Morton


2nd edition, 2002   ISBN 1 903991 00 5 

Community Fundraising 

	The Effective Use of Volunteer Networks 

	Edited by Harry Brown


1st edition, 2002  ISBN 1 900360 98 5

Fundraising Databases 

	Peter Flory


1st edition  ISBN 1 900360 91 8

Legacy Fundraising 

	The Art of Seeking Bequests

	Edited by Sebastian Wilberforce


2nd edition, 2001  ISBN 1 900360 93 4 

Trust Fundraising 

	Edited by Anthony Clay


1st edition, 1999  ISBN 1 85934 069 5

Tried and Tested Ideas – for local fundraising events
Sarah Passingham

3rd edition,

ISBN 1 903991 37 4

Promoting Your Cause

Karen Gilchrist

1st edition, 2002

ISBN 1 900360 95 0

Organising Special Events

John F Gray & Stephen Elsden
1st edition, 2000

ISBN 1 900360 56 X

Fundraising from Grant-making Trusts and Foundations 

	Karen Gilchrist & Margo Horsley

	1st edition, 2000 ISBN 1 900360 77 2


Building a Fundraising Database Using Your PC

Peter Flory

2nd edition, 2001

ISBN 1 900360 92 6
Looking After Your Donors

Karen Gilchrist

1st edition, 2000

ISBN 1 900360 76 4

Find the Funds 

	A New Approach to Fundraising Research 

	Christopher Carnie


1st edition, 2000  ISBN 1 900360 54 3 

Effective Fundraising 

	An informal guide

	Luke FitzHerbert

	DSC/CAF Starter Guide


1st edition December 2003  ISBN 1 903991 40 4

The Complete Fundraising Handbook 

	Nina Botting & Michael Norton


Published in association with Institute of Fundraising
4th edition, 2001   ISBN 1 900360 84 5

Writing Better Fundraising Applications 

	Michael Norton & Mike Eastwood


3rd edition   ISBN 1 903991 09 9 

Raising Money for Good Causes 

Jane Sutherland & Mike Eastwood Published in association with North Kent CVS
1st edition, 1998

ISBN 1 900360 34 9

Successful Fundraising

John Baguley

2nd Edition, 2000

ISBN 1 873017 40 5

Avoiding the Wastepaper Basket 

Tim Cook

2nd edition, 1998

ISBN 1 872582 61 3

Relationship Fundraising

Ken Burnett

2nd edition, 2002

ISBN 07879 6089 6

Asking Properly

George Smith

1st edition, 1997

ISBN 0 951897 11 X

The Fundraiser's Guide to the Law

Bates, Wells & Braithwaite and Centre for Voluntary Sector Development

1st edition, 2000

ISBN 1 900360 78 0

Fundraising from Companies 

Jill Ritchie
1st Edition

ISBN 1905053002

Sources of Funding

Jill Ritchie
1st edition

ISBN 1905053053

Special Events

Jill Ritchie
1st edition

ISBN 19505307X

The Educational Grants Directory 
Alan French, Dave Griffiths, Tom Traynor, Sarah Wiggins 

7th edition, 2002   ISBN 1 903991 26 9

Sportsteacher Guide to PE Funding

Annie Lovett

2003 ISBN 0 9545599 0 8

The Guide to UK Company Giving 2004/05

John Smyth
5th edition, 2004

ISBN 1 903991 53 6
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