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This book is about selected aspects of the mechanics of professional fundraising
| read this book with great interest and all | can say is Wow!

Itis very refreshing, even for me, who | want to believe falls in the seasoned fundraiser category. It is definitely
a jewel for any fundraiser, at any level. | like the practical, systematic approach to donor development and the
useful links and templates that come with it... it will definitely be a resource that | would like to use in best
practice sessions that | regularly have with my team, especially those elements of the development process
where we lack experience, i.e. theory of change, log frames, success equation, to name a few.

The systems thinking approach should be a standard in fundraising entities — its makes for a focussed
and disciplined workflow. The many illustrations concretise the concepts and the templates are invaluable
worksheets — be it for letters of enquiry, proposals, propositions, forecasting or cashflow simulations. The
templates are extremely useful, so too are the sections on progress dashboards, performance development
(not performance management) and workload.

The seven (7) parts of the book provide a very clear, holistic overview of the elements that are critical in
ensuring the success of any donor development office, succinct, to the point, thus making the tool very user
friendly.

David Marupen, Director: Major Gifts and International Engagement
Development and Alumni Relations, University of Stellenbosch

This book is really great!

There's aton of information and knowledge contained and | have nothing but praise and positive comments. It
is very comprehensive and practical. One of my colleagues has said it should be a standard requirement in
development units at our universities.

Thank you for this great contribution to the field!

Zwakele Ngubane, Director: Advancement and Alumni Relations,
Durban University of Technology

The guide is comprehensive...it's great to see a variety of frameworks like the Theory of Change and Impact
Planning templates included to offer a well-rounded approach. The sections on Finding Donors are very
practical and | particularly appreciate the questions to qualify donors - it is a great resource for hands-on
application.

The section on determining value propositions is also a valuable tool and one | plan to incorporate into our
team discussions. Similarly, the suggestion to use internal reviewer panels that mimic funder panels is
also useful. The Write tight, Be donor-centred sections, and the points pertaining to Capital Campaigns are
crucial and practical.

Ninette Kotzee, Research Grants Manager: Department of Research and Innovation,
University of Pretoria
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ABOUT THIS BOOK

This book is made up of two sections: a 7-part narrative of the fund development process, and a set of
43 downloadable templates that are hyperlinked to pertinent sections in the text. The sections comple-
ment each other, but they can also be treated as distinct and separate. This means that you can choose
toread the work as a tutorial OR to concentrate on either section alone. Do realise that the templates are
intended to make developing donor funds more systematic and efficient - they are not short-cuts. They
are practical tools to help drive the process from planning and project design, through the imperative
stewardship programme and into the communication strategies that underwrite the progression. Each
may be accessed by clicking on the link icon c?wherever it appears in the text or by using the QR code
on page 12.

The text is essentially a storyboard of the fund development process. It follows the stages, the
techniques, and the tools involved in attracting and appreciating donor support that both makers
and managers should find useful. But instead of being another macro journey through the duties of a
fundraiser, this is more of a micro look at the individual responsibilities and descriptions. The variety
of checklists, models, 70 accompanying illustrations, along with the downloadable templates help the
reader navigate this journey.

The techniques outlined are related to a conventional system of actions that move from framing a
project, to finding donors, costing, implementing, and appreciating the benefactor. The downloadable
templates are practical tools to help drive the process along from planning and project design, through
the imperative stewardship programme, into the communication strategies that underwrite the
progression.

Thelistof contentsis deliberately extensive to make iteasyto navigate to any section without laboriously
having to scroll through the e-booklet. | would, however, recommend that readers who require a
more comprehensive look at the whole process, turn to Jill Richie’s excellent and detailed overview in
her Fundraising for Non-profits: A guide to starting and resourcing NPOs in South Africa.

Developing donor support is an extensive undertaking and each stage of the process deserves
recognition. In most cases the effortis only measured by the level of support that is raised, but tackling
the tasks systematically should account for all the effort that practitioners put into their work. | have
found that these efforts are efficiently served and recognised when tethered to a business framework.
This publication hints in several places at the use of the renowned Balanced Scorecard system (BSC)
to account for the financial, donor relations, internal systems, and learning/innovation dimensions of
developing donorsupport. The title page illustration reflects the BSC ecosystem - a system that helped
coordinate my work as much as it helped develop my colleagues’ confidence, competence, and
motivation. Although | incorporated the basic principles of the BSC, | cannot advocate adopting the
system without experienced assistance. My reference to this regimen is merely subliminal in the hope
that fund developers will explore it or turn to some similar business process (for example, Sustainable
Planning) to help discipline their invaluable efforts.
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DISCLAIMER

Any information, suggestions, or templates provided in this monograph may be downloaded and used.

While | have striven to keep the information up to date and correct, | make no representations or warranties of
any kind, express or implied, about the completeness, accuracy, reliability, suitability, or availability of the
information, templates, or related graphics contained.

Any reliance you place on such information is therefore strictly at your own risk

Should anyone detect an inaccuracy in the text or in a template, | would appreciate being notified and
promise toinvestigate and, if necessary, correct any such mistake.

Imaybereachedat: peternthuynsma@gmail.com

PREFACE

4 N
Fundraising is the gentle art of teaching the joy of giving.
- Hank Rosso
o J
4 N
Donors don't give to institutions. They invest in ideas and people in whom they believe.
- G.T. Smith
o J

Althoughthere is passingmention ofit, this bookletis NOT about fundraising governance, orleadership.
Not strictly speaking, anyway. It is about the nuts and bolts of developing donor funding and hopes to
beareadyreferencetothe key processesinraisingdonorfunds. Most of the processes mentioned have
a template attached; those that do not, have clear descriptions of how to complete the process. It is
not exhaustive nor definitive. Itis a reference handbook that should find use in both the maker and the
manager’s hands. Ultimately, this guide hopes to encourage a more systematic way of shaping projects
and securing continued support through purposeful and systematic practice.

It is aimed at assisting African non-profit organisations and non-commercial education institutions
to raise support beyond what they receive in state subsidies. It hopes to encourage non-profit
organisations to work systematically to strengthen their leverage of current funding sources and to
excavate corporate marketing budgets.


mailto:peternthuynsma@gmail.com
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The fund development system | advocate is premised on the fundamental difference between African
and European/Americas fund development - that Africa’s endeavours do not yet involve a wide
range of individual donors. We rely more on philanthropists, foundations, trusts, corporate social
investment, and government support. Our tax concessions are not attractive enoughto spurindividual
giving on a scale comparable with overseas countries. Nor have we entrenched the ethos of individual
giving (excluding the impressive scale of remissions) that Western nations have built over generations.

That said, | recommend that we work within a system because, even though we all boast of our
eloquent organisational plans, we often do not monitor or measure our progress. Where this applies,
the following quote might offer some apt wisdom:

You do not rise to the level of your goals. You fall to the level of your systems.
Your goal is your desired outcome. Your system is the collection of daily habits
that will get you there.

- James Clear, Atomic Habits
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BEGIN WITH THE END IN SIGHT!

Let's try to illustrate the dynamics of the fund development world in an analogy.

Considerthe activities around a waterhole anywhere in the African bush. There are thirsty animals who
need to drink and hungry predators who lurk in or around the waterhole looking to secure their own
wellbeing. The common goal for each is survival. For the thirsty there are a few options:

e Belearyandambletothewaterhole, slaketheirthirstand hopethere are no predatorsto scupper
their drinking while they spend a long time with their heads down;
or

e Run pastthe waterhole, risk a quick sip or two and dash off only to repeat this hyper- conscious
activity several times to spend less time at the waterhole and avoid the predators;
or

e Wait until extremely thirsty, determine when it is safest, dash to the waterhole, take a good long
drink to last a long time, and then dash to safety. This reduces the number of times the thirsty
animal makes itself vulnerable.

In each case the thirsty animal must deal with the ever-present risks, making each act a gamble for
survival. If we relate this analogy to the complexities of fund development, we can see the elements
like this:

e Thirst - the non-profit entity’s need to fundraise
¢ Waterhole -the donor pool
e Predator - the risks that are inherent in applying for donor support.

The point is that we need to identify the risks, calculate how to mitigate against them, and secure the
support to survive and continue delivering social good. The animal secures its biological survival. The
fund developermustsecure, appreciate, and ensure continuation of the support for their social project.

The question is whether we will do this by ambling along, chancing, or going about our work
methodically and systematically.
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This booklet advocates strategic thinking and working with systems. It promotes beginning with the end
clearly in sight, not only in mind, and it recommends that the end should be to:
Secure the necessary )

Steer L
Build and maintain lasting business ,and
Develop colleagues’

For those who imagine working systematically will require a sea change, consider this not entirely
uncommon scenario: imagine you as the fund developer are faced with the need to leverage support
atrelatively short notice (i.e. not the usual 3+ months to run a concerted campaign). The first thing to do
is to compile (assuming there is not one at the ready for such exigencies) an up-to-date Top 50+ Large
Donor List. 1deally, this list will come from an up-to- date donor database.

From this list:

1. One-by-one, consider those who have supported your organisation recently, who receive your
blog/newsletters and who volunteer.

2. Determine their level of commitment by what activities they attend(ed), or comments they
may have made about your organisation/projects.

3. Aretheirinterests aligned with this particular project?

We know, instinctively, that there is no time to stumble about, that there must be an orderly way to address
the task. Even such a short-notice endeavour will benefit from following a logical sequence of activities.
Sotoowill larger, continuing campaigns benefitfrom a pre-determined progression of activities instead
of a random flailing about doing things as they present themselves. This booklet will explore how
such a system can be implemented. It will describe each stage and provide simple templates to assist
in applying the techniques. If adopted, this system will ensure that activities happen and then allow for
progressto be planned, measured, and reported — all the while keeping the donor at centre stage.

Before we get into such a system, let’s turn our attention to naming. This is a volatile arena where several
names forwhat we do change hands. I've seen many a friend and fellow-professional gulp when I called
myself a ‘fundraiser’. It seems that ‘fundraiser’ is too mundane a title. Other labels get used, dissolve,
and resurface, soar, and subside on the seasons of current currency — perhaps we’ll circle back to
‘fundraiser” one day.

Butin the meanwhile, what’s in a name? Everything! Especially when it describes a business process. I'd
venture to say as many ofthose whosell things balk atbeing called asalesperson. Those who skirt salesman
prefer ‘sales executive’, or ‘product representative’, and a host of other euphemisms that do nothing
to change the fact of selling something and satisfying a customer. These are glossy terms to mask a
legitimate service.

Fundraisers are no different. We prefer to pin such terms as programme officers, client liaison/
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relations officer, advancement specialist, gift officer, project executive, and a host of similar labels to
our lapels. Even the very practice of leveraging supportis draped in elaborate robes like development,
advancement, and resource mobilisation. Each has its own merit, and each describes activating several
processes towards raising donor support. If it is perhaps easier to see why salespeople wish to be
known by glossy titles, the common misconceptions about fundraising make it almost expected that

fundraisers will be equally bashful.

Programme Officer Donation specialist Advancement Consultant

i — Sy

Advancement Specialist

*

D, . 1 3
velopment Adviser ot consuite™

,, - ‘. Developme

Figure 1: The titles by which we work

The overall label for a process should be an accurate envelope of the activities and protocols. Loathe
to offend, I've chosen a middle of the road title to describe the system of identifying likely donors
and realising and keeping theirsupport. The contending alternatives to fundraising dictate thatl choose
a more neutral yet pragmatic title and so Fund Development it is to lasso the several processes and
practices.

This compilation is an outline of practices and tools I have used over nearly 40 years in both a part-time
and full-time capacity, as aslogger fundraiser, as manager-fundraiser and latterly, as consultant-trainer.
And, for those who say fundraising is not a business process, think again. It involves someone’s hard-
earned profit, involves making an investment decision, and it means reporting on that investment.
But a donation is not an investment, you say. Well, it is the support given to make a social change.
It was given in exchange for an affect that was considered worthy, even noble. It was given with the
full expectation that it will be used to make the difference it promised it would — that would be the
expected return on the investment (Rol).

Since we are uneasy with what to call ourselves, we should also debate whether what we do is indeed
fundraisingand notfinancing. Perhaps we ought notto be uncomfortable thatfundraising spills overinto
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the commercial lexicon. Our leveraging donations to deliver a social impact is really not, theoretically
at least, that far removed from a banker leveraging funds for a financial return. Both practices work
towards a positive return — whether that return is in achieving social good or personal wealth, whether
itbe warm and fuzzy, or coldly monetary. But that discussion is for another place, if not another time.

In truth, one needs to be unwavering in regarding fund development as an investment in social
change. An investment that demands impeccable moral values, effective people skills, precise
communication, and a great deal of care. In other words, if done properly, if done in a business-like
manner, fund development must be professional. It must build up to making the ‘ask’ AND regard the
‘ask” as an exchange of skills for support. Because this exchange is an activity that will benefit people,
it should be regarded as a noble exchange of skills and support — an investment towards satisfying
delivery with apositive social effect.

Our purpose is straightforward: identify; cultivate; solicit; and steward. Hardly different from a sales
process of identifying a product and likely customers; marketing and attracting customers; makingthe
sale; and being prepared to supportthe decision to make the purchase (satisfy, exchange, maintain, etc).
So, aname does matter, and it should be a pithy statement of the operation. | hope Fund Development
will serve the purpose of this e-booklet.

We must understand, though, that if we are to be fussy about what we call ourselves and borrow from
business terminology to make sure that our labels reflect our legitimacy and professionalism, then

Most people believe that developing donor funds is a simple business. Afterall, one simply saunters
up to a person known to have resources, and one asks. Sometimes they give, sometimes they don't. If
they don’t, you move on to the next. All you need is rhino-thick skin and perseverance. If your ‘ask” is
successful, you celebrate and plough itinto your project until it is time to ask once more.

If only it could be that simple!

Even the briefest glance at the size of this publication will suggest that the activity of raising donor
support is not quite as straightforward as the scenario above makes it out to be. But however slim a
volume thisis, italso indicates that there is a fair degree of sophistication and know-how involved.
That same brief glance will show that this is not by any measure a definitive or an exhaustive guide to
the process of developing donor support. It should, however, provide a clear roadmap to a systematic
process that will ensure careful planning, formulation, execution, and stewardship.

These pages aim at being a ready reference to promote and encourage working to a sequential system
where one activity follows logically on from a previous one and feeds into a subsequent one. One that
is flexible and can happily accommodate cross-referencing.
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The system begins with formulating a project or programme in such a way that it will convince a donor
of its merits and potential and will ensure that it achieves its goal. It flows through the costing and
budgeting stage into developing promotional and solicitation documents, then works its way
through cultivating donors, accepting a viable agreement, and goes on to nurture and renew the
relationship with a donor. Atany and every point duringthat cycle, cross-referencing and collaboration
is welcomed, much like a carpenter or bricklayer would confer with an architect, a cardiologist with a
nephrologist, an F1 racing driver with a race engineer, and a first violinist with an orchestra conductor.
Sotoo, a fundraiser may pick up suggestions in a meeting with a donor and feed it back to the prospect
researcher to refine a search, or to the project design team to tailor the project contours to align it
more with a prospective donor’s interests, or to the finance officer to adjust a budget to meeta donor’s
requirements. Although it is a system, it is not a robotic progression!

The fund development process is an enterprise. It is a social enterprise and the templates at the end
of this booklet should help drive both performance and personal development. The cyclical process
traces the balanced scorecard (BSC) model where all activities are viewed in four categories, viz.
finance, client, services, internal systems, and learning. The BSC runs in the background and is merely
peripheral. Using the templates included in this publication would only harness a fraction of the power
of the fully balanced scorecard. But even if deployed superficially, it would provide added focus and
discipline.

Before we begin, | recommend you take a hard look at the next three Figures; these exercises might
help orientate you to what lies ahead.

Many people hold interesting, sometimes contending opinions of what fundraisingis, and what it is
not. Look at some of the more prominent misconceptions or assumptions listed in Figure 2.

Begging | Bail-out |

N\ Vo |

Quick & easy | -~ - Commission
What
fundraising ==  =m) Porous

is NOT

No skills | gme

Desk-based | [ - Only BIG Rs

b ¥

Chance

Simple |

Figure 2: Misconceptions
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Canyourefute each one?

You mightalso wish to test your own concept of whether fund development is begging by attempting
this simple exercise: divide a page into two columns. Head the first column with the question What
do we get from donors? List as many of the benefits we derive from our donors. Head to the second
column with What donors get from us? Proceed to list as many items as you think donors receive from
associating with us. Which turns out to be the longer list?

WHAT WE GET FROM DONORS WHAT DONORS GET FROM US

The chances are that the right-hand column will have the longer list. If that is so, can we still think of the
fund developer as begging rather than giving more than they receive?

Now look at Figure 3 and ask yourself whether the statements in the left-hand column apply to you.
Compare your answers with the statements in the right-hand side column.

« Respond to a call (RfP) * Tailor programme/projects

* Estimate costs * Build budgets
* Prospect Research

* Tailor proposals
* Negotiate agreements

* Acknowledge & recognize
’ \\\\\\ - Publicize

* Only wr|te reports \\ ///// + Stayin touch
* Keep paper-based records * Database

Figure 3: How do you raise funds?
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Which column reflects your fund development practice?

WHAT THEN IS FUND DEVELOPMENT?

Here is a cursory overview of why this publication prefers fund development as a comprehensive term
to describe the process over the several otherterms in current use, such as Development, Advancement,
and Resource Mobilisation. Fund development is guided by organisational and strategic leadership and
activates several complementary processes.

FUND DEVELOPMENT FUNDRAISING

+ Fund development is long-term organisational + Fundraising is organised for short-term relief.
development

Fund development is an interlocking sequential series Fundraising is essentially a responsive and reactive
of activities that is agile enough to encourage cross- practice that acts on notices, or impulsively, on
referencing and teamwork. perceived opportunities.

Fund development is built on a base of sensible,
calculated investment planning and is woven into the
complete operation of an organisation.

Fundraising is usually organised around meeting
As a social enterprise, fund development follows immediate needs.

sound business principles and practices that
encourage professional growth and measures
progress.

Fund development is guided by organisational and Fundraising is usually left up to committees and lower-
strategic thinking. ranking practitioners.

+ Fund development is based on a communications Fundraising is aimed at a more general public
and promotional plan which identifies and addresses segment.
appropriate market segments.

To raise support from donors, fund developers must believe in a social cause or purpose, they must
be able to shape that purpose into a business-like concept, find a donor who is likely to be interested
in the concept, project, or programme, and draw them into a partnership. When successful, fund
developers need to ensure that the exchange of skills and experience with in-kind or financial support
is cost-effective and will benefit both partners. Throughout the endeavour, the supporters” interests
must be satisfied through deliberate and meaningful communications that work towards continuing
the partnership.

All this means is that a fund developer must be skilled in formulating projects (project design),
finding likely donors (prospect research), costing materials, equipment and labour (budget building),
approaching (cultivating) and convincing prospects of a project’s worth and impact (solicitation); and,
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in maintaining the relationship that has been built (stewardship). In other words, a fund developer/
advancement officer/programme officer/resource mobiliser, or fundraiser needs to be something of
a Swiss army knife, as Figure 4 illustrates - to be prepared to engage a donor in a wide variety of ways.

Communicate:

Design:
* Read esle .
.« Writ * Planning
rie * Programme/Project formulation
e Speak

Steward:
* Courtesy
* Database
management Cultivate:
¢ Interpersonal skills
¢ Negotiation skills
Negotiate: solicit:
‘ F9cus * Propose
* Diplomacy «  Present

* Compromise

Figure 4: Fund developer qualities
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PART 1: GOVERNANCE &
OVERSIGHT

GOVERNING BOARDS

[t might not be entirely out of place to liken governance to a mobius ring which represents the endless
cosmic process of cause and effect - denoting how the levels of governance should fold seamlessly
into one another.

DIRECTION

Sets vision, policies,
and strategies for meeting
its main goals

OVERSIGHT

Regular monitoring of activities
and the spending of funds.

ADVISORY

Ensures the organisation’s future.

Figure 5: The mobius ring of governance

Governance gives direction on the organisation’s vision, policies, and strategies for meeting its main
goals, for example, what it hopes to achieve and how it will serve the specific need it has identified in
a community. It has broad oversight of the organisation by regularly monitoring its activities and
how itspendsits funds. Itgivesinputon fundraisingand other resources that may be targeted/utilised
to ensure the organisation’s future.

The governing Board of an organisation is, as its name implies, the ultimate authority to advise and
decide on directions and resources. The Board members’ roles in fund development are to:

25



26

DEVELOPING DONOR SUPPORT

e Review & approve vision, mission, critical issues, and tasks;
e Ensure the organisation fulfils its legal obligations;

¢ Ensure adequate resources;

e Commit to planning;

e Help prepare and approve plans;

e Approve final plans;

e Ensure plans become operational —implemented & tracked;
e Advise and coach towards accomplishing the set goals;

¢ Ensurefull & defined participation;

e Decide on approaches;

e Promote the organisation’s public standing;

e Co-ordinate committees or panels;

e Recruitnew Board members;

e Appoint & evaluate the executive director; and

e Conductself-assessments.

Of the 10 essential responsibilities that the King Commission on corporate governance in South Africa
recommends, the following five apply most universally:

¢ Ensure effective planning.
Boards must actively participate in an overall planning process and assist in
implementing and monitoring the plan’s goals.

* Monitor and strengthen programmes and services.
The Board’s responsibility is to determine which programmes are consistent with the
organisation’s mission and monitor their effectiveness.

¢ Ensure adequate financial resources.
One of the Board's foremost responsibilities is to secure adequate resources for the
organisation to fulfil its mission.

¢ Protectassets and provide proper financial oversight.
The Board mustassistin developingthe annual budgetand ensure that properfinancial controls
are in place.

* Enhance the organisation’s public standing.
The Board should clearly articulate the organisation’s mission, accomplishments, and goals to
the public and garner support from the community.

South African civil society has gone a step further and formulated an /ndependent /. "““\
Code. Organisations that serve the public good can subscribe and append the INEDEPENDENTI \
Code decal to their publicity materials, e.g. a website, to pronounce their ethical \\%%CUDE /.
stances. Non-profit entiti bscribe to the Independent Code at: hitp:/ — \Opums s,

. profit entities can subscribe to the Independent Code at: http: S

www.governance.org.za/subscribe-to-the-code/
Figure 6: The Independent Code

The Code includes eight fundamental values to guide legal, fiscal, and leadership principles for NGOs
both in RSA and on the African continent.


http://www.governance.org.za/subscribe-to-the-code/
http://www.governance.org.za/subscribe-to-the-code/
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It is not uncommon to encounter staffers who are dissatisfied with their governing Boards and their
discontent focuses on too much involvement in the daily operations and/or on their reluctance to
become involvedinraisingthe necessary funds. Simplistic as this may seem, more concerted recruiting,
orienting, and assigning portfolios may be the immediate solution. Boards should consider structuring
themselves into pertinent portfolios to carry out their key responsibilities.

Each stipulation is crucial, however, it might be useful to look at the one item that is invariably absent
from constituting Boards in several African non-profit organisations - orientation or onboarding. It
begins with the recruitment process that must keep three aspects very clearly in mind:

¢ fund development knowledge, if not also fund development experience;

e mediation skills (from committee roles held); and

¢ aclearsense of what to expect from the Board member and what the Board member expects
from the organisation.

This orientation should be the responsibility of a single staff member who should have, at the ready, a
comprehensive package of documents, viz.:

¢ Organisational charter/guidelines;

¢ Anyspecific Board guidelines (expectations, any compensation, etc.);

e List of staff names and responsibilities;

e Listofprojects & programmeswithashortdescription ofeach (goal, objective, budget, risks);

e List of policies & protocols;

e Operational guidelines;

e The currentstrategic & fundraising plans (along with any recent reviews);

* Recent meeting minutes & any project reports;

¢ Recentfinance & fundraising overview;

¢ Anysupplemental information;

¢ Anappendix of pertinent documents (media reports, white papers, etc.).

An inconvenient point worth making is that donors may ask
(if only to themselves) whether

“..the organisation/programme/project believes enough in itself to contribute to itself?”
This translates into,

Itis common practice elsewhere to expect non-profit Board members to voluntarily contribute to the
functioning of their organisation. It is also not uncommon for staff members to donate to their own
organisation or projects - after all, you would probably buy shares/stock in the successful commercial
company you worked for, wouldn't you?

Ultimately, itis imperative that the Board engages itself in developing support without being unusually
nervous or resentful of the practice. It might mean Board meetings should include information and/
or training sessions.
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POLICY FRAMEWORK

If we understand the policy to mean the regulations by which we conduct our business, then a service
pledge should be the headnote.

SERVICE PLEDGE ¢

Although not strictly a policy, it is the code of conduct each employee adheres to. It should be posted
conspicuously, yet it is not! In fact, it is often a document that is totally disregarded. A generic,
downloadable template is the first of the list of 40+ templates at the end of this publication to suggest
such guidelines.

There are several policies that should determine a fund development enterprise’s conduct and ethics.
Key to such a framework should be:

¢ Acharter ormandate (general regulations)
e Funddevelopmentguidelines (ethical & procedural stipulations)
e Data management policy (protection of privacy)

Although these three keys to such a framework could be rolled into subsections of the Fundraising
Charter, they could also be stand-alone documents for distinct reference.

One could, conceivably, regard afund development enterprise as a glass rod — strong and transparent,
but also brittle. The rod itself could represent the ethical standards on which the enterprise rests and
bands or straps (policies) ensure its strength and integrity.

SteW'c“dSh.‘p
&
. survey
ponation Pr otocols
4 aCCepta“ce
F:“‘ ent policy
develoP
Cha(tef & ETH
E\Ien“.s
- wacy g retated
— Data privac Protoco\s
policy

Figure 7: Essential policy framework



DEVELOPING DONOR SUPPORT

Several organisations also have a plethora of protocols or procedures to be followed to streamline
activities. Examples are:

10.

1.

2.

Event’s checklists and protocols
Annual fund / Recurrent donations
Alumni relations

Media relations

Appointing service providers/venders
Surveys

Donor administration
Photographicservices

Social media

Corporate identity

Privacy,

....and several others that apply to how you work.

PRINCIPLES OF DATA MANAGEMENT & PRIVACY

Donor privacy must be of prime concern. Maintaining a record of all activities that involve donors,
whether itbe as a notebook list, a software spreadsheet orworksheet, oradedicated donor database, is
imperative. Each activity must be captured for possible future reference and of course, those activities
must be tied to the identity details of a donor or prospective donor. Therein lies the rub. Privacy is
paramount — not only for legal reasons, but for simple human decency.

More formally, organisations must regard the donor and financial data they hold as:

e astrategic asset that should be managed as such;
¢ abusinessdiscipline, not merely as a project;
e the foundation upon which all enterprise initiatives are built;

¢ havinga common glossary of shared and approved business terms and data;
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¢ definitions with a clear curatorship and ownership;

¢ beingthe only version of the truth for enterprise data;

e datathatis actively managed and is trustworthy;

¢ information whose management needs to comply with legal and regulatory requirements,
internal policies, and follow sector best practices and standards;

¢ data that must be accessible and understood by relevant portfolios as needed to carry out
their duties;

¢ directly orindirectly accountable for different data management practices thatare

¢ clearly defined, assigned, and managed; and

¢ whose governance efforts, goals and objectives, priorities, decisions, and deliverables
(procedures, processes, standards, policies, framework, etc.) that are always communicated and
made available to the entire enterprise.

NOTE:
It is important not to confuse Governance with management.
A useful distinction is to think of Governance as determining the “what” — what the
organisation does and what it should be in the future. Management controls the “how?” —
how the organisation will operate to reach its stated goals and aspirations. Management,

therefore, focuses on the operational side of the organisation, which is equally important.

Our references to organisational leadership from this point will be to management and
operations rather than to governance.
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PART 2: PLANNING FOR
SUCCESS

Witticisms and affirmations about planning abound and this is among the more
prominent ones:
If you don't know where you are going, you'll end up someplace else. (Yogi Bera)

And perhaps the most famous of all comes from Lewis Carroll's Alice in Wonderland:
If you don’t know where you are going, any road will get you there.

For our purposes the most pertinent may be:
Planning is bringing the future into the present so that you can do something about it now.
(Alan Lakin)

An organisation’s strategic plan provides its institutional view. It is a document that sets out a multi-year
view with broad goals, general processes to reach those goals, and portfolios that are to be custodians of
those goals. Typical sections in a strategic plan are:

e Strategic theme

¢ Values statement

e Action-based strapline*

e Vision statement

e Mission statement

e Goals

e Objectives

e SWOT analysis

e Focusareas with atimeline, and the

e Portfolios that will carry the responsibilities

*Effective straplines are punchy and deliver sharp messages that galvanise staff. More often than not,
they condense a mission statement into pithy everyday language. Here is a simple guide to help
design a strap/tagline. The ideal attempt should be a S.U.C.C.E.S. because it is:

e Simple
e Unexpected
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Concrete
Credible
Emotional

provokes a Story.

Among the best known are:
e Nike’s Just Do It
e TED Talks’, /deas worth Spreading; and
e FNB’s How can we help.

The central features of a strategic plan are the Goals, Objectives, and Timeframes and it is only really
meaningful when displayed in an Action Table, like the generic schematic in Figure 10.

After articulating goals and objectives, it is most useful to undertake a SWOT analysis. Although often
anecdotal, it does help sketch the environment fora projectorprogramme. There is an easy template
available as Template 2 of Figure 8. Itis good practice to revisit a SWOT analysis several times a year and
certainly when developing a new initiative.

POSITIVE NEGATIVE

STRENGTHS » WEAKNESSES
* Internal strength * Internal weakness
* Internal strength * Internal weakness
* Internal strength * Internal weakness

INTERNAL

« OPPORTUNITIES THREATS
« External opportunity « External threat
* External opportunity + External threat
* External opportunity * External threat

w—l
<C
—_—
[= 4
Ll
-
><
Ll

Figure 8: SWOT analysis template
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STRATEGY MAP &

Fund development units are focussed operations and require more specific planning documents
to guide and track their own paths - whether they are a stand-alone unit or an entity within a larger
organisation. Their planning should ideally begin with a broad, or bird’s eye view of what the unit hopes
to be within a given time frame.

The example ofastrategy mapin Figure 9, isbased onthe Balanced Scorecard (BSC) approach by dividing
a long-term plan into four perspectives: financial; donor relations; internal systems; and innovation and
learning. If this exercise is adopted, the BSC categories need not apply as an actual regimen; itis simply
used in this example for convenience as a structured guide. Each of the four blocks (perspectives) can
as easily be regarded simply as operational stages.

The example of a strategy map plots a path of several initiatives to strengthen the unit along four
strategic perspectives. The left side contains initiatives that will serve the financial perspective of fund
development, while the right half lists activities that will ensure the efficiency of the process.
Building a strategy map within these four parameters can produce a clear and incremental guide to
comprehensive strategic fund development by building a robust infrastructure.

Here is a generic example of such a strategy map populated with sample data. Once populated, it is a

strategic guide to activate specificinitiatives that, together, will work towards building a viable, holistic,
social enterprise.

STRATEGY MAP: an example

FINANCIAL INCREASE OPERATIONAL SUPPORT
£ 1 T L
Set Set Determine risks Streamline
Revenue targets Sponsorship targets & mitigation receipting
DONOR/SPONSOR STRENGTHEN STEWARDSHIP & COMMUNICATIONS PROCESSES o
w  RELATIONSHIPS A
Z 5
2 f 2
a Acknowledgement Effect donor . Vibrant
m & recognition retention & Prompt & SHSI?'nEd communication Q
o< strategies upgrading stewardship & promotion b
= =
& a
2 INTERNAL OPTIMISE RECORD-KEEPING & DONOR SERVICES E
w
—
> PROCESSES § " . . 3
(= Robust m

Intensify
prospect research

Expand & maintain
Database

Dynamic website ‘

policy framework & blog

LEARNING
& INNOVATION DEVELOP CULTIVATION & SOLICITATION SKILLS
|
£ T T
Refine campaign Invigorate
management Cultivation & Solicitation

Set realistic

Encourage
events schedule

’ self-learning ‘

Figure 9: Sample strategy map
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FUNDRAISING PLAN &

Strategic plans are typically those of the institution
or the organisation. Fund development units usually
have more specific planning documents to guide
and track their own paths. These are more tailored
schematics towards developing support for various
projects/programmes via particular activities and
within certain timelines (See Fig. 10).

So, from the high-level institutional /organisational
Strategic Plan, a fund development unit would
identify to which of the main document’s goals and
thrusts (or focus areas) they would contribute, then
use these to sculpt their own fundraising Plan with the
following components:

* Values statement

e Action strapline

¢ Mission (specific to fundraising but also which
compliments the organisation’s purpose)

¢ Vision (ultimate, anticipated result)

¢ Goals (milestones)

¢ Project management timeframe (Gantt chart)

e Tactics (strategic activities to be deployed
with accountability and timeline)

¢ Template 6 provides a more detailed guide to
building a fundraising plan.

(In practical terms, fund developers derive their
direction and broader goals from the institutional
plan and customise it within their own capacities.
For instance, when an organisational plan sets a task
of sheltering the homeless, the fund developers will
anticipate or agitate for a specific remedy project.
They would then shape that remedy project or
intervention into doable components, costthem, and
identify possible donors to approach.)

VISION & MISSION
ORGANISATIONAL OBJECTIVES

FUNDRAISING AUDIT

P EST Analysis
Market Analysis

Competitor Analysis
Internal analysis
Collaboration Analysis

FUNDRAISING OBJECTIVES

KEY STRATEGIES TACTICAL PLANS

Foundation & Trusts
Development Agencies
Government
Corporates
(CSI & Sponsorships)
Individual donors

Overall direction
Segmentation / Targeting
Positioning
Case for Support (C4S)
Strap/Tag line

MONITORING & MEASURING

Figure 10: Generic fundraising framework
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Fundraisingplans can be simple orextensive, butlike all plans, they need to have buy-infrom all who will
be involved. The headings are standard and among the most essential questions to ask in building a

Fundraising Plan are:

QUESTION

1. Which values will guide you?

POSSIBLE RESPONSES
(SUGGESTED RESPONSES)

Honesty, respect, compassion ...

2. What do you need to run your programmes or projects?

Money, equipment, advisory, services, more deliberate Board
recruitment & onboarding ...
Use a forecasting template, build a cash flow budget.

3. Which development strategies worked well in the past?

Face-to-face meetings, letters of enquiry, subscriptions
to donor databases, networking at functions & events
invitations, demonstrations, exhibitions, podcasts,
webinars ...

4. What new initiatives would you like to tackle this year?

Try fresh approaches to performance development,

new tracking methods, build a stronger stewardship
programme, introduce/ improve the weekly blog, adopt an
actionable rationale, e.g. Give to be able to Get.

5. Where can you find new donors & sponsors?

Through networking, Board introductions, scouring annual
reports from other organisations, subscription databases

6. What are your strengths and how can you capitalise on
them?

If it is writing — develop your communications programme;

ifitis networking — host or attend more events;

if it is speaking — consider hosting panel discussions,
symposia, community radio/civic
association discussions;

if it is presentations — offer to train or advocate/advise...

7. Who can help you?

Make a list of people in cognate professions and in
commerce who you know and who you can approach

— (the key guideline here is "Ask for money and you are
bound to get advice, ask for advice and you are likely to get
money").

8. What support will you need?

Make a comprehensive list of what you will need during the
year, prioritise and timeline each item with a short rationale
of why it is needed.

9. By when will you need such support?

Develop a cash flow budget.
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These questions can then be detailed in an Action Plan similar in format to thatin Figure 11.

& FUND DEVELOPMENT DEPARTMENT
ACTION PLAN: MONTH - MONTH 20XX

Category Target Responsible Person Assisted by How When  Status

Foundations

Corporates

Sponsorships

Recurrent Income

Events

Figure 11: Sample action plan worksheet

A pivotal principle here is:

An idea in a plan without an action plan is nothing more than a wish

For anyone wishing to frame a specific fundraising action plan to serve not only the revenue aspect
but also a more holistic developmental angle, then one that works within the parameters of the
Balanced Scorecard system (BSC) seenin Figure 12 could be ideal. Suchanaction planwould organise its
individual planned actionsunderthe BSC canopy offinance, donorrelations, internal systems, and learning/
innovations. The table below illustrates how such an action plan would be structured.
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& ACTIONS PLANS: January - December, 20XX:
Portfolio: Name:

BALANCED RESPONSIBLE  ASSISTED STATUS

SCORECARD TARGET WHAT WHEN

CATEGORY PERSON BY SCORECARD

1. Financial

2. Internal
Systems

3.Client/ Donor

4. Innovation &
Learning

Figure 12: BSC action plan worksheet

REVENUE SOURCES

We derive our support from avariety of sources as Figure 13 illustrates.

Annual Fund (Recurrent revenu

Affinity Funds

Corporate Donations

Sponsorships

Service Partnerships

PROJECT/

Foundations & trusts PROGRAMME

Development Agencies

National Government

Local government

Diplomatic Corps

WY Y Y Y Y Y VYV

Figure 13: Typical revenue sources
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Briefly, they are:

Like credit card loyalty plans, corporations have instruments that match or contribute a percentage
of a purchase to a cause. In its simplest form, an affinity programme could be a matching fund,
where a company matches a donation. Another form would be a bank offering to support a cause
if a client opens and maintains an account savings/investment/ or deposit account in, for example,
environment, wildlife, sports code, etc.

In the current African environment, we would feel more comfortable referring to these as recurrent

funds or something approaching it. Such support typically comes from modest donations made
regularly, viz. monthly, quarterly, or annually. Such funds should be regarded as bread ‘n butter and be
hotly pursued. They are often unrestricted and are excellent to ensure a healthy cash flow and deserve
dedicated energy. Educational institutions tap into their alumni for such individual donations.

Such partnerships can come as corporate support from the CSI (Corporate Social Investment) budgets,
or separately as corporate sponsorship from a company’s marketing budget.

Events in themselves are not always worth the time and effort it takes to make them happen (unless it
is a church féte or bazaar where everything for sale or entertainment is usually donated regardless of
time, effort, cost of ingredients/equipment, or travel).

Events that are properly sponsored are those that have listed every single aspect that will benefit a
sponsor. Such events would have calculated the marketing/exposure value of each item in relation to
the category of audience and brand value and arrived at an agreed Rol (Return on Investment). Every
elementofaneventneedsto belisted asabenefittoasponsor, then calculated as a brand value and sold
to a sponsor. This flies in the face of traditional approaches that simply ask a sponsor to contribute to
the costs of an event— oblivious of the value the sponsor will gain from everything from logo placement
to product displays and demonstrations, and several others.

Arguably the most important aspect of an event that hopes to raise profile and support lies in the
follow-up strategies, viz. recording details of who attended, demonstrating gratitude to attendees,
contacting those who RSVP-ed but did not attend, contacting those who did not acknowledge receipt
of their invitations and a host of other courteous actions. Each activity that went into staging an event
must, without fail, be recorded in a database (for more on what to capture, see Figure 68: What to
Measure, on page 141).



DEVELOPING DONOR SUPPORT

In their simplest guise, a planned giftis a donation bequeathed in a Last Will and Testament to a cause,
campaign, or organisation after the benefactor’s death.

Another form would be for a benefactor to include a cause, campaign, or organisation in an insurance
policy that will channel specified support upon death or when such an insurance policy matures.
There are several other planned giving facilities that investment officers may suggest to suit particular
purposes.

The EU (European), DFID (UK), USAID (USA), GRZ (Germany), CEDA (Canadian), SEDA (Scandinavian),
Australian Aid, etc. are among the more prominent bi-lateral agencies that serve African civic society.
They offer both substantial and on occasion, smaller grants, but they are more concerned with making
asignificantimpact and require extensive solicitation. Disbursement processes are often onerous and
follow exacting accounting and business practices.

Governments mandate many, if notall, of theirindividual departments with assisting non- profit entities
with their civic missions. Parastatals, such as the tax collection agencies and lottery Boards indicate
the wide range from the most unlikely to the most obvious department donors. Local government
may also have budgets allocated for social service projects. Although often encumbered by dense
bureaucracy, accessing state funding is also a useful endorsement of social action.

Probably the best-known source of philanthropic funds are foundations and trusts. Grants from these
entities also require extensive preparation, well-managed implementation, and meticulous impact
assessment.

Embassies and diplomatic missions often support smaller or definable-term programmes, however,
in exceptional circumstances, they are also able to harness funds for more substantial programmes.

V4

Even before we approach these sources, it is necessary to have a fair idea of what we need and who
we will approach and forwhatkind of support, be itfinancial, service, advice, equipment, or an in-kind
donation.
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Common practice is to cost a project or programme,
build a budget and proceed to solicit. Preceding a project’s
operations, itis useful to imagine whatis needed and what s
reasonable to expect. A good case in pointisto predict what
arecurrentfund campaign can expecttoraise. Butpredicting
or forecasting in the competitive world of donor support is
chancy. Itis an exercise that needs to be done methodically
and even then, itis a gamble. The best method is to research
as much as possible, then predict as best as you can rather
than bumble blindly (bring the waterhole analogy to mind).

Business-like forecasting involves reasoned guesswork. The
final totals may not be accurate, but will be a considered
measure of a possible target.

Figure 14 is the forecasting worksheet included as a
downloadable template. There are separate tables for
each of the funding sources that an organisation is likely
to approach: foundations, development agencies, corporates,
sponsors, individual donors, local and national government,
diplomatic missions, etc.

List donors whom you've researched and qualified on each
line of the various tables sections. With your needs and
researched information in mind, insertamounts you consider
reasonable to expect as guaranteed (100%), very likely (75%),
maybe (30%), or fingers crossed (10%).

The template will:

e subtotal and total the amounts and then do

something more —inasummary table it will:

e chart/graphthemin proportions on apie chart;

e produce abar chartshowing whatyou predictin
relation to your needs; and it will

e warnyou ifyou are relying too heavily on any one
source — guiding you towards more balanced and
diverse solicitation.

Figure 14: Forecasting worksheet

This template is a modification of a free forecasting template designed
by Keela.com, a Canadian company that specialises in developing
worksheets, guides, and templates dedicated to helping non-profits.

Fundraising Forecasting Worksheet
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Inotherwords, unlike simplytakingthe dataand makinga picture story outofit, thisforecastingtemplate will
providesomethingofasimulation.Youareimaginingwhatwouldhappenifyouweretoapplyyourchoices.
Of course, no amount of simulation can predict exactly the degree of success you'll have in securing the
funds, butareasoned simulation is preferable to flailing aboutin trial and error.

Your financial forecasts will have been based on your operational and project/programme needs and
then be entered into a master budget. We will explore building and managing budgets in Part 3.

Less necessary but often useful, is an exercise to take stock, to inventory the project and programmes
inyourstableunderthefollowingheadings(samplegreyed-outtexttobereplaced):

SHARED & OPPORTUNITIES & RISKS & CAMPAIGN INITIAL

PROJECT CONCOMMITANT PROSPECT
VALUE SUSTAINABILITY ASSUMPTIONS OPTIONS CATEGORIES

Figure 15: Project fundability inventory
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This exercise will articulate the key exigencies of a project and allow you to think beyond its existing
configuration. Itwillhelpinaddingfreshandinnovative aspectsorfollow-oninterventions.

THE FUNDRAISING CYCLE

Revenue sources deserve to be systematically approached and leveraged via alogical system to develop
funding relationships with them. In an ideal situation each componentwill follow in sequence, but ideal
situations are rare and cross-referencing is often inevitable. What is necessary is that one knows the orderin
whichthese activities are scheduled and what each stage requires.

A useful model to effectively drive a service idea from conception to support and renewal is the fund
development cycle illustrated in Figure 16 — that is, a system that is open to cross-fertilisation during the
build, the execution, and in continued support.

Programme Design

Case for Support , Concept Note, Risk register, Value Proposition

Build Budgets

Costing, forecasting, Rol, & charts

Communication

Newsletters, Blog, Media

| Find Prospects
Pyramid, Ubuntu Circle, |dentify & qualify

Stewardship

Acknowledge, Recognize, Report, Renew

‘Solicitation Documents

Enquiries, Proposals, Propositions, Presentations

Negotiate

Cost effective?

Exchange Cultivate
Making the “ASK”... OFFER Correspondence, Events, Meetings

Figure 16: Fund development cycle

Agility is key. These stages may be combined. For example, project design and budget building could form
a single portfolio, as can finding prospects be linked with developing solicitation documents, cultivating
donor relationships, and making the exchange. Similarly, negotiating, stewardship and communications
could dovetail quite neatly, and these are but standard combinations. Some fund development
enterprises have more specificareas that branch off from these main stages. One could have international
donor relations be a branch of prospecting and of stewardship.
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Where would you locate Bequests or Planned Giving?

Working within a system should not mean performing activities as if along an un-thinking, mechanical
assembly line. Fund development is dynamic because it involves developing a project or programme
that will benefit people and require the support of others. It requires deliberately and considerately
approaching possible supporters and assuring them that their support will be used prudently according
to their wishes, and it requires respectfully appreciating their support. Each stage is crucial and must be
handled diligently.

Even though many fund development operations adopt ad hoc processes and are still successful, itdoes
notmeantheyare necessarily workingas efficiently asthey could. Having separate departments or units
to perform research, budgeting, proposal writing, solicitation, and stewardship is a great beginning,
however, many of these units tend to become distinct entities in themselves and lack interconnectivity
and inter-dependence.

Many proposal writers frown upon the project design step and are often impatient to see the activity
articulated. But this structural stage is crucial. Formulating a project or programme is the grittier side
of planning and its importance is best seen in the questions a grant-maker is bound to ask. Template
30 c? is a list of 27 questions that former Mellon Foundation CEO, Prof Salim Badat, said his proposal
evaluation panel applied when they assessed the viability of a proposal. One key question that should
concern us at this stage of building a project for donor supportis:

What preparatory steps will the project leader take to formulate /shape this activity?

Here the panel would look for evidence of an Outline, an LFA, a Theory of change, a So that...,or that a
Success Equation was used to think through all aspects of a project or programme.

The Request for proposals may also have stipulated any one of these tools be used to articulate the
project. Such seminal thinking through of an activity is the first stage of the fund development cycle.

Let’s unpack the various methods available for such planning:

FORMULATING A PROJECT

The cycle begins with an idea that needs to be framed to deliver maximum social benefit
and a framework that should also guarantee transparency and efficiency. The Programme Design stage is the
conceptual stage and is at the top of the cycle. Here we would typically use eitheran old-fashioned outline of
aprimary idea, secondary ideas, and supplementary ideas, etc. OR one or more of the following templates:
theory of change (ToC), aso that... analysis, alog frame analysis (LFA) and /or a success equation. We will discuss
these concepts below and there are templates and models for each .
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An idea, however fine it may appear at first, must be shaped not only to secure support, but far more
importantly, to effect maximum desired change. The path towards this change must be diligently
explored BEFOREimplementation. We mustsetgoalsand objectives, decide on effective activities, make
assumptions, and anticipate challenges. We typically use any of several methods to do so —some casual and
expedient, others more deliberate and more elaborate.

When we shape a project or programme into an operation, we need to determine the following:

e Whatis our project/programme’s purpose?

e What specific problem do we want to address?

e Whatis the underlying cause(s) of the problem?

¢ Atwhatdepth/level do we wantto work?

¢ Whataffectorimpactdo we wantto achieve?

¢ Who will ourworkaffect? Where do they live?

¢ Howwillwereach/influence the target groups/structures?

¢ Whattools orprocesses do we need to affect/influence each of our target group(s)?
e Whatresources—financial, knowledge, skills, and time — do we need to realise our goal(s)?
¢ Whatresources do we already have?

¢ Whatotherresources dowe need?

* Are other people already workingin this field? Who are they?

* Who can we potentially partner with to help us achieve our goals? and

e How will we know we have been successful?

The following techniques use logical models to help shape projects not only for operational

efficiency, but certainly to make them clear to present to donors.

Distilling a brainstorming session into a clear, action-oriented document can happen in several ways. A
projectoutline is one fine example that lists the:

* Projectname
e Projectleader
* Projectobjectives
¢ Scope ofwork
e Keyproductsto be produced (deliverables)
¢ Key performance metrics (measures)
¢ Projecttimeframe:
e estimated duration
e phases
* milestones
* project team
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* roles
* responsibilities
e Expected results.

In its most rudimentary form, we can use the Outlining exercises that we learntin school, i.e.
main idea, secondary idea, supplementary and complimentary ideas, etc. This we typically

arrange as:

TOPIC

Primary idea

e Secondaryidea

e Supportingidea

e Supportingidea

e Supportingidea
Secondaryidea

e Supplementary idea

e Supportingfact/facet

e Supportingaspect/facet
Second key idea

e Complentary facts

¢ Supportingfacts

e Supportingfacts....and so on.
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The conventional outline method is an excellentfirst step, butin using the mind mapping method one can
give more structure to such a free-flowing stock-take. As an example, here is the initial mind map | made
to consider compiling this booklet:

Misconceplions __  Fund Development Ecosystem

Nomenclature

Project leadership \ Fund Development Cycle

Fundraising vs fund \

development Y, \ Concept Note
/| Protocol \ Brianstorming \deation
Attributes /. rotocols === ceall
4| Theory of Change _ \ Solicitation Letter of Enquiry
Governance / Concept mapping g Outlining \ Summary proposal
) \ Grant Proposal
So that... \ e Constituency Circle
| \
Log Frame Analysis (LFA) ? \S Case for Support Constituency Manifest
Success Equation / \ Campaigns Revenue Sources

Subscription donor databases

\ Fundra\smg pzram\d

Fund Development Finding donors

Institutional/Organisational Planning ,
SwoT ; \_Project fundability inventory
Fundraising plan |
PEST | \_Sponsorship

Vision & Mission \ Alumni

Project resources checklist

trategy m:
Stratogy map Costing Formulation / | AFP Donor Bill of Ri Digital
Action Plans | Performance  Action planning
Forecasting | KEEE I e——— Acknowledgement _ Donor wall Static
Balanced Scorecard?
Multi-year budgets Recognition Communications 7 x principle

Fund development &

Y

}

g Engagement
JEsychology

1

Invitations

Summary budgets Reporting

\_Take-away Axioms

Cost-benefit analysis Database integrity & automation

\M&E

Cash Flow analysis Ethics resolution

Figure 17: Mind mapping

If you compare this outline with the table of contents of the booklet itself, you will see several items were
eitherrevised, added, deleted, or moved about. Mind maps give one such flexibility and when one sits
down to write, other logical decisions make one move items about easily. However, withoutsome kind
of outline, such thinkingand re-thinkingis nearimpossible.

Flexibility is a hallmark of digital mind mapping, and several such software programs offer free versions.
The one I've used here is MindNode and the free version offers enough features for my needs .

After a group’s ‘idea dump’, one needs to organise the project into operational parts so that we can
determine the cost and articulate the benefits. This can be done via a variety of tools. Most prominent
and preferred by large funders are Concept Maps, Theory of Change, and Log Frame Analysis worksheets.
Certain funders may insist that either worksheets be included in proposals or they deconstruct them into
questionnaires as online application forms.

Let'sexplore each one:
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CONCEPT MAPS

These can be simple, butalways show clear logical connections. This example describes what concepts
maps are and is an especially useful illustration of the complexity that Concept Maps can unlock.

\\ helo 1o
| answer
represent \D
¢
QUESTION(S)"
needed 10—
ORGANISED Y- \

ASSOCIATED + includes KNOWLEDGE
FEELINGS OR AFFECT JIL\

[
comprised of
11.- 0 CONTEXT
! / DEPENDENT
necessary
connected EFFECTIVE I
SORGELTE _.m__ i Ir -
H = Torm PROPOSITIONS Dt e
ard 1,,, \
/ are -
ﬂfé ma
l 4 EFFECTIVE [ personaL J
\. LEARNING

J

q

PERCEIVED
REGULARITIES %
OR PATTERNS HIERARCHICALLY
| STRUCTURED I
/ \ i
i # | \ ! constructed in
/ \ with / \ aids \\.‘ \
especally
COGNITIVE
with
aamy STRUCTURE
& @ l B
=
begn e m |
needed l
Q50C
DIFFERENT
MAP SEGMENTS

Figure 18: Concept mapping

THEORY OF CHANGE &

A theory of change (ToC), or perhaps a more workable nomenclature would be a ‘reason/ justification
for change’, is a method that explains how a given intervention, or set of activities, is expected to lead
to a specific result. It sketches a path towards the change the activities will make by using six elements:
mission; assumptions; target group(s); strategies; reflections; and outcomes.
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MISSION

1

Step 1: What problem do you want
to address?

ASSUMPTIONS

Step2: In your opinion, what factors
create the problem?

Step 3: At what depth/level do you
want to work?

Step4: What affect do you want to
achieve? What would a solution look like?

Step 5: Who/what would be affected?

Step6: How can you reach / affect /
influence the indentified groups /
structures? What vechiles will you use?

Step 7: What tools or processes will help you influence
/ affect the identified groups / structures?

Step 8: What resources (financial, time, skills and
knowledge) do these tools and processes need?

Step 9: Which resources do you have?

Step 10: What skills, knowledge and other resources
do you need to develop? How can you use the people
(and their resources) who are or have been involved in
this area?

Step 11: Who is working in the field? Can you cooperated
with them or form a partnership? Will your project
compete with toher similar initiatives?

Step12: Can you / do you want to collaborate with
other organisations? Which skills and resources could
you “borrow” from these partners?

OUTCOMES

Step 13: How will you know when you have succeeded? What would
count as progress / success after 1 year, 2 years, 3years etc? What
indicators will you use to measure your achievements?

REFLECTIONS
Step 14: Review your answers to each step and consider:
Is this something the Organisation could work with?

Will the Organisation be comfortable with this project and agree
that this proposals:
+  Reasonably analyses the problem
Provides an accurate environmental analysis
Outlines a viable plan of action that considers the
Organisation’s mission,
income, knowledge and other contraints

if not:

Ask your colleagues and associates for their input

Ask others to help make this plan feasable
Repeat these steps untill you find a suitable compromise

Figure 19: Theory of Change worksheet

Using a ToC approach to shape a project prompts critical questioning of all aspects of the selected
activities. The process supports adaptive planning and management to deal with the many changing
and often challenging factors, and developing a project within the ToC discipline ensures the quality
and transparency of strategic thinking and discovery.

The LearningforAction organisation has a clearer description when they say aToC determines:

e Whatyou do;

¢ Who you are targeting for results;
¢ Whyand howyoudoit; and

e Whatyou expectto achieve.

They articulate it further by explaining thata ToC can help you:
¢ Clarify how change happens, what progress and success will look like, and what it takes to get
there;
¢ Identify and account for factors that may affect success; and

¢ Knowwhatresources are needed to create change.

The ToC path also defines what is within (and outside of) your ‘sphere of accountability’, helps you know
what questions to ask, what data to collect, and how to make decisions that lead to better results.
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Learning for Change is also quick to point out that a ToC is not:

Astatic document that sits on a shelf (orfile server);

A straitjacket that stifles innovation;

¢ AnitemonyourTo Dolistsimply to satisfy external stakeholders; noris it
Simply a ‘neat” way to package what you are doing now.

Figure 20 is a comprehensive 14-step chartto guide you through a ToC exercise. ¢

How will we know
if we've been
successful?

What resources
do we already
have?

What specific At what level
problem do you do you want to
want to address? work?

What tools/
processes do
we need?

Are other people
already working
in this field?

Who will our
work affect?

What are the q g What resources
What is your underlying d?hghlwgr?tctto re::lrlovljl’:”tz:\:eet do we need? rxgztrgégﬂo Can we partner
mission? cause(s) of the Zchieve? group? 9 (financial, skills, e el with anyon
problem? knowledge, time)

Figure 20: 14-Step Theory of Change

Similarto the logical progression of aToC exercise is the So that...method. Itis a very direct progression
and is best described through the example, in Figure 21.

STRATEGY

Provide opportunities for neighbourhood residents to receive positive information , hear positive messages, and
connect with fellow residents via a neighbourhood newsletter and a new community centre that hosts community
gatherings and cultural gatherings, become aware of residents’ concerns about the neighbourhood.

SO THAT

Residents are more aware of the historical, cultural, and civic strengths of the neighbourhood
(Individual Impact)
and

49



50

DEVELOPING DONOR SUPPORT

Residents get to know their neighbours better and share their views about the neighbourhood
(Individual impact)

SO THAT

Residents begin to feel hopeful about the neighbourhood's future (individual impact)

SO THAT

Residents feel an increased commitment to the neighbourhood and share in the vision for community change
(Individual impact)

SO THAT

Residents become involved in cultural, civic, and political activities related to the neighbourhood
(Individual impact)

SO THAT

Public officials and the greater community become aware of the residents’ concerns about the neighbourhood
(Influence)

SO THAT

There are improvements in policies that address community conditions
(Influence)

SO THAT

There are more effective services available for the children and families
(Influence: core result)

Figure 21: Sample So that...chain
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&

Also known as the log frame matrix, the LFA is a Results-Based Management tool used for systematic
planning, implementing, monitoring, and evaluating projects or programmes.

A favourite of many funders, an LFA could be required in the tabular form illustrated here, or as a series
of questions. Please note, not only the questions that each component looks to answer, but also the
recommended order in which to answer them.

PERFORMANCE
INTERVENTION INDICATORS MEANS OF VERIFICATION ASSUMPTIONS
1 GOAL 14 What indicator will 15 Where will one find that
State your general goal show that your project has | information?

contributed to the goal?

2 PURPOSE 12 What will show that 13. Where will one find that |7 What key external
State your specific you have achieved your information? factors must exist
objective stated purpose? to enable purpose to
contribute to the goal?
3 OUTPUTS 10 What evidence will 11. Where will one find that | 6 What key external
What will your activities | there be that you will information? factors must exist for
produce to achieve the have produced the stated the outputs to produce
purpose? outputs? the desired affect or
outcome?
4 ACTIVITIES 8 What will indicate 9 Where will one find 5 What key external
List the activities that (evidence) that you have | evidence that the intended | factors must exist to
will produce the outputs | conducted the activities | activities took place/ enable the activities to
you plan on achieving listed? produce the outputs?

(assuming you have the
necessary resources)

Figure 22: Log Frame Analysis (LFA) worksheet

51



52

DEVELOPING DONOR SUPPORT

In 2011 Jason Saul published an intriguing title, The End of Fundraising which
focussed on tools to frame, market, and ‘sell’ non-for-profit services. Saul
took a different approach from the conventional catalogue of outcomes,
outputs, and risks of both the ToC and LFA worksheets. He recommended
demonstrating the voracity of the impact of an intervention through a
framework he calls a Success Equation which is pictured in Figure23.

SUCCESS EQUATION WORKSHEET:

PRIORITY OUTCOMES IMPACT / AFFECT

What changes in behaviour, condition, or status are required? What are we

mg\% ultimately
A to accomplish?

= D

Performance Measureg
How do We measyre
progress tuwa

rds of
Outcomes? ur

Figure 23: Success equation / impact analysis worksheet

This is a relatively unfamiliar concept to fund development and to the non-profit community. It is a
detailed and graphic presentation of the overall consequence of an initiative by listingits goals, activities,
AND how progress will be monitored in precise and measurable terms.
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The format that Jason Saul uses may be awkward for those who may wish to attempt this form of
presentation. The downloadable template in this e-booklet is a Microsoft Word table and is a simpler
format to populate than the one depicted in Figure 23. Accompanying it is an excellent completed
sample to introduce student housing that could serve as a model of a Success Equation or Impact Plans
(as some would preferto call it).

The tool is easy to understand and answers the essential queries donors are likely to raise when
deciding on an intervention. In Saul’s words, this tool helps “to demonstrate value to stakeholders”
by determining which outcomes can be produced and being able to monitor and measure the progress
towards achieving those outcomes.

Itis asuccinct and most effective project outlining tool.

It is not common for fund developers to build conventional project outlines unless their governing
Boards or committees require one. It is, however, a fairly standard business practice and | include an
infographic here to share the format and the elements required.

Itis a practice well worth adopting, for it would certainly assist proposal writers by outlining all the
essential aspects to weave into the document they need to produce.
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Figure 24 is a useful example of a project outline canvas.C?

cover?

Project: Project Leader:

@ @ Scope: E‘Q Success Criteria
Purpose: Which areas should this project | What do we need to achieve?

What is the goal of this project? cover? How can our success be measured?
Why are we doing this? Which areas should it NOT

Iﬁ Milestones:

When do we start?

Qa Actions:

What are the key milestones/benchmarks and what are their due dates?
How can these milestones/benchmarks be measured?

Which deliverables need to be produced to reach each milestone?
Which activities need to be executed to produce a certain deliverable?

=

RESULTS:

—+
=== Team:
Who are the participants?

What are their roles in the project?

0q0
an

Stakeholders:

Who affects the success of the
project?

Who do we need?

What are their roles in the
project?

¢
Users:

What is our target group?
Who are our beneficiaries?

=)

Resources:

What resources do we need?
How much will the project cost?
How long will it take?

Y

Constraints:
What are the current project
limitations or constraints?

N\
Risks:
What risks may occur during the project?
How do we treat these possible risks?

Adapted from: http://www.projectcanvas.dk/en/business/

Figure 24 Canvas: Project outline
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PART 3: FINDING DONORS 1

With a project shaped, framed, and forecasted, we need to find a donor who has a real interest in our
project, has some affiliation with our organisation, and who has the means to support or co-support

our project.

We need to map all the types of donors who may be interested. Our initial exercise is to populate a
Constituency Circle, or in African terms, an Ubuntu circle of prospects, associates, and friends.

CONSTITUENCY CIRCLE 2

This is a series of concentric circles with those most invested in the project or the organisation at
the very centre, at the very heart of the circles. Each circle that radiates outwards contains donor
constituencies in their relation to the project. The outer ring would be the least aware of the project,
but still is a constituency that would be amenable and should be prospected.

O‘Banlsal‘mn's untapped Univers,

SPUsLy

o
4
g
g
4
@
2
o
z

o
Ogonization’s unapped W

Figure 25: Constituency or Ubuntu circle
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Since the constituency circle will show categories of probable donors, these categories must now be
exploded to list actual people and their donor-worthiness. In other words, we need to qualify them
as reasonable prospects. Each name must be researched for their Affiliation/Association with the

project/organisation, their Interest, and their ability to give, i.e. theirMeans (A.1.M.). | call this template
a Constituency Manifest. c?

All the details MUST be captured in great detail on a database, be it a dedicated software program, or
onaspreadsheet, oreven on an old-fashioned sheet of paper (although the latteris not recommended).

CONSTITUENCY NAME AFFILIATION/ASSOCIATION INTEREST MEANS
Board

Executive

Snr Management

National
Government

Local government

Local businesses

Corporates

Foundations

Development
Agencies

Staff members

Figure 26: Constituency (or Ubuntu) circle - manifest

REVENUE SOURCES

Once the planning phase is complete and both direction and tactics are articulated, the business of
activating hands-on fund development can begin. In Figure 13 we saw thatamong our revenue sources
were:

o Affinity funds e Foundationsand trusts

¢ Corporate gifts e National & local government
e Development agencies * Service partnerships

e Diplomatic corps * Sponsorships
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Each source requires and indeed, deserves a unique manner of approach and this will come when
developing the solicitation methods. However, in preparing for the solicitation stage, diligent fund
developers should deploy the following steps.

FUNDRAISING PYRAMID &

Armed with probable donors for a reasonable target, the next step is to begin working towards a
budget. The first step would be to calculate a Donor Pyramid, also known as a Gift Chart. This is a tool to
help project and plan how many donations/gifts are needed per donor category towards a project/
programme/organisation target. It will indicate from whom and from where support will come.

Itis areasonable guide and a tool widely used in the US and Europe where there is a higher reliance on
individual donors.

Although not (yet) widely deployed among African non-profits where individual donors are not as
prevalent, a donor pyramid should still be attempted. A blank worksheet to calculate a donor pyramid
orgiftchartis available in the templates section and Figure 27 is a generic example of such a worksheet.

The calculations in this example of a fundraising pyramid are based on a fictitious project’s
history of raising one large donation (set at >R500k) for every three or four prospects that
they approached. Each moderate donation came after approaching around five prospects, and smaller
gifts or donations came after approaching every second prospect.

It is significant to note in this example that if the target total is calculated using the ratios above, then
that total will require over 2,000 prospects to be contacted and a little over 1000 gifts to be received to
reach the target. This may well be unreasonable since not too many fund development operations
have that many prospects in their databases. One would then adjust the donation amounts upwards
to solicit fewer prospects for larger donations — invaluable information that this tool can provide and
forewarn.
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Gift Chart/Pyramid Worksheet

Target
Ratios: 1: Large & Medium Gifts
1: Moderate gifts
1: Smaller gifts
NOTE: replace only the
Gift Range Gifts required  Prospects required Subtotals %
8 10 000 000,00
<@ 12 3000 000,00 :
& 79% Note: This category should reflect
) 20 the largest revenue (ideally
~ 2750 000,00 ing 80% of target income).
24 2000 000,00
0\@ 12 400 000,00
\0@ 24 1200 000,00 19%
& 30
250 000,00 These gift categories should
& 200 50 000,00 approach 20%
& 200 25 000,00
&\0 1%
060 600
< 45 000,00
Recurrent Fund 50,00 500 1000 300 000,00 1%
Totals 1 040,00 2130,00 | 20 020 000,00 100%

Figure 27: Generic gift Chart/ fundraising pyramid worksheet

Foundations, Trusts & Development
Agencies, Planned Giving

CSl / Sponsorship /Matching Gifts

: V Government/ SETAs, Foreign Mission

Leadership & Staff contributions

Annual Fund /Individual
giving

Figure 28: Generic fundraising pyramid
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Be cautioned against guesstimating (‘thumb sucking’) the costs of items to be included in a budget.
Itis an unwise practice because donors may not tolerate much of an over- or underspend - and this is
likely to happenifthe cost of an item is not closely related to its true value. An under- or overspend will,
of course, become apparent when filing financial reports.

Make the effort to get a reasonable cost of an item and one that can be explained later.

BUILDING A BUDGET

It is general practice to obtain three price quotations and choose the highest or at least the average
of the three for budgeting purposes. If you can secure the item or service for less, and this on average
contributes to an underspend, ensure that the donor allows for a surplus at the end of the project.

When the contours of a project or programme have been set, as large a group of colleagues as is
appropriate should, along with the project leader, compile an inventory of every item the project
or programme will need. This should include all goods and services required and should ideally be
checked off a comprehensive list of line items that any project budget is likely to use.

BUDGET CHECKLIST £

Critical on this list should be any equipment and/or service that the organisation will absorb, e.g.
utilities, compensation, facilities, etc. There are several ways to calculate these costs and it is best to
consult finance colleagues.

Donors often appreciate the degree of tangible commitment that an organisation shows, and these
incidental expenses may be offered as the organisation’s contribution to the project. All other items in
the inventory list must be calculated as accurately as possible by comparing prices from two or
three suppliers.

(There are different ways to calculate incidental expenses. The budget template offered here is perhaps
more old-fashioned, but it clearly specifies those expenses to which the host organisation/
project/programme will contribute.)

Next, group the inventory with costs into categories, such as Human Resources, Equipment, Travel &
Accommodation (along with a figure for the incidental expenses if contributions are not itemised) in a
budget spreadsheet to accurately calculate the overall amounts we will present to a donor.

A budget is not merely a list of expenses, it is to be the instrument that will reveal how efficiently
the money will be used. At the time that the donor expects a financial report they would appreciate
(if not stipulate) an over- or underspend within a range (usually 5-10%). Anything outside of this range
suggests a weakness in the projectimplementation and management.
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Remember, most large donors are not necessarily geared to receive money, only to invest them in
worthy causes. Remember too that a substantial underspend could be as much a problem as an
overspend. Drawingamounts from other categories to cover under budgeting elsewhere is also poor
budgeting or poor budget management and will need to be explained in the inevitable financial and
narrative reports.

After setting a project’s parameters and contours, itis time to list the necessary resources. Itis useful to
have a checklist of items to which one can add. Figure 29 is a sample list of line items you could consult
when drawing up your own list.

This template, although by no means exhaustive, lists as many of the typical items a project or
programme requires.

CATEGORIES AND ITEMS YOUR CONTRIBUTION DONOR
Salaries

Employee benefits

Office costs

Office Supplies

Printing
Envelopes
Letterhead
Reply forms
Thank you cards
Brochures
Invitations

Postage

Graphic design

Events
Catering

Speaker fees

Speaker transportation
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CATEGORIES AND ITEMS YOUR CONTRIBUTION DONOR

Space rental
Supply rental

Invitations

Flowers

Favours

A/V Equipment Rental

Production costs for video/podcast/webinar presentations

Lunches, etc. with prospects

Travel within service area

Transportation

Lodging

Meals

Other Promotion & Marketing

Costs of video library (tapes, outright purchases, shipping, etc.)

Tapes

Purchases

Shipping

Branded gifts

Promotions

Donor recognition

Plaques

Pins and other token items

Permanent display

Telemarketing Services

Training programme

Conference Registrations

Conference Travel

Conference Lodging

Conference Meals

Travel Airfares

Shuttle transfers

Train transfers

Car rental

Insurances

Guest travel

Meals Breakfasts

Morning coffees
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CATEGORIES AND ITEMS YOUR CONTRIBUTION DONOR
Lunch

Afternoon Tea

Dinners

Snacks

Consultant's Fees
TOTALS

Figure 29: Sample budget line-item checklist

Each item checked or added should then be costed — ideally by using three prices and taking the
average, or the highest price. Do not guess a price. Prices are then entered into a budget spreadsheet
and adonorisalmostcertain to have avariance range orvariance threshold of 10% over- or underspend.
Itis worth reiterating that anything outside of this range may be regarded as mismanagement.

Inprojectswhose duration may span several years, one should build inappropriate inflationary increases.

SIMPLE BUDGET &

Although there really is no such thing as a ‘simple’ budget, one that covers one year or less might,
for argument’s sake, be considered simple. This is only so because it will not require building in an
inflationary increase and depreciation for subsequent years. Additional years may also not require the
same items or additional items that would not have been appropriate in year 1.

Even a simple budget should be accompanied by basic charts - to help tell the story of the figures
to donors, and as a visual aid in apportioning expenses. In the budget Template 19, as you enter items
and costs, the related graph will immediately show which categories (personnel, equipment, services,
travel, etc.) are being favoured. For example, we often believe (whether mistakenly or not) that donors
are reluctant to support personnel. This graphing /visual feature will alert you in real time to where you
are allocating your expenses and help you tailor your project expenses where certain donors prefer.

Whether simple of complex, the budget should account for any contribution (whether in kind or
currency) thatahost project/programme/organisation intends to make.

MULTI-YEAR BUDGET &

More complex, a multi-year budget spreadsheet covers the costs of the first-year along with built in
formulas to automatically calculate subsequentyear predetermined increases. As with ‘simple budgets’
one usually relies quite heavily on the built-in graphs to guide the planning as much as on them to tell
the story of the figures.

Multi-year budget worksheets are naturally more extensive and detailed because they anticipate
needs into the future years. They should also include buffers for unanticipated occurrences.
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Preparedby— Thuynsmad> Associates 3-Year Budget Template (with sample data)
200 20k (+8% 200 (+10%)
Category & Line item aty initial. Value Donor XXX Contribution Donor XXX Contribution Donor XXX Contribution
HR / capacity P/month
000,00 8640,00 9504,00
6500,00 7020,00 7722,00
700000 7560,00 8316,00
6250,00 540,00 6534,00
5500,00 540,00 6534,00
4700,00 5076,00 5583,60
3800,00 4104,00 451440
290000 3132,00 344520
1925,00 2079,00 228690
950,00 1026,00 1128,60
475,00 513,00 564,30
400,00 432,00 47520
[subtotal R 48400,00 [ R 750000 |[R__ 51462,00 | R 810000 [R 5660820 | R 8910,00
Programme Costs
12 12000,00 144000,00 155 520,00 171072,00
1 200 000,00 200000,00 216 000,00 23760000
1 100 000,00 100 000,00 108 000,00 118.800,00
5000,00 5000,00 5400,00 5940,00
1 100 000,00 100 000,00 108 000,00 118 800,00
1 12000,00 1200000 12960,00 14256,00
Indirect Cost (_%) - - -
[subtotal R 56100000 |[R 1500000 [R 60588000 | R 1620000 [ R 72307620 |[R__ 17820,00
Materials Development
36000,00 38.880,00 42768,00
5000,00 5400,00 594000
[subtotal R___41000,00 [R___ 3420000 |R___ 4428000 | R 36936,00 [R 4870800 | R___40629,60
Equipment & Operations.
200000 2160,00 2376,00
12000,00 12960,00 14256,00
95000,00 102 600,00 112 860,00
3500,00 3780,00 4158,00
5000,00 5400,00 5940,00
300000 324000 3564,00
300 000,00 32400000 356 400,00
[subtotal R 42050000 [R__ 6630000 | R 454140,00 | R 7160400 |[R 49955400 | R 78764,40
TOTALS R 1070 900,00 | R 1155 762,00 R 1327 946,40
2000 2000
Donor XXX Contribution Donor XXX Contribution
HR / capacity 51462,00 8100,00 56 608,20 8910,00
Programme Costs 605 880,00 16200,00 72307620 1782000
Materials Development 44280,00 36936,00
Equipment & Operations X 454 140,00 71604,00
TOTALS R 123000,00 1155762,00 | R 132 840,00

PERCENTAGE
]

) N

quipme
Operations
8%

Donor & XXX Contributions Compared

20xx 20xx
R Capacity  Programme _ Materials  Equipment & R Capacity  Programme _ Materials  Equipment &
Costs Development  Operations. Costs Development ~ Operations.

2020 Donor @ 2020 0K Contrbution 2021 Donor  m2021 0t Contributior = Donor w0 Contribution

Figure 30: Multi-year budget
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SUMMARY BUDGET &

A multi-year budget could prove to be unwieldy to include in a short proposal, but there is no good
reason not to complete one. Onerous a task it may be, butitis an imperative task.

Multi-yearbudgetspreadsheets often become the masterbudgetand can, appropriate to the occasion,
be summarised into a more convenient model that lists only the main categories with accompanying
graph charts, particularly the overall % proportions, and the difference between what you are
suggesting the donor supports vs the amounts your organisation is willing to contribute by absorbing
or covering certain amounts, such as utilities and/or premises.

EDIT ONLY THE GREY Data |

Anticipated Inflationary increase:

20xx 20xx 20xx
Subtotals: XXX Contriburion DONOR XXX Contriburion DONOR XXX Contriburion DONOR
PERSONNEL 350 000,00 5 000,00 371 000,00 5400,00 400 680,00 5832,00
PROGRAMMES 500 000,00 1200 000,00 530000,00 1272000,00 572 400,00 1373 760,00
TRAVEL 8 000,00 120 000,00 8480,00 127 200,00 9 158,40 137 376,00
EQUIPMENT & STATIONERY 5000,00 150 000,00 5300,00 159 000,00 5724,00 171 720,00
OPERATIONS 100 000,00 1000 000,00 106 000,00 1060 000,00 114 480,00 1144 800,00
TOTALS 963 000,00 2475 000,00 1020 780,00 2623 600,00 1102 442,40 2 833 488,00
BUDGET PROPORTIONS | DONOR Funds vs XX Contribution

PERSONNEL |

OPERATIONS 10000 000,00

|
| 5000 000,00 ' -
(4 - o
N C)éV
N &

PROGRAMMES

XX Contribution M Donor

Figure 31: Summary budget

Again, you may select to calculate incidental expenses rather than insert individual organisational
contributions.

Simple pie and bar charts with both amounts and percentages are ideal to illustrate the different levels
of contribution.

A word of caution when using pie charts: use them when there are only a few categories and use as much

detail in the accompanying data sets, e.g. category name, percentage, and amount for each pie slice.
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BUDGET MANAGEMENT

V4

Armed with a reasoned expectation of the amounts you expect, the next step is to chart when you will
need the funds to cover your expenses. A cash flow budget will identify how much money s available,

how muchisstillneeded, and when.
A cash flow budget can only be drafted after deciding on the overall organisational budget. Each
expense should be plotted on the calendar to determine when each will be incurred.

Tracking monthly financial activity is vital to managing a budget. Among the templates there are cash
flow and operating budget tracking tools that may be of help to those who do not have either of these
and want to use such instruments.

The cash flow budget (seen here as Figure 32 and as a downloadable 12-month Cash Flow worksheet
as Template 25) charts one quarter period. As with all the template worksheets, the greyed-out data is
included only for illustration and must be replaced with your own.

SAMPLE CASH FLOW BUDGET
October November December

Office Expenses Revenue tranches
Staff Salaries| 120000,00 120 000,00 120 000,00 Foundation grants| 30 000,00 22 000,00 22 000,00
Rental 8000,00 8000,00 8000,00 CSI| 33 000,00 12 000,00 30 000,00
Land line telephone| 12 000,00 12 000,00 1500,00 Government 6 000,00 6 000,00 6 000,00
Cell phones 1500,00 1500,00 1500,00 Sponsorships| 70 000,00 70 000,00 70 000,00
Utilities: 4000,00 4000,00 4 000,00 Individual Donors| 20 000,00 23 000,00 21 000,00
Land line Phones 500,00 500,00 500,00 Total income 159 000,00 133 000,00 149 000,00
Cell phone contracts 3 000,00 3000,00 3000,00
Stationery 1000,00 1000,00 1000,00
Postage 3000,00 3000,00 3000,00 Total Expenses: 202 500,00 201 300,00 179 000,00
Internet Connection 3 000,00 3 000,00 3 000,00
Leviy| 7 000,00 7 000,00 7000,00 Total Income: 159 000,00 133 000,00 149 000,00
Transport, 8000,00 8000,00 9 000,00
Database 2500,00 2500,00 2500,00 Cash Flow: 65 000,00 78 000,00 68 500,00
Donor database subscriptions 4 000,00 4.000,00 2 000,00
Blogging 2000,00 2000,00 2000,00 Cash On Hand: __ 50 000,00 20 000,00 8 000,00
Newsletter, 800,00
Branded gifts 4.000,00
Conference fees 8000,00 8000,00 8000,00
Training 4 000,00 CASH FLOW
Brochures|  1000,00  1000,00  1000,00 4th Quarter
Posters: 2000,00 2000,00 2000,00
Business Cards! 1000,00 am 500’;‘?1 B
T-Shirts 4000,00
Stickers 5000,00 179 000,00
Miscellaneous| _ 2000,00 2 000,00 15900000’ 00000
Total Expenses| 202 500,00 | 201 300,00 | 179 000,00 .
b iz 78000,00 —
65000,00,..., 68 500,00 ool
i
TOTAL TOTAL CASH FLOW: CASHON
EXPENSES: INCOME: HAND:

Figure 32: Quarterly Cash Flow worksheet

65



66

DEVELOPING DONOR SUPPORT

OPERATIONAL BUDGET &

The finance officer should capture each transaction and use a tracking tool to keep the organisation
abreast of what it is expending compared to what it budgeted. A useful tracking tool is the operation
tracker included as Template 15.

This worksheet will not only display the differences between budgeted allocations and expenses, it
will also calculate what it costs the organisation to raise money at any one time.

Revenue Budget Actual Expenses Budget Actual Revenue over expenses  Budget Actual
Grants 500,000 400000 Staff & benefits R 503,90000 R 215,000.00
Post1 R 8000 R 2000
Sales & Services Post2 R 5000 R 5000 Operating Margin Budget Actual
Contracts 30000 25,000 Post3 R 3000 R 3,000 56% 40%
Memberships 3000 2000 Post4 R 2500 R 2,500
Feefor Service 5,000 3,500 Post 5 R 2500 R 2,500 Fundraising Efficiency 1:
Sales/Consultanies 19,000 5,000 Post6 R 2500 R 2,500 (What is costs to raise R1)
Total sales & services 57,000 39,500 Total staff R__ 23500 R___17,500
Donations Premises
Major Gits 120000 14,000 Rent R 45000 R 45000
AnnualGifts 60000 10,000 Utites R 50000 R 43000
Monthly Gits 25000 20000 Total occupancy R___ 95000 R 88,000
Gapial Campaig Gifts - -
Special giving day 8000 5500 Other Expenses
Onine Donations. 20000 10000 Equipment R 25000 R 35000
25000 10000 Supplies R 10000 R 8000
Total donations. 258,000 69,500 Telecommunications R 35000 R 30000 [With this template, you can:
Insurance R 5000 R 5000 Use the formula to mak
In-kind income - Meetings R 5600 R 4000 Keep track of your different revenue sources
Sponsorships 80,000 20000 Travel R 30000 R 29,000 [Monitor your organisation’s expenses and operating margins
Total cash 5000 3,000 Marketing &advertising R 15000 R 18,000 [Assess your not-for-profit's i d i time
Total non-cash 6000 2,000 Training, development R 35000 R 30000
Total Other Income 91,000 25,000 Contract services R 20000 R 13,000 How to use this template
Legal R 50000 R - 1. Review the revenue and expense rows
Accounting R 45000 R 35000 2. Add, change, or delete any cells that are inappropriate
Miscellaneous R SR B 2(b). Be aware that changes may effect the sheet's formulas
Total cash Expenses R 8000 R 6,500 3. Insert the amounts of your revenues and expenses.
R - 4. Update throughout the year
Total other expenses R 283,600 R _ 213,500
Total Revenue 906,000 534,000 Total Expenses R 402,100 R 319,000
SOURCES OF REVENUE EXPENSES BY GROUPING

Total staff
E

Total occupancy
2%

Figure 33: Operation budget tracker

SPONSORSHIP

We used to think of sponsorship as a magnanimous contribution to cover the cost of an event. Many
organisers hold that view and still do not think of a sponsored event as being an opportunity for the
sponsor to advertise and market their brand and their products. Today, even that has changed. Chris
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Baylis of ‘The Sponsorship Collective’ explains:

Sponsors dontjust wantyourattendees to be aware of their product or service. They want to offer
value, provide solutions, and create deeper, long-lasting connections with your attendees.

This means we must know who our attendees are and ask what will they get out of this opportunity.
Sponsorship is a business investmentand sponsors need to see a tangible outcome before they will meet
with you, much less commit anything to your function or event.

The Sponsorship Journey

The sponsorship process can seem complicated and intimidating,
this infographic can help simplify things.

THE
SPONSORSHIP
COLLECTIVE

Figure 34: Sponsorship process infographic
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Applying for sponsorship requires different calculations. Sponsorship is a commercial transaction
and does not normally qualify for tax concessions. That means it must not be misconstrued as a
donation and its cost must be calculated as a business transaction.

Instead of merely listing items as one would with a non-profit project/programme/ organisation
budget, sponsorship lists items that are to be sold. Sponsorship identifies its items as saleable assets
and should be costed based on the sponsor’s brand value — which is often difficult to obtain.

Brand value can be thought of as anything that consumers associate with a brand or
that influences consumer behaviour.

Sponsored non-profits events, services or equipment must revolve around the exposure the event and
its promotional opportunities are worth to a sponsor using their brand

value as a baseline.

There are six different methods to determine a company’s brand value. The one that would align more
closely with what non-profits would appreciate would be the Net Promoter Score (NPS Valuation),
however, itis the company’s prerogative as to which method they use. The NPS valuation is, in essence,
a measure of how well their brand performs at inspiring word-of-mouth promotion. They calculate
their NPS Value by asking customers how likely they are to recommend their products to someone
they know and calculate the score by subtracting the percentage of detractors from the percentage of
promoters. This is often done by using a focus group survey because the promoters need to know who
likes and trusts the brand. Perhaps this is a rather anecdotal measure of brand value, but it is one on
which several marketing departments rely.

Setting the initial price for the saleable assets of your function or event can be tricky. No one guesses
the ‘perfect’ price on their first attempt. Even with all the best research in the world, you will be much
better served if you treat pricing as an exercise of constant learning and adaptation.

The sponsorship asset Template 35, lists typical assets along with brand value and traffic, and multiplies
these to determine the cost. Companies would usually determine their own value that would accrue
from the various forms of promotional exposure.

To avoid an impasse, suggest a brand value and negotiate one that is of mutual benefit.
As noted earlier, the way in which conventional events are managed are rarely cost-effective since

few not-for-profit organisations bother to count the cost of their efforts; they concentrate more on
covering the cost of an event and are often unaware of the full potential of an event forasponsor.



Non-profits should list items that they
expect will be of value to sponsors.
For example, saleable assets should
consider quantifying:

* how many people will see a
sponsor’s logo?

e what other brands are involved
or will be associated and will
promote their brand(s)?

¢ how many channels will feature
their logo(s)?

e how many subscribers will there
be to those social channels?

e isthere a demonstrable
communication plan?

¢ to how many people will the
event be marketed?

¢ will there be high engagement
content?

e what will the post event
communication be?

Clearly, the biggest asset to leverage
will be attendee data. How will such data
be captured along the way — and will
you make this available to a sponsor?
A Sponsorship Assets inventory is
included as Figure 35 (and Template
37 @) populated with sample assets
that will also calculate Rol ratios and
percentages.

Figure 35: Sponsorship assets inventory
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INVENTORY VALUATION (for internal use only)

ASSET TRAFFIC  COST P/VIEW BRAND VALUE ASSET TOTAL
NAMING PRIVILEGES:
Named xxxevent 50,00 [R 25 000,00
Presenting privileges at award event 250 R 187,50
ATTENDANCE:
Executive/Snr Manageme! 5,00 [R 150,00
Junior acacdemics 2,00 [ R 160,00
Postgradi 2,00 [R 120,00
Snr und 1L00[R 40,00
Junior undergraduates 0,05 R 0,38
Public 1L00[R 5,00
R .
R
ON SITE:
Display space at events 100 R 0,20 [R R 15,00
Distribute product brochures at events 100[ R 050 [R )[R 250,00
Distribute xxxbrochures at events 100] R 0,15 R 11,25
R .
R
|ADVERTISING:
Full page advert of the xxxin newspaper 150 [R 20,00 [ R 60 000,00
Half page advert of the xxxin newspaper 1,50 [R 1500 [R 45 000,00
Quarter page advert of the xxxin 25 [ R 12,00
Full page advert of the xxxin event brochure 0,75 [ R 20,00 R 30 000,00
Half page advert of the xxxin event brochure 0,60 [R 15,00 [ R 18 000,00
Quarter page advert of the xxxin event brochure 0,35 | R 12,00 [ R 8 400,00
Branded merchandise 25 [R 450 [R 4500,00
R ,
R
|WEBPAGE:
Link from instituti cou dept website/pag 2,50 [ R 10,00 [ R 12 500,00
Link on xxx webpage 500 R 1,50 [R 2500 R 18 750,00
R .
SOCIAL MEDIA:
Sponsored post on xxx Face Book 700[ R s0[R 350 [R 3 675,00
Sponsored post on xxx Twitter 0 2,00 [R 2,00 [ R 3 600,00
Sponsored post on xxx Linkedin s0[R 300 [R 3 150,00
Sponsored post on xxx Instagram 2,00 [R 175]R 700,00
Sponsored post on xxx Pinterest 0,75 [R 075[R 56,25
R ,
R
|SIGNAGE:
Logo at award event 100[ R 0,25 [R 500 [R 125,00
Logo at xxx event 1000[ R 0,25 [R 8,00 [ R 2000,00
Logo at internal event 100] R 0,55 [R 12,00 [R 660,00
Company banner display 100 R 045 [R 10,00 [R 450,00
R .
EMPLOYEE BENEFITS:
Employee invitations to event 100[ R 12,00 [ R 300 R 3 600,00
Employee engagement/volunteering/mentoring 25[R 12,00 [R 5,00 [R 900,00
R ,
PUBLIC RELATIONS:
Sponsor mention in press release 1000] R 2,50 [R 300 [R 7 500,00
Sponsor signage at press conference 25[ R 1,00[R 2,00 [ R 50,00
R ,
R
R
PROGRAMMING & SPEAKING OPPORTUNITIES:
Acknowledgement in welcoming speech at award event 200 R 1,20 R 0,75 | R 180,00
Acknowledgement in welcoming speech in xx R -
Prime mention in keynote speech at xxx event 200 R 2,50 [ R 0,50 [ R 250,00
Prime mention in keynote speech at 200 R 500 [R 5,00 [R 5 000,00
Sponsor speech during the xxx event 200 R 10,00 [R 2500 R 50 000,00
Sponsor's speech at the xxx supplemental event 200] R 20,00 [R 50,00 [R_ 200 000,00
Verbal recognition from the podium 200 R 20,00 [R 0,15 R 600,00
R .
PAID MEDIA:
Logo listed in paid media ads R -
TOTALS 20870 | R 119,00 | R 341,95 | R 505585,38
Total value of tangible assets:
Total brand Value: R
Fair Market Value: R
R
EVENT
cosT Ratio ROI %
ROI Ratios R 175 000,00 21 R 252792,69 50%
31 R 16852846 33%
41 R 12639634 25%
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Note: goodwill and sentiments cannot always be quantified, therefore, it is best to present a list of

assets to a potential sponsor and have them select what they regard as pertinent, then cost those.

The key here is NOT to approach a sponsor for what it will cost you to stage an event. Approach them
for the value their exposure will give them (or a reasonable estimate of their brand value). They usually
determine their own Return on Investment (Rol).

Figure 36 is a schematic of the components of a sponsorship application:

OVERVIEW EVENT DETAILS
DATE PER VIEW

TIME WHO NETWORK
PLACE WHAT DISPLAYS REPUTATIONAL

WHY SALES

EVENT DETAILS TARGET VALUE
PUBLICITY EVENT DETAILS

PRINT il TRAVEL
DIRECT MAIL PHOTO-ESSAY NO SHOWS FACILITIES CAR RENTAL
OVERLAYS SURVEYS CATERING

BLOGS EQUIPMENT
m FOLLOW-UP INVESTMENT

Figure 36: Sponsorship components

Template 38 @ isa blueprint for a sponsorship proposition (which is what a sponsorship proposal
should be called) and is populated for a sample Golf Day event for guidance.

At the risk of belabouring the point, few events are in themselves efficient fundraisers. There are of
course exceptions and persistent exceptions are faith-based events. Church or school bazaars are
instances of fine money-making. Rarely do they include the cost of electricity, ingredients, or effort
that goes into all the goodies our aunties bake and cook. What matters is that they sell their wares...
and the final tally.

Itisimperative to keep certain things clearly in mind when planning an event: its brand- building value;
its public relations value; and to measure the time and resources it will take to stage the event. One
good way to do this is by developing a quick cost-benefit analysis as in Figure 37. é



LINE ITEM

Audio-Visual Equipment
Banners

Book Fee

Database Recording
Decor

Deposit

Entertainment

Flags

Furnishings

Gifts

Hoarding

Honoraria

Invitations

Labour

Licences

Post-event Admin
Post-event Follow-Through
Promotional Considerations
Safety & Security
Ticket Sales
Tips/Gratuities
Transport Venue

TOTAL

COST

DEVELOPING DONOR SUPPORT

RETURN VALUE

Figure 37: Quick cost-benefit
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PART 4: FINDING DONORS 2

PROSPECT RESEARCH &

With all the planning, forecasting, and budgeting done, fund developers now need to activate steps
to approach and engage prospective donors. We need to identify and qualify (make sure they are
appropriate to approach), then cultivate a relationship, and present our offer.

Gone are the days when we wrote up a proposal document and shot it out to everyone we knew and
to every conceivable company or foundation, sat back and hoped someone would find it appealing.
Professional fund development dictates a more systematic and deliberate approach to identifying a
likely donor.

Vital to meticulous prospect research, is a customer relations management (CRM) database — whether
this be a tailored donor database or a simple spreadsheet, it ought to be digital. Paper-based lists
should only be used if digital is a totally unaffordable option, not because itis difficult to learn.

Surveys

*  Alumni 1 I e From news media
* Beneficiaries * Subscription databases
* Associations * Monitoring CFPs

* Dormant donors * Personal
- Public \
A N
y 4
Functions & Events IN Networking

*  Meetings
* Conference/Symposia
e Word-of-mouth

e Invitation lists
* RSVPs
*  No Shows

Figure 38: Donor database
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The database must have fields to capture every relevant aspect of and contact with a donor. Birthdays,
hobbies, and gift preferences are often useful extras, but social preferences and interests, previous
donations, size of donations, and to whom recent donations have been made are among the most
appropriate. Each snippet of information and certainly every contact with a donor, whether it be a
telephone call, email, letters, invitations, and greeting cards, should be kept on record. When used
judiciously and selectively, such information will build credibility and foster a significant relationship
with a prospective donor.

The most essential information about a donor you need to have:

e Theirinterestand geographical areas

e Previous grantsizes & to whom

¢ Do they renew/extend their grants

¢ Dotheymakerepeatgrants

¢ Willthey make more than one grantsimultaneously

e How to approach (letter of enquiry, proposal, interview...)
e Contactperson & contact details

e Timelines & deadlines forapplications.

It is vital that your data is ‘clean’, which is the jargon for consistent format and detail. Each data entry
must be exactly the same in layout, in its use of abbreviations and detail so that the database search
mechanism can find and display exactly what you ask of it. Here are only some of what you need to
consider.

Donorrecord information
e Name formats (e.g. Initials, use of a middle initial)
Abbreviations (‘and’or ‘&)
Nicknames
e Phone numberformat (+xx (XxX) XXX-XXXX OF XXXXXXXXX)

Donation capture
e Prioritising ‘Thank You' templates (there should be separate ‘thank you’templates for every category
of donor; Isttime, 2ndtime, repeat, etc.)
e Special donation considerations
e Recording pledges, recurring donations and matching donations be captured

Stewardship
* Receipting methods (letter; email, welcome pack)

Tracking & reminders
e Whatdonordetail do you record? (contact method, summary of contact, sensitive information?)



DEVELOPING DONOR SUPPORT

Data maintenance activities
e Avoidingduplicates
e Address formats
e Dataremoval

To find the data to create a database entry, one needs to identify possible and prospective donors.
This is where we look around; where we scrutinise our environment:

Board members and current donors are already invested in your work. Consultthem. Ask them for
names and introductions from within their networks. Offer branded gifts for bringing new sources to
your attention, however, do not make rewarding gestures common practice.

Dormant or lapsed donors are donors who have not renewed their pledges and those who may have
suspended their support. Some may have forgotten, were not notified that a renewal was necessary,
and others, like local small businesses, may simply have experienced downtimes. In such instances,
suggest suspending their debit orders rather than having them cancel their donations. Negotiate
renewals or a considerate timeline to renew.

Keep the website up-to-date, colourful, and dynamic. Add a blog page, if there is
no blog, refresh content regularly. Ensure that content is mobile-friendly. Offer free
give-aways of branded gifts for completing a word puzzle using words from your projects.
Automate welcoming text messages for new visitors, and offer additional information in bite-
sized chunks, notice of events, along with other privileges for those who subscribe.

An example of this would be Friday 5s - inviting three new prospects along with two existing donors to
cheese 'n crackers with juice and/or wine, tea, and coffee each first Friday of the month for an hour.
Consider introducing them to the work being done via a 1-2 min looping short video or simple Doodly
chalk video of your work during this informal after-work function. Never lose sight of the reason
for such events: they are networking opportunities and each staff member that attends should be
chargedto collecta certain number of email contacts foryour database. Make your database the prime
beneficiary of such events and your Constituency Circle your primary guide.

75



76

DEVELOPING DONOR SUPPORT

Read through the list of donors to similar organisations/programmes/projects. Selectandresearch
theirdetails to seeifthey could be prospectsforsupportingyour projects or programmes.

Subscribe to reliable local and international online databases. Many of these have weekly alerts that
send notifications of newly published grant opportunities. They also categorise their lists by focus and
interest area. Several databases also offer supplementary information on preparing grant applications,
proposal writing, and have lists of case studies that could be models from which to learn best practices.

Try not to work in isolation. Make and maintain contact with other organisations within your focus
area. Offer to share resources, meet and discuss strategic initiatives, and collaborate where possible.
Offer assistance or share training materials/knowledge where you can.

An excellent unwritten and often rewarding (pun intended) attitude to have, is —
‘Give to be able to Get’ — always find a way of offering something, whether it be a suggestion, even

casual unsolicited advice, or something tangible, before asking for anything in return. Invest to expect a
dividend.

Use social media judiciously and extensively, especially the more professionally-oriented LinkedIn.
More on social media further on.

CHECKLIST

Consider developinga checklist to help you evaluate prospective grant funders:

Does the grant-maker’s mission correspond with yours?

What are their specific goals?

Do you meet their specific requirements?

What is the typical size grant they award?

Does it suit your budget?
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What type of grant opportunity is this? (once-off, multi-year, comprehensive, selective,
renewable, etc.)

How has their average grant size varied over the past five years?

Can you identify at least three previous grantees similar to your project?

Do you fall within the funder’s geographical interest?

What percentage of those funded are new grantees?

Has the funder been favouring more new grantees over time, or have they preferred to
renew/extend existing grants?

If you are likely to be a new grantee, does the average grant amount for new grantees align
well with your project/ programme budget?

Do your organisation/project’s impact areas align with the funder’s three-year giving?

Does your organisation/institution/unit have enough bandwidth to make this application
online if so required?

Do you/can you meet this funder’s reporting requirements?

Does the RFP have parts where your project/programme can re-purpose previous grant
proposals?

Figure 39: Checklist to evaluate prospective grant funders

You might remember Part 2 suggested that the first step in finding possible donors is to articulate
whatyou know and have. This we do by usinga simple, but most useful, Constituency Circle Template 21
(I called itan Ubuntu Circle) — aseries of concentric circles showing diminished influence fromthe
centre. The centrewould showthosewho havethehighestinterest/commitmentto the organisation/
programme/project, and the populated circle will have donor categories. From the Constituency
Circle you would move to the Constituency Manifest where, within each category, you will insert the
actual names of prospects, or the names of contact people. These prospective donors will need to be
qualified as reasonable contacts to approach for a grant or donation.

QUALIFYING DONORS

The first stage in qualifying donors is to use the AIM system where:

A =Association with your organisation/project/programme,
I =Interestinyourwork, and
M = Has the means andy/or the resources to support your work.
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Other more specific questions can follow once youhave identified sound prospects. Suchquestions
are: (note: some questions are deliberately repeated from the checklist above)

e Whatisthe grant maker’s mission?

e Doesitalign with your project?

e What are the specific goals of the request for proposals (RFP)?

e Do you meettheireligibility requirements?

e Whatsize grants are being made? Do they align with your budget needs?

e Whattype of grantisthis RFP (a project, programme, organisational, operational, event, award,
scholarship, research, etc.)

e Hasthe average grantamount changed overthe last three years?

e Hasthe grant maker given to at least three organisations similar to yours?

¢ Does your organisation fall within the grant maker’s geographic interest? (country, province, or
city)

e What percentage ofthose previously funded are new grantees?

¢ Hasthefunderbeen givingto more new grantees over time, or more to repeat grantees?

¢ Doesthe average grant size for new grantees align well with your project budget?

¢ Doyourorganisation’simpactareas align with the funders’ previous 3-year’s giving?

e Canyour organisation meet the reporting requirements outlined by the funder?

SUITABILITY INDEX

To help make sense of all the questions there is an optional exercise to hone yourapplication and boost
your confidence, a ‘suitability index”. In this worksheet you make a list of the grant’s requirements.
Then, make a corresponding list of your organisation’s credentials and experience to meet those
requirements. In some ways this exercise is a simple follow-on of the ToC, LFA, and Success Equation
we outlined in Part 2 and it can be an invaluable document for any kind of interview, and as a ready-
reference for a proposal writer.

ORGANISATION’S

GRANT REQUIREMENTS (or personal) CREDENTIALS ACCOMPLISHMENTS

Cause

Location

Programme type
Purpose

Timescale

Grant size

Operational costs
Disbursement schedule
Reporting schedule

Figure 40: Suitability index



DEVELOPING DONOR SUPPORT

SUBSCRIPTION DATABASES

There are several online databases and the prominent ones in South Africa are, the Papillon Press
CSI database and Inyathelo’s Funding Finder. Other significant sources are FundsforNGOs and the
Foundation Centre which are reliable and are updated regularly.

ALUMNI

Organisations involved in training and development qualify their clients and produce what we call
alumni. We tend to focus on them once they leave the training organisation, but we should also make
them sensitive to the value of their experience during their training courses. These persons should be
regarded as pre-alumni and sensitise them NOT to ‘giving back’, but rather to paying forward — by
helping them think of those who will come after them to enjoy similar experiences to theirs.

Those who move on, those who have become alumni, take on a variety of positions in the workplace.
Some of these may be found in the following diagram:

Business
Honorary Owners / Self
employed Service Positions
Graduates ploy
PRE-ALUMNI . Foreign Based
Alumni who are |
‘ Executives ‘
lumni by Clas%s ivil Service ‘
\ \ |
Recent In managerial ??
roles ‘

Graduates
-

Figure 41: Alumniin the world of work

Because these persons have both an interest and an affiliation/association with the training institution
(their alma mater), it is essential that relationships with them be nurtured and maintained — not
only in expecting them to reciprocate financially, but equally importantly to plough back in service
and professional advice.
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STORYTELLING

A discussion on storytelling would seem more comfortable in the Solicitation section, but it
has an equally valid place in a motivating document we call a Case for Support.(C4S).

Even the most austere or fact-laden proposal document will be read by a person — a person who, like us
all, has a natural tendency to be captivated by a good story. It is more than advisable to include a story
wherever possible and however brief in most communications with prospective and potential donors.
Itis the voracity and impact of your work that you hope will appeal to their generous nature —and stories
can convey that more readily than a catalogue of naked facts.

We enjoy stories quite naturally, and almostinstinctively allow ourselves to be seduced by a good story
whether it be happy or sad. Stories often help us to learn new things, form new thoughts, distinguish
right from wrong, and from childhood they have taught us values. Stories can also ignite our emotions.
Stories sketch the human context of our work.

For fund development this is significant since we need to appeal to the foundation and corporate
official who will make the decision to supportus, as much as we need to attract the interest of individual
donors. Prospective donors must be able to relate to the proposition we are presenting to them. They
must like and even empathise with what we can accomplish with their assistance. Once they relate,
they can then probe the facts we present.

The internet is awash with advice on storytelling. Pixar, arguably the best storyteller ever, has a list of 22
principlesthey useto shapetheirmovie scripts. Several otherslistsix orseven principles, like setting, plot
character, dialogue, setting, conflict, resolution, etc. Self-evidently, astory needs a beginning, middle, and
anend. Itshould be directed at and be appropriate to a particular donor; unfold compelling details that
serve our purpose in approachingaspecific donor, then make a call to action.

The all-important call to action (CTA) should also put forward a solution and tie that solution as directly
as possible to the supportthat will come (or has previously come) from the donor. Itis vital to be able to
include orto connectthe donorwith the story.

Shay Leesman offers a useful concluding comment:

Storytelling should do more than entertain your audience. A great story not only informs your
readers but inserts them into the story and asks them to take action. By focusing on what your
donor needs to hear, using the right images to help donors connect with your subject, and
splitting your appeal into two parts so that donors decide the story’s ending with their actions,
your appeals will motivate donors to give ... to make the better outcome a reality.
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CASE FOR SUPPORT (C4S) &

The next step in confirming your identity and strengths is to develop a document that will celebrate
your achievements and manifest your attributes. This document must work towards convincing both
yourselves and prospective donors that you can undertake what you expect them to support.

This is a vital document and we refer to it as Case for Support (C4S). It should depict your organisation
asvibrant and competent and must be the expression of your organisation’s credibility and integrity.

Value What makes your organisation unique
|\ Proposition / in delivering this solution?

[
[
|

Why is your solution superior
to what exists?

Competitive‘j‘
Edge

Resources | How much money will you

* What is your solution .
Required need over what period?

to the problem?
e Why is it the best solution

\‘\
(Solution |

X

Projected | What will the donor gain
|  Benefit from investing in your solution?

Figure 42: Case for Support (C4S)

[t mustanswerany question anyone could possibly raise:
e Why is your organisation different from similar service providers?
e Whatare the specific needs of the people/communities you serve?
e Whatimpactare you making?
e How will the funds specifically benefit those you serve? And the community?
¢ Areyou being successful?
e Whatare your current priorities? Your urgent needs?
e Howwillthe funds raised be used?

A C4Sis also more than merely a tool to leverage support. It can also be:
e A communication tool;
e Apromotionaltool;
¢ Atrainingtool;
¢ Aplanningtool; and
e Aninspirational tool (to motivate staff, Board members, and to recruitvolunteers).
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Composing a C4S is an exacting process and George Stanois says of the process and the product:

A Case for Supporttells your organisation’s unique story-the whole story. And that is the key to
understanding a Case for Support. It is a matter of telling a good story, one that draws readers
in and never lets them doubt for a minute that your organisation is the greatest, and your cause
the worthiest. That doesn’t mean you have to exaggerate and embellish, or heaven forbid, lie.
No, it means that you must write your Case for Support with heart, soul and passion— you
know, that same heart, soul and passion that all of you bring to the work you do every day.

A well-arqued case may be logical, rational, and full of
great, supporting statistics, but the case can fall flat if it
doesn't reach outto people. People do not give to causes, to Case for Support (C45)
arguments, or to bricks and mortars for that matter. People
give to other people. So regardless of the campaign goal
or the need, you have to appeal to both hearts and minds.

Organsational info
What issues?

) , Strengths?
frame the argument in anecdotal material and you have Challenges of ObStadeS?these’
listeners. However, avoid sentimentality and emotionalism How will you ove(erf;me
. . H S¢
at all costs. This will not serve your purpose. Your funding PE- you make?

. ill
What |mpact wi Change?

Wwill this impa

ha ?
tareé VOU i OfadO ore
W

A case must be balanced. It is not a plea; it is a reasoned asking
argumentthat states a need clearly and concisely, appealing
to the readers’ intellect while also calling upon other
motivating factors that make us human: a desire to help
others, to give back to the community, to show compassion,

to be part of something bigger than ourselves.

. . Figure 43: Case for Support (C4S)
Stanois recommends the following steps:

Development phase:
* Gatherup research and all relevant background information.
e Definekeyfocus.
Writing phase:
e Create the outline (and a table of contents).
¢ Considerthe core content carefully.
¢ Brainstorm other elements that could be included to enhance the message.
¢ Watch yourlanguage! There is no room for waffle. Avoid clichés and over-used phrases.
e Completethefirstdraft.
e Reconsider, revise first draft, and write the second draft.
¢ Have others notinvolved inthe writing, read and comment.
e Proofread, and you should have afinal draft.!

1 Reprinted with permission from The Goldie Company.
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PITCH

Imagine you are in a lift (elevator) and your fellow passenger asks you what you do. Can you give a clear
and exact explanation of what you do or of your project in the time it takes to travel three floors, or in
roughly 2-3 minutes?

Only a person who is intimately familiar, even emotionally invested in an endeavour, can manage an
explanation convincingly and with confidence. Itis likely that that person will effectively communicate
what, for whom, why, and where.

The ToC, LFA, SE, and ‘suitability index” worksheets are indispensable in helping to develop scripts for
an effective pitch. Examine whichever planning document you use and write out a concise description
of whatyou do in bullet points first, then convert these into short sentences. Your pitch should not only
deliver facts, but also betray some excitement about your work. Celebrate what you do.

Rehearse your pitch often.
A clear and compelling pitch will also help in crafting a Letter of Enquiry and an Executive Summary.

Claire Axelrad, another redoubtable fundraising consultant, offers practical advice on how to answer
the question What do you do? — whether it comes from a donor or a prospect. She says they are asking
what your organisation accomplishes, NOT simply what it does. Your answer must intrigue them and
you must be selective, very selective, of what you tell them and be conscious of how you share the
information.

In her interview with NonprofitPRO, Ms Axelrad shares the following advice:

Tell them about one resonant thing you accomplish. An accomplishment that is:
e Timely (urgent, seasonal).
e Topical(currently in the news).
e Something you know they re interested in (they, someone else or something in their background told you
as much).
¢ The most popular programme you operate (if you have none of the above, go with the odds).
e Surprising, extraordinary, cutting-edge, a game changer (maybe you're new, but you're necessary).

She recommends that you relay the information with excitement and commitment. She discourages
identifying yourself with what you are, e.g. a hospital foundation, a homeless shelter, conservationist,
etc. and recommends, instead, that you share exactly what you do, the nitty gritty of what you do, for
example;

¢ You're saving lives through cancer research.

¢ You're keeping people safe and off the streets.

* You're soothing the savage beast through music.

¢ You're preventing kids in your community from falling behind.
* You're rescuing abandoned puppies.
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* You're healing the ocean.
Ms Axelrad recommends being simple and direct, because complexity often kills fundraising. Focus
on the actual change your contribution (participation?) will make and do so in the form of a pithy story.

VALUE PROPOSITION

One often hears the term ‘value proposition’. What s it?

Avalue proposition is simply communicating the benefits of your project, programme, service, or
idea, and doing so in simple, direct language. It is an expression that highlights what you want to do,
itintends to convince a donor of its merit, and it should be the closing statement of your pitch and
feature prominently in letters of enquiry and executive summaries.

It ‘boils down’ your pitch into something that your prospective donors or sponsors can easily grasp and
remember. But it is not enough to describe the features or capabilities of your offer, your statement
needs to be very specific. The proposition must focus closely on what your donors really want and
value. It must convince them to become engaged in either solving a problem(s), improving existing
solutions, to have a better life, build a better service, do more, better, faster...2 In other words, a value
proposition needs to be aligned with each individual donor’s focus/ interest area.

A value proposition is a useful technique that has a much wider application than communicating and
promoting your project/programme/service. The idea is to help donor prospects see the specificvalue
your work brings to them. And by doing so, grab their attention in such a way that they know: “Yes, that’s
rightfor us/me.” The statement must be convincing, and compelling.

Step 1: Know your prospective donor.
Thinking from the perspective of your prospective donor, ask the following:
e Whoishe orshe? What does s/he do and need?
e What problem does s/he need to solve?
e What improvements does s/he look for?
e Whatdoess/hevalue?
Tip: If you don’t know, ask!

Step 2: Know your product, service, or idea.

From your donor’s point of view:
¢ How does the product, service, oridea solve the problem or offerimprovement?
e Whatvalue and hard results does it offer the beneficiary?

Tip: Include numbers and percentages, but only the utmost significant ones.

Step 3: Know your civil society sector and what similar organisations offer.
Keep on thinking from the perspective of your prospect, and ask:
¢ How is this initiative more effective than competing ones?
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Step 4: Put yourselfin the prospect’s mindset.
“Why should I buy into this specific project or idea?”
Try writing from the donor’s viewpoint by completing the following (and do not forget to include the
only numbers and percentages that matter most!):
e “I'wantto give to this initiative because it will...”
e “The things | value most about the offerare...”
e “Itis better than competing services or ideas because...”

Your prospects’ ‘answer’in step 4 will be your value proposition statement and be placed as the closing
statement of a pitch, and an Executive Summary. It should also be woven into a Case for Support.

When considering an audience encounter, whether for a pitch, a C4S, or a presentation, keep the
following Venn diagram of audience types in mind.

20% of people around the world:

e Think in words & sound

* Care less about their appearance
* Are head in hand & often mumble
* Do not make much eye contact

* Use auditory words

5% of people in the world:

* Think tactiley

* Dress for comfort

* Lean in & want to touch

* Look down to remember
felt thought

Use tactile/kinaesthetic words

Presentations &
Pitches need to

SSX~—— satisfy this crucial

intersecting point

75% of people across the world:
e Think in pictures

« Are conscious of their appearance
« Make eye contact

* Use visual words & pictures

Looker

Reading minds through body language | Lynne Franklin | TEDxNaperville

Figure 44: Audience types

PRESENTATIONS

An increasingly common instance is donors asking you to present your project. The pandemic forced
many to work remotely and presentations have become an expected practice and therefore, a highly
competitive one. Being able to use a presentation soft-ware program is no longer a choice, but an
imperative. By that | do not mean presenting loads of text onto a slide, projecting it, and reading (or
even simply summarising it).
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As we saw in Figure 44 is a Venn diagram of the different audience types that a presenter should be
conscious of and make every effort to address, for example, those who think in pictures, those who
would benefit from making references to touchable concepts, and those who are quite comfortable
to listen to information. Presenters would do well to pepper their presentations by including auditory,
visual, and tactile references.

Most importantly, presentations should complement a verbal presentation and try to find an optimal
middle-ground. They could have videos and polls and ought to build around colourful and animated
(moving) concepts.

e Apicture onthe side ofaslide should be relevant and integral, not a pretty filler.
e Textshould be briefideas or thoughts (bullet points) that the presenter must qualify; not long
sentences to be read out loud.

¢ Infographics should be conceived around a metaphor, e.g. this infographic explains the fund
development steps by depicting the process as a funnel:

Ideas for social service interventions

4. L 33

Design project(s D,
- 9>
Approach donors P-\‘\O“‘5
N
—_— com

= -
STEWARDSHIP
—Oulaalli et

3

Figure 45: Fund development workflow

In this slide, each component appears on the screen individually, is fully explained, and allows for
questions before the next stage appears. This build method allows for effective incremental learning.
If the entire graphic were to flash up on the screen all at once, both understanding and learning would
almost certainly be lost.

Buildinginformative and persuasive infographics have taken precedence over boring slides overloaded
with text that the presenter reads to an audience. Incremental animation and colour have become the
standard. Most of the infographics in this publication are fully animated PowerPoint slides used in my
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own presentations.
For those of us who are hesitant, reluctant, or even resentful about making public presentations, may
| suggest reading Shakti Gawain’s Creative Visualization. This is both a description of the concept of
visualising and a series of exercises to help you gain confidence in public appearances and all other
aspects in life.

Key tips in making slide decks are:

® Learntouse:

e the Slide master,

e Presenter Mode,

e Thelaser pointer (built-in or a peripheral),

e Foronline presentations, learn to use Subtitles;
¢ Planyour presentation;

¢ Do notread yourtextto the audience;

¢ Use bullet points & abbreviated language;

¢ Build your message incrementally with animation;

¢ Avoid flashy transitions;

¢ Do not overload slides with text;

* A useful rule is: six lines per slide, six words per line;

* Limit punctuation;

* Practice, practice, practice;

e Have alternate plans to deal with glitches (presentations on USB drives in case your computer
cannot connect with a venue’s projection equipment and you need to use theirs);

e The cardinal principle is to direct your content at your audience - it is not about you;

e Avoid awhite slide background, itis harsh on the eyes;

¢ Use bold but complementary colours to draw attention to vital information;

¢ Use sound and animation carefully to build understanding;

e Use humour appropriately and only if you are very comfortable at injecting humour;

e Ifyou use build animation (lines of text appearing each time you click), have content appear on
the screen in a consistent, simple manner; from the top or from the left (from the right if you
read right to left);

* Focus your audience’s attention on what you want them to look at;

¢ Prefer neuroscience designed infographics over text to stimulate emotion and interest — use
metaphors to illustrate concepts;

¢ Learn to navigate backwards and forwards in your presentation, it helps interactive discussion
(audiences often ask to go back to a particular slide);

e Speak slowly and clearly;

¢ Do notapologise for anything in your presentation. If you suspect something will be hard to
read or understand, do not use it;

e Letyour slides support your point...not make your point.
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PART 5: SOLICITATION

Now that we know what the goals and objectives, the contours, the parameters, cost, and prospective
donors of the project are, we can begin making contact.

CULTIVATE

Approachingprospects beginsthe cultivation process. Thisiswhere apossible supporterisapproached
and is drawn into understanding the what, the how, and the why of your project. It can be by phone,
via correspondence, or even with visits. In-person contacts would normally be an invitation to meet at
their place of business or, occasionally, at a restaurant. Corporate donors are often more open to out-
of-office contact than foundation programme officers are.

The type of contact we make will depend on our relationship with the prospective donor. If the donor
is a good friend of the organisation, has previously supported, and/or attended functions, etc., we
could make a telephone or personal visit approach.

Remember you are working to win over a prospect’s commitment to your cause. This may
take time and effort, but when successful it would be incredibly satisfying. Cultivating
relationships is a vital business and indeed a vital life skill that is well worth mastering.

A seminal and wide-ranging text worth consulting is Ken Burnett’s Relationship
Fundraising. It contains such alluring chapter titles as: Much more than money; Proud
to be a fundraiser; The vital ingredients for success; Avoiding common pitfalls; Making and

keeping friends; Creative approaches to relationship building; Keeping up with change;
and Fundraising forthe twenty first century.

Besides cultivating one-on-one relations with individual donors, functions and events become portals
to meet prospects. One could argue that the real value of such events is that they are cultivation
opportunities before they are fund development opportunities.

Although of decisive importance and contrary to common thinking, fund development does not
revolve entirely around the proposal document alone. Following rigorous prospecting research, first-
time approaches are likely to be via a Letter of Enquiry (LoE). This may be followed by an abbreviated
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proposal, or summary proposal, and/or an interview (in-person or online) which, if successful, the
donor may invite a proposal.

Unless responding to a request for proposals (RFP), where all requirements will have been stipulated,
you may be obliged to prepare any or all the following documents.

CONCEPT NOTE ¢

A more narrative description of a project is a Concept Note, also referred to as a Concept Paper. This
is a condensed version of a full proposal that does not normally include the ask/ offer for money,
support, or partnership. Instead, it is a crisp and concise summary of a project outlining the reasons
why the initiative is essential, and lists the steps involved in the activity or intervention.

If an internal document is necessary for presentation to an executive committee or to a governing
Board, especially if it is a major intervention that will require an extensive campaign, then a concept
document will be appropriate. It is, in essence, a mock proposal with all the key components to aid
decision-making.

For a prospective donor, one could send a Concept Note when that donor’s focus area, location, and
donation range aligns with that of one’s own project. In that instance we would enquire if they agree
that our interests correspond, and ifthey would have an interest in our project.

Concept note

*Background / Context
* Project summar

. Y (Mission & vjs;
* Alignment with wion)

Donor’s values

* Benefits tq donor
* Project goqls

Figure 46: Concept/note/paper
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Often a donor may issue a 2-phased request for proposals (RFP) where the first phase calls for a
concept note. If such adocumentis in response to a donor’s RFP, itis meant to be a stringent screening
exercise. The donor will likely issue a set of guidelines or criteria. These guidelines must be followed
meticulously, to the point of printing them out or better still, have colleagues study each stipulation
in a group, re-word and rephrase each stipulation to your best understanding. Print it and have
it as a reference next to your computer as you draft the Concept Note in response to their call.
Such guidelines may contain what to many would be mundane, such as font, font colour, and font
size. Complying with these seemingly minor details will demonstrate an applicant’s attention to detail.
Language should be succinct and crystal clear. Avoid unnecessary verbiage...do not waffle to sound
smart! Turn a phase before you turn to a big word.

Unless this is a pioneering initiative, there is no need to include testimonials.

Donors must wade through hundreds of approaches and the ones that deliver their content directly,
clearly, and differently are much more likely to win their interest. Respect their time.

Equally important is who you will name to take responsibility for the project. Ensure thatthe contact
person listed knows everything about the project and will be easily available should the donor make
contact. The best contact person would naturally be the project leader/manager.

Notdissimilarto a letter of enquiry (LoE) discussed overleaf, a sharp and to-the-point Concept Note will
answer the following questions:

e Why this activity? (what are the Goals and Objectives you would like to achieve).

e Whatwill you do?

¢ How and who will manage the project?

¢ How will you monitor and evaluate the activity?

e Whatwill the performance indicators be? (what features will show successes and/or stumbles).
¢ How resilient (sustainable) is this activity?

¢ How can you justify the costs to mount this project?

e Whatare the long-term benefits to the community you will serve?

¢ How will you communicate with your beneficiaries? (voice and visibility).

If a likely donor requests a short/summary/abbreviated proposal, you will again need to study their
requirements carefully and compile a concise description along with a summary budget (that is,
expense categories with subtotals and grand totals, without listing line items). Ideally, explanatory
graphs should accompany the budget table.

Remember, it is much easier to write a long document than it is to write a short, concise one. Mark Twain
famously apologised to a friend for writing him a long letter saying,

‘I didn’t have time to write a short one’.
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LETTER OF ENQUIRY (LOE) &

Ifthis is your firstapproach to a donor, you should send a Letter of Enquiry in which you outline how your
project aligns with their interests. Then politely ask for an appointment to present your project or ask
whether you can send a formal proposal.

Having identified a likely donor and confirmed their interest, preferred location, and range of giving,
it would be courteous to outline how your organisation/programme/project is aligned with their
requirements and request permission to submit a proposal. Such an enquiry is not reserved for first-
time contacts; it is good manners to approach even previous donors for a new projectvia a letter of
enquiry (LoE).

In an LoE you are asking to be invited to introduce your project in the hope (I would preferto say, in the
belief...) that they will invite more information in the form of a proposal.

LoEs should be written on an official letterhead and addressed directly to the person who is likely to
consideran application (neverto Dear Sir/Madam).

Succinctly outline:

¢ howyourorganisation/programme/projectaligns with the donor’s interests, and intention,

¢ ashortsummary of the work involved,

¢ who the beneficiaries will be,

e the overall impact you will make,

e courteously request whether you could submit a proposal,

e insoftlanguage you mightalso ask them to acknowledge receipt,

e inan equally soft tone, you might add that you will call to enquire after their decision if you do
not hear back after xx days, then

e sign and printyour name beneath your signature, and

e DONOTrely on aninstitutional/organisational branded signature.

These details should not be spread over more than three pages, preferably fewer (a strong word of
caution: when telephoning DO NOT begin the conversation with How are you? This is a typical call
centre approach to conceal the fact that want to sell something. Be bold and proud enough to identify
yourself and your organisation to initiate the conversation).
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Letters of Enquiry

Formal letter on letterhead

Ask whether they would be interested

NAME & address of recipient
enough to INVITE a proposal

Signature above printed name.

NO organizational signature Proper salutation

Insert a story Pithy, precise & unpretentious prose.

Figure 47: Key components of a Letter of Enquiry

THE COVER LETTER

When the time comes to presenta full proposal, itis not only customary, but essential, thatthe proposal
pack be introduced by a cover letter. No matter how familiar you are with the person to whomyou are
writing, thisis notto be a casual chatty communication.

Be sure:
¢ the cover letteris addressed and is tailored to a real person! Do not directitata‘dear sir/
madam’,
¢ to make clear mention of how your subject/cause aligns with those of the company or
foundation you are addressing,
e vyour letteris brief and to the point,
e ifyourletteris sent by email, ensure that the subjectline is short and direct (change subject
line to reflect the content of every single email),
¢ proofread for extra spaces, misspellings, unnecessary or missing punctuation,
and again:
e signand printyour name beneath your signature, and
¢ DO NOTrely on aninstitutional /organisational branded signature.
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PROPOSALS ¢

Before getting down to filling out a grant-maker’s online application form, or developing a detailed
proposal document, it is crucial to know what grant-makers want from a proposal.

On an anecdotal level, Stephanie Minor, of NonProfitPro® in several conversations with a variety of
seasoned grant-makers, summarised what they, personally, preferred in applications. Reviewers must
often read tens, if not hundreds, of applications and they need to see crisp, active language with little,
if any, extraneous information (waffle). Minor managed to summarise the following key concerns and
we should read them as ‘insider tips’.

The reviewers preferred applicants to show:

e evidence of solid planning and not be left with questions about the primary details of an
applicant. They do notappreciate beingleft with questions on who, what, when, why, or where
of a programme or project;

e they want a clear idea of how the project fits into the vision, mission, and objectives ofan
organisation. They wantto know how theirfunding will advance an organisation, programme,
or project. They also look for evidence of quality leadership thinking thatled to and drove the
application;

¢ astrong match with an organisation’s mission and tightly aligned with the funder’s objectives.
The project or programme must advance an organisation’s core purpose. Mission statements
must guide requests, one reviewer said;

e surprisingly, reviewers look for truthfulness, especially about the challenges and risks that a
funded project s likely to face, like budgetary deficits and leadership changes. They want to
know how and to what extent you have identified risks, and how you plan to mitigate their
impact;

¢ the logical flow and interconnectedness of narrative, budget, and supplemental
documentation. The document must have a logical progressionand mustbe coherent. All
components must relate seamlessly to one another. The narrative and support materials
must tell the same story;

¢ because grant-making is about building relationships, funders who have no introduction to your
organisation and what you are working on are likely to set your application aside. Funder’s care
deeply about their investments and must report their decisions to their Boards. They need to
know inwhom they are investing and will have developed a certain confidence in the non-profit
who will use their money. Ifyou are considering a new funder, get to know them. Do research.
Make an introductory call to communicate your project concept and work up towards a letter
of enquiry. Establish a connection before submitting a grant request ... and follow through with
deliberate and sincere stewardship actions.

Remember, treat every donation as the first of several. Make sure it is renewed in a continued and valued
relationship.

2 Stephanie Minor; What Grant Funders Really Want, in NonProfit PRO, Philadelphia: NAPCO Media, 3 January 2023.
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Proposal lengths and breadths differ from donor to donor. Some require no more than a Concept
Note, others, like bi-lateral agencies require extensive, extremely detailed documents because they
must comply with immovable bureaucratic stipulations. Figure 48 lists the details that are likely to be

expected in a full proposal:

SITUATION PROJECT
ANALYSIS DESCRIPTION

e Problem analysis * Objective

* Beneficiary analysis ¢ Target

* Ripple analysis Location

e Strategy detail e Duration

e Credibility * Resources

e Capacity * Expected results

FEASIBILITY &
SUSTAINABILITY

Economic
Financial
Environment
Social
Governance

Risk management

MANAGEMENT

Coordination
Financial details
M&E

Auditing structures

Figure 48: More on what grant-makers want in an application

It is difficult to suggest a proposal template that would suit all donors. The template included in
this publication is generic and will most likely need extensive adjusting to meet a specific donor’s

requirements, however, the key components are:

Section 1: Summary & Overall Suitability:
e Compliance/alignment
* Beneficiaries Impact ASK/OFFER

Section 2: Programme/Project Factors:

* The proposition Purpose Motivation
Objectives

e Content & methods to be used Activity
schedule

e Duration & time frames Evaluation
& review Profile of target group(s)
Expertise

e Environmental impact Diversity
strategies

e Sustainability of programme/project

Section 3: Cost Implications (Budget):

e Personnel
e Staff benefits

e Equipment Administrative support

e Travel

Section 4: Programme Management

e Factors

¢ History Mission

e Catalogue of achievements

e Office staff

e Board of Directors/Trustees
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Section 5: Conclusion
Thisis usually asummary — directed at a reader who now knows the contours and details ofthe project.
It should be a confident statement of the advantages and certainly of the necessity of the project. It

should close with a pithy statement as to why the project is best qualified to design, implement,
evaluate, and manage the activity (both administratively and financially).

Thetypical headingsinaproposal are pictured in Figure 49:

a Donor’s values

Executive Summary & focus

Goal & Objective Strategy & Activities

Project Management

Q Expected Results

Resilience

. u Performance
Indicators

BUDGET

Figure 49: Typical proposal sections

The 7-page Template 34 ca included in this publication, has several questions to guide you through
each subheading.

Key to a full proposal is the Executive Summary. While it is natural to begin writing a proposal with its
executive summary, it is imperative to regard this as a launch pad, (remember, you cannot introduce
whatyou do notknow ... and you will only know the content of your proposal once you've written it).

When the proposal body is complete, revisit the executive summary and spend time editing it into a
compelling half to three-quarter page summary. Again, do not waffle. State inspiring facts as clearly

and as precisely as you can. Avoid clichés, over-used phrases, pretentious vocabulary, and especially,
avoid writing in the passive voice.
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PLEASE NOTE: add a Footer to all documents, especially solicitation documents, like:

Organisation Name Project Name Page xx of xx pages

Rather than trying to list everything that would make a successful proposal, a list of the typical reasons
why proposals fail may be more useful. Figure 50 is such a list:

LANGUAGE

* All about you

* lIgnores donor’s interests
* No donor benefits

* No testimonials

* Casual / sloppy

* Too long

* Too technical

e Acronyms & jargon
* Poor grammar

* Poorly proofread

* No logical flow

* Too little white space
* No stories

* Too many pictures

* No subheadings

ACTION

* No detailed budget
* No summary budget
* No charts (?)

* No Offer/ Ask

Figure 50: Typical reasons why many proposals fail

SOLICIT

Asnaturallyasyou segued from developingsolicitation documents into the cultivation process, so too will
your efforts flow into the actual solicitation. This could be via a proposal orin person. The latter must be
delicately and courteously managed.

After the initial introductory courtesies and meaningful small talk, conversations should recall previous
contacts, or better still, previous donation(s) to your organisation (or the support the donor has given
elsewhere), then move to state the exchange you have in mind (your Ask). Remember, you are offering
to do what they are interested in, but which they do not have the time or talent to do. You are offering to
synchronise your expertise with their support.
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PROPOSITIONS &

Strictly speaking, written approaches for sponsorship are not simply proposals, they are viable
propositions for a commercial partnership. We hardly make this distinction anymore, but it denotes
the difference between a charitable (non-taxable) request for support and a commercial (taxable)
transaction.

The components of a sponsorship proposition are markedly different to that of philanthropic support:

Event details Overview Publicity:
Target audience e Website
Onsite activities: e Signage
e Hospitality e Postal
e On-site displays On-site sales Suggested promotional display:
Media support: e Travel/product/services packages
e TV e Sportwear/sports equipment
e Radio e branding
¢ Newsprint ¢ Business interests
* Magazines Investment

e Other opportunities

Among the many other differences between proposals and propositions is that the latter does not often
referto its financial worksheet as a budget, but as an investment.

Although sponsorship is often seen as part of soliciting donations, it really is a distinct practice. Effective
sponsorship is a commercial transaction not a donation and usually does not attract tax concessions.
One sells sponsorship. Refer to page 66-72 on sponsorship, a full sample sponsorship proposition is
included as Template 38. Since this approach to sponsorship is not commonly used, the downloadable
sponsorship proposition template is populated with sample details of a Golf Day event.

ESSENTIAL WRITING TIPS

Writing is a vital skill and one of the hardest to master for most people. It is a mainstay in fund
development because letters need to be written, so are persuasive proposals and propositions, and
so too must ‘thank you’ letters be clear communications. Descriptions of projects must be compelling
and convincing. Tone and tenor must be well harnessed.

Here then are a series of tips that may form a useful guide to writing.
Many of the following will be common sense and seem unnecessary, but it might be worth reminding

ourselves of the need to be disciplined when communicating with donors. Even the most seasoned
writers don’t do the following, often unwittingly, but we should definitely all do them:
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Making as detailed an outline as possible. Try notto see this as an extra oraseparate step in the writing
process; regard it as integral and indispensable. Spending time planning and outliningwill make writing
flow easierand quicker. Planningan outline has a certain pleasure of accomplishment. And even though
that outline may change as you write, you will at least know what you wish to communicate before you
build the main document.

KNOW to whom you are sending your document. Find outas much aboutthe person and the company
or foundation you are addressing.

As silly as this may sound, many writers lose sight of the very purpose of their writing exercise. Know
your reason and keep WHY you are writing to them very clear in your mind. Identify your purpose very
early on.

Preferably, begin with a concept note (even one to yourself).

Although not appropriate in all instances, it is necessary when you need to persuade an internal
structure (committee/panel) of the merits and metrics of a programme. Wherever possible, use a template
thathas proved successful, but be prepared to add or omit sections that may notbe relevantto theimmediate
project. Itis hard to discard work you have done, but triage - the cutting away of irrelevant or useless and
unclearinformation —isvery, very necessary in the writing process.

Proposals, whether they be in the form of a letter of enquiry or a full-blown proposal, are often one of a
great many. Most of those will use the same stale language such as, with regards to, in orderto, in accordance
with, in terms of, at this point in time, etc. Many will use obscure vocabulary to try to sound smart. Others will
be loaded with technical jargon and drag along in the passive tense. These devices often blur the message
and proposals get tossed aside. Those that vary sentence length between a few longer sentences and
several shorter ones, those that use crisp expressions with active verbs, will grab their attention and deliver
their messages much more effectively.

Consider the effect of these sentences: Vuko cooked the meal; and The meal was cooked by Vuko! or The
team won the game, instead of The game was won by the team, or Thabo wrote the proposal, rather than
The proposal was written by Thabo. The first version of each of these examples is more direct and even
lively compared to the second. Prefer an active voice. Prefer sentences that begin with a noun followed
by an active verb (I often look back at my use of ‘of’ and ‘by” to check whether | had not lapsed into the
passive voice).
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A fund development proposal is not a sociology essay or a lengthy legal opinion. It is a document
that must deliver and justify a call to action. It must convince a reader that your activity is worthwhile
investingmoney, service, or equipmentin an activity that will yield the results they anticipate. Itrequires
delicate forcefulness, persuasiveness through language that cannot afford to dilly-dally about. Say what
you mean, not what you think you mean. Scour your writing to see if you cannot use an even more direct
and active verb that you may have used. If you meantto say you will use a system, do not risk saying you
will utilize a system.

As Suzanne Lieurance, a former classroom teacher and now a prolific freelance writer of more than 20
books, saysin her excellente-book, Be a Better Writer: Tips to improve yourwriting, “no matter whatyou write
make every word count; eliminate unnecessary words”. She uses the example of why say “he nodded his
head” when “he nodded” says exactly the same thing; or “she said softly”, instead of “she whispered”.

More general recommendations are:

Be relaxed not stiff and while you should not write as you speak, let your writing flow easily, sincerely
without jargon, without pompous vocabulary or phrases (but personalise with care — do not become too
familiar). Write to be easily understood. Take your reader on a journey. Make it a letter (especially letters
of enquiry) to someone you know. Be fresh and original or you will sound like everyone else. Tell the
reader why you are writing to them now.

Read, read, read! This is the only way to improve your writing. Reading will not only expose you to new
experiences and facts, it will also show you different ways of describing things, with new and unusual
ways of arranging words and turning phrases. Focus on the message not the data/metrics. Repeat the
reader’s name on the last page.

Put some feeling into your message; don’t be cold and aloof, nor teary or soppy. Find a balance to show
you care about your subject without being gushy, pitiful, or unnecessarily sentimental. Emphasise the
benefit to the reader.

Don'tshy away from your ultimate reason for writing. Own the fact that you are approaching the donor
fora particularreason. Do it proudly and straightforwardly, not bashfully or apologetically. Yours is the
noble business of connecting skills and know-how with interest and support.
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A cluttered page can easily dissuade someone from reading. Prefer shorter sentences and shorter
paragraphstoleave asmuchwhite spaceasisreasonable.Ifyoudo use boxedinserts, use them sparingly
and judiciously. If you can, try to end each page in the middle of a sentence!

Most readers spend as little time as possible on a page. Speed reading has unfortunately become
something of a fad (by frowning upon slow readers). Following on from the previous point, try to deliver
a page that can be skimmed. Use bold and italicise, even underline type sparingly but effectively to
catchareaders’ eye and provide afair sense of the content.

Be short and to the point, but not too concise as to leave the reader with major questions.

Its less about you than it is the donor...remember, you have chosen to approach her/him about what they
can do for your project. Address them and do not put yourself or your organisation in the way of their
decision-making.

Be firm but courteous in asking for a response by a certain date and say you will call to follow-up
if you do not receive a reply ... if only not to burden the reader with the chore of having to write an
acknowledgement (tut, tut!).

Finally, and arguably most significantly,

Proofread for extra spaces, misspellings, unnecessary or missing punctuation. If you cannot find
someone to help you, consider using a software programme like Hemingway (which | found more
exacting than another popular writing guide, Grammarly). True to its name, the Hemingway app fashions
its suggestions on Ernest Hemingway’s staccato, direct style that is well-suited for fund development
proposal writing.
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ANATOMY OF A FUND DEVELOPMENT CAMPAIGN

Armed with the necessary solicitation documents, developing donor support can move to the next stage,
the campaign. Each campaign hasthree phases of completion, viz. Design, Solicitation, and Stewardship
and must always be seen as part of a larger whole.

Figure 51 represents the key stages in a campaign game plan.

PROSPECT
RESEARCH
PROCESS

3-PHASE
SOLICITATION

INITIATION PROPOSALS STEWARDSHIP

project design + fundraising pyramid  + master proposal + cultivation + acknowledge
+ budget + constituency circle - letter of enquiry + request/offer + recognize
& manifest » tailored donor - negotiate . renew
+ populate database proposals agreement

» master budget
+ tailored budgets
+ summary budgets

Figure 51: Generic campaign game plan
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On amore practical level, Figure 52 is one example of a short-term, ordinary fundraising campaign.

STAGE | CATEGORY

ACTIVITY

Prospect researcher identifies funding source

DETAIL

(Project may identify funding source)

Prospect researcher verifies &

qualifies
Meet with project staff Brainstorm project contours
INITIATION Schedule time to workshop
Concept Map/mind map/Suc-
cess Equation/LFA
= Schedule budget build
() Develop project timeline
72 Study focus areas Determine & articulate project’s
g List project details impact/affect
Develop Organogram
PREPARE Develop action plan
FOUNDATION Fine tune SE/LFA/Concept map/mind
pt map
DOCUMENTATION map outline
. Draft mini C4S
Craft compelling C4S
Review & finalise budget ‘Lateral think’ activities
BUDGET Develop gift range chart
Develop LoE if applicable Project leaders sign-off
1¢ Draft master grant proposal/
PROPOSAL / :ponfsorsdmp proposition
PROPOSITION roolrea
2" draft L
Proposal writer sign-off
. Proofread
= Develop Ubuntu Constituency circle Prospect researcher sign-off
(e PROSPECT Develop Ubuntu manifest
|: RESEARCH? Trawl local databases
< Trawl international databases
': Develop meeting schedule If successful, Development
p g p
(& Schedule meetings with prospects Officer signs-off
— Develop an elevator pitch &/or slide
() presentation Determine probability of
(75 . Approach prime prospects success
Review
SOLICITATION Approach secondary
prospects
Review
Approach auxiliary prospects
Final Review If unsuccessful, report to

Project Leader

3 Prospect research could also initiate a campaign OR could begin with listing the project focus areas.
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STAGE = CATEGORY ACTIVITY DETAIL
Scrutinise terms of . Director signs-off
agreement for cost-benefitratio | . cyitically analyse campaign trajectory
AGREEMENT . Negotiate terms if necessary & make recommendations on lessons
learned

Hand over to Stewardship team

Dissect Agreement . Distribute requirements & timelines
methodically . Build timelines into Database for
. Acknowledge alerts
Recognise . Acknowledge donation
: Renew . Design a tailored & continuing proac-
STEWARDSHIP tive stewardship plan on database

Design reporting template per donor
(on donor's stipulations, where nec-
essary)

Shepherd project progress & maintain
constant contact with donor.

SOLICITATION

Figure 52: Sample anatomy of a fund development campaign

CAPITAL CAMPAIGNS

These are the most disciplined of fund development endeavours and most take several years to unfold
successfully. Capital campaigns are audacious and intensive and require a substantial contribution
from the host organisation in additional staff, an independent consultant, communication, and towards
promotional activities.

A capital campaign begins with a high-value concept, such as expensive equipment or a building. There
must be near 100% buy-in from the entire organisation and diplomatic measures taken to mitigate any
dissention. Organisers must devise a full and detailed risk assessment and develop a detailed budget.

An equally critical component is a Feasibility Study on which the entire project will reside. This should
preferably be conducted by an independent consultant since confidentiality (and impartiality) is
imperative. A consultant, as a totally independent contractor, will be tasked to meet with key potential
donors and ask, among other questions, whetherthe prospectwould be interested in contributing, and if
so, inwhatamount. Prospects may not wantthe campaign host to know eitherresponse, or notyet, and
that is why this phase of a capital campaign should be tackled by an independent consultant.

Appoint feasibility study consultants with care. Consider more than a CV that includes a long list of
clients and funds raised. Consider:
¢ recentexperience along with length of experience;
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¢ askforreferrals from organisations that have successfully engaged such consultants;
¢ when interviewing, consider how well they will fit" in with your team;
¢ bothyourorganisations’ capacity and capability and the consultants’.

If the feasibility study is positive and indicates a high probability of success in reaching the campaign
target, work on producing promotional materials. Begin with a compelling Case for Support. This C4S will
help rally campaign staff behind the campaign activities and serve to introduce funding prospects to
the goal. This, the preparatory phase, is strictly an internal business process and could last from nine
monthsto a year.

The next year or two will be taken up by full-blown prospect research, cultivation strategies, and selected
donor visits. These also take place completely without any public fanfare. Stewardship for these early
contributions should be discrete, but nevertheless be as determined a practice as it would be for every
single gift throughout the campaign.

When about 60% of the campaign is raised, schedule a conspicuous public launch to invite contributions
to an obviously successful undertaking. Normal fund development should now ramp up its tempo.
Other conspicuous events should mark the end of the campaign and the launch and use of the new
acquisition.

Figure 53 is an approximation of a progress flow diagram for a capital campaign:

FORMULATION APPOINT CONSULTANT SUB-COMMITTEES FULL CAMPAIGN MODE

BUY-IN \ 1D LEAD DONOR \ ORIENT NEW STAFF \ MEDIA & FUNCTIONS \

SILENT PHASE (6-9MONTHS) PUBLIC PHASE (3-5YRS)

BUDGET SECURE LEAD DONOR HIGH-LEVEL CULTIVATION PUBLICISE TARGET
BAROMETER

CAMPAIGN CHAIR & TEAM FINALISE C4S SECURE $60% OF TARGET EXACTING STEWARDSHIP

Figure 53: Capital campaign process flow
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COMPREHENSIVE CAMPAIGNS

Thisisaborrowingand blending of routine fund development practices with the more severe discipline
of capital campaigns and is more common among established educational institutions/organisations.

A comprehensive campaign includes all aspects of fund development: from mass mailing through
intimate meet ‘n greet events to secure smaller donations, to full-on drives that secure multi-million,
multi-year support in cash pledges through deferred insurance, bequests, or Trust funds. It could also
be in equipment, vehicles, and a variety of other gifts to the institution - largely because the campaign
target is not set exclusively as a financial value.

Comprehensive campaigns train their focus on alumni, local and locally based national businesses,
foundations, trusts, philanthropists, and friends of the institution. In other words, comprehensive
campaigns seek supportin all sizes and varieties and from all potential sources to meet the high priority
needs of the campaign target.

All institutions have strong and weaker programmes and indubitably, it is the stronger ones that will
prosper more rapidly. The momentum that comprehensive campaigns create has a way of building
the lesser attractiveness of others. A comprehensive campaign can also have spin-off benefits, such as
enhanced teamwork, to heightening the university’s public visibility, and to increase its morale.

Awell organised and well-run comprehensive campaign will increase alumni engagementand expand
media opportunities - especially in amenable news cycles. If prudently exploited, media exposure
could painta picture of a vibrant and dynamic place to study and research. It could attract prominent
scholars and each department would be encouraged to find fresh ways to relate to its constituents
and drive interest to the institutional website which will seat the comprehensive campaign and the
mechanisms with which to participate (project blurbs, pledging facilities, and the donate button). The
main and alumni newsletters and other publications should all consider making the comprehensive
campaign their fulcrum points.

A comprehensive campaign that carries a compelling name will preclude the clumsiness of several
smaller campaigns that will stretch staffing and often lead to costly mistakes like inaccurate prospect
qualifying, poor database intelligence, poor solicitation, and discourteous stewardship.

A unique campaign name, such as G/VE TO AND THROUGH ... might provide a useful catch phrase
to attract support for the institution and to the good of its beneficiaries (be they students or the
communities the institution/organisation serves). Other campaign titles can be the FOOTPRINT FUND
which would cluster all projects that enhance student life on campus and beyond.

Corporate gifts and campus activities can conveniently, colourfully, and continually promote a single
fundraising thrust.
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IS THE INSTITUTION READY FOR A COMPREHENSIVE
CAMPAIGN? &

Support invariably comes from people who respond to credible requests when they are convinced
and confident that their support will advance the institution. They are, essentially, looking to have their
contribution make them feel proud.

This calls for a governing bodies” approval who must:

e issue a clear statement supporting the campaign,
¢ the campaign itself must be promoted as being in full compliance with the institution/
organisation’s mission as a bridge between the academy, business, and industry,
e there must be fully experienced fund-development staff, with an appropriate budget.
To determine an institution/organisation’s readiness to undertake a comprehensive campaign, one
should complete the following readiness profile:

Replace greyed out data with
your own

READINESS FACTOR YOUR RATING  WEIGHT FACTOR SCORE

Board / Council gifting 3 4 12

Top 10 donations 5 4 20

Relevance 5 4 20

Fund development history 3 3 9

Urgency of appeal 3 3 9

Prospect cultivation 5 3 15

Development Office capacity 2 3 6

Board /Council & staff enthusiasm 4 2 8

ExIternal factors 3 2. 6

“X" times annual/recurrent income 2 2 4

Fiscal integrity 5 2 10

Campaign budget 3 2 6

Campaign chair 3 2 6

Volunteers 3 2 6

Executive leadership 4 1 4 Excellent if you scored =175 - 215
Constituency acceptence 5 1 5 Go.ot.i if you scored =140-175
Board /Council involvement 5 1 5 Fair 'f, you scored =100-140

Poor if you scored =43-100

Total Score

Figure 54 : Comprehensive campaign readiness assessment
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Note: these readiness factors are generic and MUST be made to pertain to your specific institution/
organisation. A readiness assessment will point to any weaknesses and/or deficiencies and it is for the
campaign committee to decide to what extent these will have to be addressed. Itis therefore important
that the readiness categories NOT be stock, but be tailored to a specific institution/organisation (the
table above is only a rough attempt to reflect such factors).

Prioritising component projects is the next step. Most common categories are:

Highest priority - those projects with the maximum strategic effect on the quality of the facility and
its beneficiaries;

Important priority - those activities, projects or programmes that have base or enrichment goals;

Long-term priority - activities that need further assessment and planning.

Each of these activities need to have a cost and should ideally be described in benefit and feature
terms. It might be fair to describe a comprehensive campaign as an institution’s strategic plan of
funding action. The campaign would be a strategic selection of vital activities that will serve its vision.
If adopted, a catchy campaign title should be a self-evident and an appealing marketing call.

Imperative to all majortarget campaigns (such as capital campaigns) is afeasibility study — a confidential
‘testing of the waters’to determine prospective donors’interestand willingness to supportthe initiative.
A feasibility study is a staple to a comprehensive campaign.

The initiative should fit squarely within the institution’s strategic thrust and should unequivocally serve

as the very connection between the academy, business, and industry, and indeed, the workplace.

As with all fund development initiatives, a comprehensive campaign will rely on an

institution/organisation’s existing and ratified gift policy framework.

THE EXCHANGE

Negotiations for most grants and donations happen by correspondence. There are, however, times
when a fundraiser must meet with a donor, make a short presentation, and make the offer to exchange
the organisation’s/project’s expertise forthe donor’s support. This is commonly called ‘makingthe Ask’.
Itisan occasion thatrelies on cultivated preparation, afavourable location, careful introductory chat, and
extreme discipline when making the ‘Offer’ or the ‘Ask’.

Several previous contacts should precede this meeting. There should have been a flow of information on
the organisation and the project or programme. Even if the target donor is familiar with the organisation’s
work, there is no harm in packaging it afresh as a reminder — even if succinctly abbreviated.
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Itis also important that the meeting take place in a neutral venue, not in yours or the donor’s offices,
if at all possible. In your office space you are comfortable and could quite inadvertently intimidate
the donor. The same applies to the donor’s comfort zone. Remember too, that if the donor has been
sufficiently primed, they are not likely to want to meet face-to-face to turn down your offer. That could be
done more easily by mail or phone call. The point to agreeing to meet is probably to hear the amount
required and then to figure out how to make it available (meaning which internal facility to tap, or which
finance committee to mobilise).

It is vital that after making the ask, to say absolutely nothing. The donor is almost certainly to go quiet
to figure out from where such an amount can be drawn. Their silence is not necessarily reticence,
embarrassment, or gettingready to reject the offer — do not assume so. They could of course be preparing
to turn you down, but this is unlikely. It is much more likely that they are calculating and/or deciding on
which fund to tap or which committee to consult, or on several other such business actions to take. Do
realise that it will indeed be the thickest, heaviest silence ever, but discipline yourself not to make a sound.
Give the donor the time s/he needs to respond.
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PART 6: ETHICS,
STEWARDSHIP &
COMMUNICATIONS

THE AGREEMENT

We are often overjoyed when we learn that our funding proposal has been successful. This is
understandable because it means our project can get underway or be added to. It also means moving
towards meeting operational and financial goals. In the euphoria we often uncritically accept and sign
the Agreement that follows shortly after the donor’s notice of approval. We should at least ask the
following of ourselves:

¢ Forhowlongwill the funding be?
¢ Isitforthe amountwe applied?
¢ Ifnot, what will the shortfall mean? Can we then afford to accept the donation?
e Ifthe amountis acceptable, is the donation/grant renewable?
e Whatreportsdoesthe funderexpect? Financial and/or Narrative?
e How often do they expect reports?
e Do they expectaspecific format for reports?
e Ifthe donation is in aforeign currency:
¢ Ifthe exchange rate is in your favour, will they allow you to keep the windfall?
e Ifnotinyourfavour, do they know the implications of a shortfall for your project?
e Doesthefunderallowfor extensions and if so, under what circumstances?
e Ifthere are sub-divisions within the project, will the funder permit cross-funding should a valid
need arise to do so?
e How would the funder wish or NOT wish to be recognised?

Assuming both your and the donor’s needs are met, it is important to keep your beneficiaries at the
heart of your endeavours and the donor at the centre of your considerations. Whether a member or
not, it would be prudent to adopt the principles set out by the US-based Association of Fundraising
Professionals (AFP) under their Donor Bill of Rights to set the parameters. Figure 55 is a summary of
those parameters:
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Philanthropy is based on voluntary action for the common good. Itis a tradition of giving and sharing
that is primary to the quality of life. To ensure that philanthropy merits the respect and trust of the
general public, and that donors and prospective donors can have full confidence in the nonprofit
organisations and causes they are asked to support, we declare that all donors have these rights:

0 Staff will conduct

P Their gifts will b D>
% D(_)ngrs know your % us:(ljrag; ir?t\olevrlndej % relationships as professionals
mission

0 Know who is 4} Appropriate 8 Told whether fundraisers are
on your % acknowledgement -~ employees, volunteers, or
governing & recognition S consultants
board 4.0» They are
<€ Access your <P Respect their Q- May have < entitled to
most recent privacy & < —_ themselves enquire
financial confidentiality N deleted from
statements lists

Figure 55: The essence of the AFP’s Donor Bill of Rights

IMPLEMENTATION

There are three considerations when activating a project or programme: ethics; monitoring & evaluation;
and performance appraisal.

ETHICS

An ethical stance should begin with the values outlined in a fundraising plan and in an organisation’s
service pledge.

The values list found in many strategic plans is often lengthy and unwieldy — to the point of merely
beingagrocery list. The essentials in developing donorsupportare honesty, respect, and compassion
and from this spawn all others, such as accountability, integrity, diligence, etc. These values are also the
very spine of a meaningful service pledge — a bold proclamation of how an organisation exercises
those core values.

Some companies have jettisoned the conventional static list of promises to instead personalise what
they value. Automattic is an excellent example of such contemporary, unconventional expression.
They are the people behind the world’s most popular web builder, WordPress.com and several similar
programs, like WooCommerce, Crowdsignal, Cloudup, Tumblr, and Pocket Casts, who believe in making
the internet a better place. Their belief system is what they call The Automattic Creed:
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I will neverstop learning.

I won'tjustwork on things thatare assigned to me.

I know there’s no such thing as a status quo.

I will build our business sustainably through passionate and loyal customers.

I will never pass up an opportunity to help a colleague, and I'll remember the days before | knew
everything.

I am more motivated by impact than money, and I know that Open Source is one of the most powerful
ideas of our generation.

I will communicate as much as possible, because it’s the oxygen of a distributed company.

Iam in a marathon, not a sprint, and no matter how far away the goal is, the only way to get there is by
putting one foot in front of another every day.

Giventime, there is no problem that’s insurmountable.

striking about this statement of conduct is that it is a personal commitment that speaks of the

group’s mission and vision. There is verve and zest in each statement, and this is reflected in their
innovation.

Perhaps more conservative yet contemporary and timeless, would be the following list. It is purely
suggested content towards a tailored credo or service pledge fora fund development enterprise:

CREED OF ETHICS / SERVICE PLEDGE &

Where necessary replace the greyed-out text with your own.

We believe our first responsibility is to raise necessary funds to allow xxx to develop innovative and
useful programmes that complement its core business of xxx,xxx, and xxx.

In meeting these responsibilities, everything we do must be of the utmost quality.
We must constantly remain cost conscious and use xxx or donor funds judiciously.

Our beneficiaries’ needs must be met promptly and with care.

We are responsible to our team — the men and women who work with us.

Everyone must be considered an individual.

Compensation must be fair and working conditions clean, orderly, and safe.

We must be mindful of ways to help our colleagues fulfil their family responsibilities.
Colleagues must feel free to make suggestions and complaints.

There must be equal opportunity foremployment, development, and advancement for those
eligible.

We must provide competent management, whose actions must be just and ethical.

We are responsible to the projects and programmes with which we work and mustuphold their
rights and responsibilities with their donors.

We must be good citizens and encourage civicimprovements, better service delivery, and
education.
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¢ We must maintain in good orderthe property we are privileged to use, protecting the
environmentand natural resources.

¢ We must explore new ideas.

¢ We mustengage in reading and research, develop innovative programmes, and learn from our
mistakes.

e We mustacquire modern equipmentand help launch new programmes.

e We must create reserves to provide for adverse times.

When we operate according to these principles, our team, and our community should be proud of the
support we provide.

Ethics is a wide-ranging field and it is best understood by looking at the tool devised by the
Fundraising School at the Centre for Philanthropy at Indiana University, to help assess aspects of an
issue that might present an ethical dilemma.

The safest stance, evenif perhaps toorigid a stance, to avoid ethical dilemmas, is to adopt the maxim, There
areno grey areas in fundraising — meaningitis either right orwrong, there is no middle ground.

It would be best to analyse an actual situation that illustrates a simple ethical quandary and use The
Fundraising School’s tool to assess the dilemma.

Organisational Mission

Supporting
Network

Relationships

Donors

© The Fundraising School, Indiana University

Figure 56: Ethical resolution tool

A fundraiser collected a cheque from a donor . When she got back to her desk, she discovered the cheque was
in an amount a little more than she had agreed with donor. She called the donor and explained. The donor told
hernotto bother coming all the way back to him to replace the cheque, she should take the extra amount for
herselfinstead.
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The fundraiser thanked him and agreed to do what he suggested. She managed to cash the cheque, deposited
the agreed amount in the organisation’s account, and keptthe extra. Her justification was that she was merely
being compensated for her time and effort in going all the way out to collect the donation.

Elements:

e Apre-agreed donationamount;

e Atransaction built on arelationship and on an understanding;
The fundraiser may well have used an organisation vehicle;
She certainly travelled on organisational time.

At stake are:

The fund developer’s integrity in accepting reward for work she was paid to do to advance the
organisation’s mission;
¢ The organisation’s reputation for allowing donor funds to be rerouted into an employee’s
account.

If we pass this event through the ethical tool —
How does this act affect:

e Colleagues
- favours one & encourages others to create similar opportunities, Board - excludes Board
governance & leadership discipline,
* Donors
- suggests improper flexibility,
e Volunteers
- have every right to expect similar rewards,
e Community
- relegates them to a mere product in the transaction, instead of the prime beneficiary.

Exercise:

Here is another example of an ethics dilemma. Consider the questions that follow the
scenario and see how they can befiltered through The Fundraising School’s tool.

A long-time donor with no relatives dies and leaves a very substantial bequest to Organisation
X in her Will. Before she died, she told her Executor that she wanted to make several gifts to her

friends andthat included the Executive Director (ED)of Organisation X with whom she had become
well acquainted over the years.
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The Executor explained that if she were to leave a gift to the ED in her Will, the ED would be obliged to
disclaim the gift. She was adamant that this is what she wanted to do, and that her gift is exclusively
forthe personal use of her friend, the ED and for no business-related purpose! She instructed her
Executorto write a personal cheque after her death. She added that ifthe ED refused to accept her
gifther Executorwas to cancel her entire bequest to Organisation X.

The ED arrived at work one day to find a cheque for 10,000 enclosed with a letter from the Executor
explaining the gift. After recovering from the shock, the ED called the Executor to return the cheque.
The Executor expressed frustration with the situation and with the ED because he is obliged to carry
outthe donor’s wishes and refuses to take back the money.

* Isthere another ethical response open to the ED?

e Ifthe Executor refuses to take back the money, what options are available?

¢ Should the ED notify her/his Board of the dilemma?

e Can the ED make a charitable donation to Organisation X?

¢ What would the public perception be if this situation were to be disclosed?

e Would it make a difference if the amount was 10.00, 1,000 or 100,000 or more, instead of
10,0002

e What might Organisation X have in place to help staff/volunteers who find themselves in
difficult situations such as this?

STEWARDSHIPZ

This stage is arguably the most crucial and the most neglected by many a fund development unit. As |
have hinted several times in this publication, stewardship involves much more than saying ‘Thank You'".
This is where you show how much you appreciate the donation, go on to demonstrate how much value
the donationhasachieved, andyoudoallyou canto engage the donorinthe works/he hassupported.
At this stage it is as much aboutimplementation and progress as it is about nurturing relationships to
retain and to renew. Itis also a stage that reveals or betrays an organisation’s human decency.

Remember: one cannot fully understand the value and texture of stewardship unless you are or have yourself
been a donor. Only then will you know the true importance of being thanked, and the essential gratitude and

courtesy that accompanies a genuine ‘thank you'.

Stewardship is another of those words that we embrace less for its meaning than for its professional
ring. It ‘dresses up’ our custodial practice of thanking our donors. In business it works very well, so too
in the fund development world. But fund developers need the concept to work even more powerfully,
more personally. Our custodial responsibility needs to appeal much more to the emotions than it often
does. We need to value our donors; to make them feel a closeness and a strong, if not overwhelming
satisfaction of being part of what we do — strong enough to want to continue their support.
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Our brand of stewardship must go far beyond a string of ‘thank you’ notes; it must be finely laced with
gratitude. As Dr Susan Ferguson says, when humans feel gratitude “the brain produces oxytocin, a
hormone important to bonding... It’s the same hormone that mothers release after birth and is found
in breast milk”. Ferguson illustrated her contention in:

“Research shows that gratitude is linked with feelings of reward, improved sleep and decreased
depression and anxiety... There are measurable benefits to mental health and interpersonal
relationships when humans feel gratitude™

[twould be wise to look at two aspects that inform stewardship: why donors leave; and why they renew
their investments in projects. Here are the results of countless overseas surveys, however, the reasons
are so human as to be universal.

WHY DONORS DISCONTINUE WHY DONORS CONTINUE

+  Project no longer appears to need their +  Perceived the project to be effective.

assistance. +  Knows what to expect from an organisation with
+  Received no information on how their each interaction.

donations were being used. *  Receives a timely thank you and updates.
+  Had forgotten they supported xxx. «  Receives opportunities to make their views
«  Were never thanked. known.
«  No word after the initial acknowledgement. +  Feel they are part of an important cause.
+  Received poor communication. «  Feel appreciated.
«  Other organisations were more deserving. +  Receive information showing who is being helped.

We often busy ourselves with managing the project or programme and do not always give enough thought
to the one who underwrites our work. Disregarding a donor’s true worth is not only a grave mistake,
but also grossly unmannerly. The task is not to go through the mechanical motions of sending yet
another routine thank you note — however grandly it may be worded! The true task is to make sure the
gesture expresses a genuine sentiment of appreciation.

Stewardship is all-too-often underplayed and is even a discounted stage in the fund development cycle.
Disregarding its significance could short-circuit all the slog involved in conceiving/ formulating a
project, researching a budget, finding a donor, cultivating a relationship with a donor, and acquiring
assistance.

Calling this practice ‘gratitude’ may not sound as professional as stewardship, so let us continue with
stewardship, butletus practice gratitude. Understandthatstewardshipfeedsintoanintricate psychological
process where motivation to give (releasing the brain chemical dopamine) is transferred to actioning
(releasing norepinephrine, a form of adrenaline) and then expects the satisfaction that comes from
expressions of gratitude (developing serotonin). Gratitude can boost the neurotransmitter serotonin

4 Hanady Kader; Blog post: The Science of Gratitude and How Kids Learn to Express It in the Seattle Children’s Hospital Research Foundation.
23 November, 2015.
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and activate the brain stem to produce dopamine whichis our brain’s pleasure chemical. The more we think
positive grateful thoughts, the healthier and happier we feel. One could spin this on its head and presume
that happy people give and if we can nourish that we could increase their willingness to give.

There is much to be done after the initial ‘thank you” acknowledgement. Two tenets worth adopting
are:

e Fach donation should be the first of several; and
e Find atleastseven ways to express gratitude.

Our purpose in showing our donors consideration, care, and basic courtesy, is to make them feel
satisfied that they made a wise and effective decision in supporting our project. Itis also our subliminal
purpose to ensure they remain our donors and continue to support, if not this project/programme,
then another or a future initiative.

A recent article by Otis Fulton, PhD in NonProfitPRO, 19 December 2022, develops the principle of
courtesy a bit further. After reading Humble: Free Yourself from the Traps of a Narcissistic World, by social
psychologist Daryl van Tongeren, he notes that people seem to gravitate to humble organisations for
the same reasons they gravitate to humble people.

Fulton then interrogates that phenomenon and surmises that:

* messages must come from a single person, not an organisation. Messaging must be personal;
e humility changes lives; it is a boon for healthy relationships, a necessary componentin
the workplace and an important part of a society that seeks to grow and change; itis a
transcendent move that shifts people to a wider perspective.

Fund development units must ask themselves whether they think of their supporters merely as donors,
or whether they see their donors as an inherent part of the unit that receives support. Is the unit at the
centre of their work or are the donors at the centre of the unit’s endeavours? The latter should be the
correct answer, and stewardship is the activity that will nurture and sustain that belief.

Hereis aselection of ways an organisation can thank and express gratitude:

¢ A handwritten letter;

e Afollow-up phone call;

e Invitation to a visit and/or tour;

* A modest gift;

¢ Presentawelcome package;

¢ Spotlight donor on social media;

e Distribute in-house publications;

e Feature on a website, orin a blog post;

¢ Send birthday, anniversary, and holiday cards;
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¢ Write a concise end-of-year individualised summary of your work (warts ‘n all); an informal,
overview (this could be addressed to an individual donor or to the agency contact person);
e A2-minute ‘thank you’ video;
¢ Invitations to:
e small group meet 'n greet functions
e inside access to your larger organisation’s enterprise (campus labs, museums, operation
workshops, etc.)
e informal feedback/input conversations (written or over coffee/tea)
* come-along events to similar projects in cognate organisations
e ifyou have an alumni programme:
® reunions
¢ chapter events (meet ‘n greet city or regional) dinners, theatre or cinema shows,
¢ branded gifts
e special interest clubs (engineers, built environment, medical, touring, etc.);
e Hostan appreciation event for all your donors; and
e Inscribe on a donor wall (static or digital).

Template 39 is a guide to developing a comprehensive Stewardship plan. c?

Remember, it is imperative that we make genuine connections with both prospective and indeed,
current donors. Such connections must go beyond simply landing support to making them feel like a
genuine and intrinsic partner in the project or programme.

It follows that communication should not be general or generic, but tailored to specific donors. This
means that the donor pool must be divided appropriately or more accurately ‘segmented’ into the
unique human beings they are — whether of a larger foundation or corporate, faceless government
department, orthe smallermonthly ‘gifters’. Italso means thatas much ormore time mustbe devoted
to stewardingas to donoracquisition.

Bloomerang suggests the following typical donor segments could be:
o 15%time donors

e Recurrent ‘gifters’

¢ Dormantdonors (mistakenly(?) referred to as Lapsed donors)

e Friends orvolunteers of the organisation who have never given

¢ Donorswho have associated with your work through attendance or feedback

¢ Social mediafollowers, and of course

® Long-term supporters.

Map out the types of communications to send to each segment at certain points within a timeframe.
Forinstance, make sure all first-time donors receive a specific message within 48 hours, thatis promptly
from the very beginning of the association with you. Every step should be detailed so that anyone on
your staff can make sure these communications occur.
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These segments could also be classified under the following categories:

SUGGESTED STEWARDSHIP
CATEGORY CHARACTERISTIC COMMUNICATIONS
How long have they been The longer they have been giving, the less formal and more
Recency . . L
giving? familiar your communications.
S How often are they giving? Frequent giving suggests an automatic debit process.

Ensure that your communication remains personal.

Politely suggest an automatic debit process and a minimum
Type How are they giving? to cover the bank charges. Ensure that your communication
remains personal.

If unrestricted, choose one or a range of activities to which

Lo
Amount How much are they giving? their gifts are contributing. Inform them of the impact.

If a memorial gift, respond to show how your activity serves

ivina?
Reason Why are they giving? to memorialise.

What topics are they most Determine the interest(s), the extent of the interest, and

Inter . . . A
L interested in? weave it into your activities.

These donor segments will be meaningful if drawn from a reliable database that will also provide
metrics on which to base communications. If you have detailed information on your donorsand have it
organised inan even, consistentformat, it will preventyou from sendingthe same message to everyone,
sending dreaded duplicate communiques, help with prompt and timely contacts, and of course
personalise your communication. Donors must be made to feel youare communicating directly with
them, notaddressing afaceless batch of givers. Embrace data!

A donorwho owned a string of car dealerships once told me how much easier it was to sell an existing
customer a newer model of a brand than it was to woo a stranger from another brand. Similarly, if a
relationship with a donor is sincerely nurtured throughout the gifted project life, it is highly probable
that the donor will continue the relationship.

Retention should rank every bit as high as Acquisition;

Stewardship should rank every bit as high as Soliciting.
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REPORTING

CEOs, Executive Directors and Vice Chancellors are as demanding of their fund development units as their
counterparts in commerce are of their sales departments. Salesforces and fund developers arelifelines
andtheirleaders needto keep abreast of the vicissitudes surrounding their work.

The easiest way to keep executives informed of the progress flow in fund development is to share
a dynamic dashboard of changing metrics. A dashboard is also a convenient tool to pace a team. It
begins with keeping and continually updating a selective dataset.

A progress dashboard requires headings such as:

Type Source Country Revenue Project Fundraiser Initiator
Nov 18 Foundation | Ford USA 1,000,000.00 Language John Mellis DrJane
Foundation Service Schumer
Nov 18 Grant USAID USA 5,000,000.00 HIV/AIDS Thando
Mosootoane
Dec 18 Sponsorship | Total Energy | France 500,000.00 Research Jake Bradshaw | Ms Hilary
Klein
Jan 19 Grant Sasol Oil RSA 1,000,000.00 Research Anne Everitt
Jan 19 Scholarship | NedBank RSA 50,000.00 Wildlife Walter Mitty
Jan 19 Scholarship | Cummins RSA 100,000.00 Engineering | Brad Ogude Prof Anne
Engineering Pierce
Feb 19 MerSETA RSA Gov RSA 3,000,000.00 Engineering | Sam Makholiso
Mar 19 EduSETA RSA Gov RSA 2,000,000.00 Education Jo Collett

Figure 57: Sample donor dataset

New data can be added to refresh the dataset at any time. Several
pivot table exercises will then extract pertinent data, analyse it,
and display the results in easy-to-read graphs. Each graph can also
be interrogated using the controls (such as slicers and sparklines in
Excel) in the upper left-hand corner to reflect progress at different
dates. Here isasimple example, one can add several other features
to assist internal reporting.

Figure 58: Sample interactive dashboard
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Donors often remark that they agreed to support a project because it promises vibrantimpact, only to
receive a lacklustre report. Project leaders are so busy delivering their service that they underestimate
the value of a fully reflective report. They neglect to prepare reports until the deadlines loom and
hurriedly developed reports rarely, if ever, reflect the true value of accomplishments.

Remember, to you it might be a donation, to the donor it is the equivalent of an investment. They had
to justify why they decided to invest in your activity and must evidence their reasoning through your
report to their supervisors who, in turn, probably must report to a Board. Donors are imminently
accountable, theirjobs and eventheir company standings could be on the line. Respect that eventuality
and take time and care to prepare reports.

The Results-Based Reporting template below is a useful guide to presentas atable, or you may use the
table as an outline for a narrative report — it will contain all the necessary narrative and metric details.
One should also consider populating the template during the course of a project, not only when a
reportis due. Aresults-based template will not only represent the work done in detail, it will also serve
as a continuous progress monitor and keep all participants fully aware of their achievements.

Adding progress information as bulleted points is convenient and can be dispatched ‘as is" or
written up in full narrative guise. Itis a tool that would help avoid those last-minute scrambles to meet
reporting deadlines.

V4
Summary of Planned to Actual Results for the Period
Starting Date, 20xx, Phase xx, Year xxxx

Priority Outcomes  Priority Outputs Results Planned  Actual Results Variance Progress Towards

(long-term result)  (Achievements) for this Period  for this Period (if any) of Results
Actual Results

Intended product 1

Intended product 2

Intended product 3

Figure 59: Results-Based Management reporting worksheet
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COMMUNICATION &

It should be clear by now that fund development is more than writing and sending a proposal. The
process depends as much on establishing contacts as it does on building and maintaining relationships.
Itis a staged process that will also hinge on external factors. Being known and being researchable are
two such external factors (be seen, be heard should be their communication efforts’ mantra).

An overall blueprint for developing a communication plan would be: 69

Strategic Communications
Planning Guide
\

Critical Elements of a
Communication Strategy

Overall Goals Key Activities

Ensure positive Media

Identify target Coverage
- audiences
Identify your Secure editorial
Priority Outcomes endorsements and
. columnist support
and your Ultimate Conduct research
Goal Identify and train

spokespeople

Develop Messages Build media partnerships

Support vision
and mission Be mindful of internal

statement communications

Produce Materials

Develop web strategies
and manage content

Assess Resources Consider advertising

Integrate Values

Develop crisis control
and backlash plan

Write Action Plans
for each Key Activity

Conduct evaluations

Figure 60: Communications blueprint

123



DEVELOPING DONOR SUPPORT

Building on from such an outline, one could use the following table to operationalise the strategies: c?

SUCCESS DUE

OBJECTIVES ACTIVITIES TARGET AUDIENCE(S) INDICATORS DATE

To strengthen
internal
communications

Increase public
or profile of
development
interests

Publicise
exceptional project
achievements

Increase the profile
of the development
office to internal
clients

Design & distribute
promotional
materials

Cultivate publicity
materials for
specialist/focussed
campaigns

Develop an
interactive, dynamic
website with a
donations’ facility

Figure 61: Strategic communications worksheet

124



DEVELOPING DONOR SUPPORT

Communications activities should also, ideally, be in the form of a matrix with main activities
scheduled and time-lined, but with enough flexibility to accommodate ad hoc communications
(e.g. notin any particular order).

Achievement/

. Owner
Variance

Medium When Why HowOften Objective Milestone

Blog Newsletter
Bulk emailing
Call-backs

Media bulletin
Op-Ed Mailings
In-person contacts

Social media Linkedin

Figure 62: Communication schedule 69

Itis worth repeating that one’s writing style should be crisp and, as we have seen earlier, not bogged
downin passive descriptions. Use brand colours judiciously.

Websites should be uncluttered, dynamic, even lively and up-beat, and showcase achievements.
Remember the prime purpose of the website is NOT to be another promotional brochure, but
to be a vehicle to attract and receive support. The landing page should steer interest directly, but
subtly to the all-importantdonation page. Here are tips for an inviting donation page:

¢ Stay on message do not drift, be side-tracked, or waffle;

e Use crisp, shortsentences with everyday vocabulary and action verbs;

¢ Show, do nottell;

e Help visitors imagine THEIR impact;

¢ Highlight credibility;

* Retain visual identity & balance;

* Make mobile giving easy;

e Emphasise goodwill;

e Make it easy, very easy, to donate;

¢ Follow-through on every clicked visit (automated and selectively, personally).

Inthe post-pandemicworld, we have become adeptat communicatingremotely. Online meetings
are much more natural to us now and the world of workis likely to be less in an office building. That
means, digital communication will be paramount and an online presence needs to be dynamic.
Websites are likely to be the first contact and be the heart of the communication chain. They will
need to throb with fresh variety and not be a digital brochure. Newsletters, even e-Newsletters are
losing prominence over frequently refreshed Blogs.
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As non-profit organisations dedicated to doing social good, we are driven by emotional commitment
and should be able to write our stories of need and success and share these online. One can summarise the
benefits of blogging as:

e Blogsareshort-ish, easily digestible peeks at interesting topics.

¢ Blogs help optimise search engine (SEO) searches.

¢ Blogsare an easy way to provide a reason for donors to return to a website.

¢ Blogs provide context for donation asks when linked to a story.

¢ Blogs can power an entire digital ecosystem (social posts, newsletters, campaign appeals, etc.).

Asimple example of how to plan to have a Blog that does not drag stale information alongis:

* Appointamanaging editor.

e Recruittwo persons who like to write.

¢ Design oracquire a set of fast-loading, visual templates that are also optimised for search
engines, for example, case studies, information sharing and others that would be appropriate foryour
work.

¢ Haveall three consider only four work-related topics and commit to writinga 12 -2 column blog
overa12-month period, each will publish one blog post per quarter (i.e. only four shortarticles per
year).

Month1 Month2 Month3 Month4 Month5 Month6 Month7 Month8 Month9 Month10 Month 11 Month 12

Editor X X X X
Writer 1 X X X X

Writer 2 X X X X

Once there is momentum and writers have the confidence, you may wish to increase the number and
frequency of posts (to weekly or fortnightly). Simply assign an additional blog post to the existing writer
complement, or recruit another. This is an excellent and informal opportunity to hone basic research
and writing skills, especially in web content writing.

There are also drawbacks to blogging:

¢ Bloggingtakestime, however, if planned as in the schedule above, itis eminently manageable.

¢ Bloggingcanbeseenasnotimportantinthe grand scheme of what is happeningto serve the
mission.

¢ Bloggingdistracts from other platforms.

¢ Blogs may not produce a direct return on investment (Rol).

Many of these objections to blogging are matters of opinion and individual organisations should weigh
the merits against their own capacities. So, will blogging be worth implementing? Yes, if done sensibly.
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Blogging does take time to get right. Here are five tips to consider.

Have a solid reason to blog and be committed to blogging. Make sure that your blog has a call to
action so thatwhen someone finishes a post, they have something to do next.

Blog pertinent, interesting, and related information. Put a process in place to help identify
the stories orarticles that will make good blog posts. Forexample, make an information element
checklist (image, video, quote, result, audio, infographic, statistic , etc.). If you have two or
more elements and the story or article has a human protagonist, it will likely make foran
engaging blog post.

Narrow the range of interest. ‘Searches’ are getting more specific. Instead of writinga post that
answers lots of questions, try answering just one question per post with a comprehensive answer.
Turn to technology. Writer’s block is real. Have your writer group consider using, but not relying
ontools like Answerthe Publicand generative Al tools, like ChatGPT.

Promote your blogs. Blog posts need readers if they are to be successful. Refer to your blog
posts on social media, in emails, and add them to other areas of your website to ensure that
donors and supporters know the impact your non-profit organisation makes.

To be seen and heard is vital for relationship building, and stewardship initiatives will naturally draw
nourishment from all communication activities. A communication plan should schedule:

Frequent website refreshing;

Regular Blogsite refreshing;

e-Newsletter(s) as well as print copy newsletters;

Special printand radio bulletins on progress and achievements; and
Webinars and podcasts where relevant.

It is worth repeating that writing style should be crisp and not bogged down in passive descriptions.
Use brand colours judiciously.

SOCIAL MEDIA

Today, most of us know that social media refers to the way we interact with each other by creating,
sharing, and/orexchanginginformationandideasin onlinecommunitiesand networks, namely Facebook,
X (previously Twitter), Thread, Instagram, LinkedIn, and YouTube accounts.

Social mediais about:

Conversations, community, connecting, and building relationships;

Authenticity, honesty, and open dialogue;

Allowing you to hear what people say about you, and enables you to respond; and
Being compelling, useful, relevant, and engaging.
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Current popular social media platforms are:

Blogs: Platforms for casual dialogue and discussions on a specific topic or opinion;

Facebook: The world’s largest social network, with billions of active users. Users create a personal
profile, add other users as friends, and exchange messages and post status updates;

X & Thread: Networking/micro-blogging platforms thatallow groups and individuals to stay
connected by exchanging short status messages (140-character limit);

YouTube/Vimeo: Video hosting and viewing;

Flickr: An image and video hosting website and online community; although this platform
appearsto befalling out of favour. Photos can be shared on Facebook, Instagram, and other
social networking sites;

Instagram: A free photo and video sharing app thatallows users to apply digital filters, frames,
and special effects to their photos and then share them on a variety of social networking sites;
and

LinkedIn: A place where individuals and groups of professionals with similar areas of interest can
share information and participate in conversations.

Here are some basic maintenance suggestions for each social media platform:

LinkedIn

Keep your profile current;

Add connections from your organisation’s list of friends, colleagues, employees, volunteers,
and donors;

Ask these connections to write appropriate recommendations for your work; and
Continuously monitor status updates and make comments as necessary.

Facebook

Update your status as much as possible, at least weekly on relevant project/programme
activities;

Constantly invite new friends, colleagues, and associates to be a friend of the organisation’s
Facebook page;

Ask your Facebook ‘friends’ to comment on issues and aspects of your work;

Post relevant project/programme-related news stories frequently;

Create and promote events;

Change relevantimages regularly;

Add appealing videos often; and

Accept any invitations to join a Facebook event page, i.e. an event your project/programme is
participating in, e.g. conferences, round-table discussions, sporting, and community events.
Add links to these event pages to your Facebook page.
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X (previously Twitter) & Thread
‘Tweet’ often — e.g. update supporters on progress during a fundraising campaign or projects/
programmes.

¢ Tweetaboutnew articles thatrelate to yourwork and/orits issues;

e Tweetaboutany endorsementand successes;

¢ Tweetaboutany changesin contactinformation;

¢ Constantly invite new friends, colleagues, and associates to follow your work

on X & Thread; and
¢ Follow cognate organisations/programmes/projects.

YouTube
As with any all these platforms, if you have the capacity:
¢ Constantly invite new friends, colleagues, party staff, donors, and volunteers to your YouTube
channel;
e Createvideos, i.e. excerpts ofany media exposure you have enjoyed, interviews, events, debates
etc.; and
¢ Make sure Facebook, Thread, X, and LinkedIn are automatically notified when new videos are
uploaded.

Constant Contact

e Compose aweekly blog;

e Compose aquarterly ortwice-yearly newsletter for donors;

e Constantly add contact emails to your database email lists; and
Add links to yoursocial mediainthe blogand newsletters.

Following these simple steps will bring attention to your work and drive traffic to your website that
could potentially lead to, hopefully, attracting volunteers and be invaluable information for donors who
are bound to research your organisation.

Crucially, a social media presence must be compelling; it should be an engaging digital presence.
Non-profits must see social media as an essential communication and promotional tool to carry very
interesting content, target specific demographics and strive to build trust. In other words, an effective
message via social media platforms revolves around emotion.

The story presented must make the reader ‘feel” enough to engage with your story and it should drive
a sense of connection and community, says Kirsty Fontelera of NonProftPRO in her 10 March, 2023
article Unleashing the Emotional Potential of Social Media: How to create an engaging digital presence. She
advocates that the non-profit’s story should be distinctand remain consistent across all its social media
platforms; the similarity is bound to build familiarity.
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She also recommends discussion sessions that Americans refer to as town hall meetings — by inviting
donors and other interested parties to join in online conversations on aspects of the work you do. These
need notbe live, butby postinganintriguing question/statementand inviting comments/reactions over
afew days or weeks.

Similar to such discussions, a blog or a remote discussion with one of your project leaders on her/his
project would be another way to engage an audience on social media.

Posting photographs and beneficiary stories are also engaging, provided they are refreshed frequently to
make websites dynamic — not left to be static and stale.

[twould be awaste of energy to putso muchworkinto servicing these social media platforms only in the
hope that the messages, reports, and videos reach readers-visitors. Fortunately, one does not have to fly
that blindly. Google Analytics is an extraordinarily useful digital engine that can track whathappens to such
communications.

You can track:

PAGE VIEWS The number of times your website pages were viewed during a

given period.

VISITS The number of visits to your website during a selected period.

The percentage of entries on your website that resulted in an
BOUNCE RATE exit without going deeper into the website.

‘call to actions’ completed by the website visitor, i.e.

CONVERSIONS completing an online ‘contact us’, enquiring, or ... making a
donation.

It is prudent to share programme activities and successes on selected social media platforms.
This will increase brand visibility for not only those interested in the work you do, but especially
for prospective funders to get to know as much about your work even before they consider your
approach. Such a promotional mindset will have your organisation attend and present at conferences,
write commentaries for local and larger-distribution newspapers and magazines, offer comment on
aspects of your work to radio stations. In the process, you will build a network of media friends who
would also be able to call on your organisation to assist in their own content-building work. Adopt the
mindset Give to be able to Get.
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The better your organisation is seen and heard, the better it will
appear on prospective and active donor radars and the easier it is
to support your credibility. In other words, communication and
promotion works perhaps indirectly, but definitely actively, towards
your fund development. Neglect communication and promotional
activities at your own peril — in business, reputation is everything.

A word of caution. Social media has spawned a new language, one
thatis casual and oftenflippant. Insome waysithas taken ‘informal’ to
an extreme level with its own abbreviations and acronyms and made-

7=
HOW TO BUILD, up words. This can be treacherous in business communication and

L ]
TRUST & CONNEC'T‘ON' jeopardise relationships. | would strongly suggest all of us read Erica
NO MATTER

Dawan’s, Digital Body Language to become aware of the many new
THE___DT%TANCE habits we have formed — many to suit our own expediency at the

. expense of practicing simple good manners.
.

If left unchecked, the digital

mindset risks irreparably
contaminating our social behaviour.
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PART 7: PERFORMANCE
DEVELOPMENT

Thereisafundamental difference between performance developmentand performance management/
performance appraisal. The latter seems primarily concerned with achieving operational objectives
while performance development focusses equally on performance and the professional growth and
wellbeing of colleagues. It takes into account the targets reached and the effort and abilities that went
into securing progress.

It begins with measuring project or programme strides.

MONITORING & EVALUATION (M&E)

We often leave M&E until reports or site visits from our funders loom. Yet, if M&E principles are
applied at the very beginning of a project or programme, and throughout the life of a project, the
implementation and flow will most likely be smoother with fewer unwelcome surprises.

We should begin with the principles of evaluation. These are those criteria that shape our assessment
process and provide sound and fair guidance for evaluation. We apply these criteria when planning
and they fall into four major categories:

Utility - Serve the information needs of intended users.

Feasibility - Realistic, prudent, diplomatic, and frugal.

Propriety - Act legally, ethically, and with regard for the welfare of those involved and those
affected.

e Accuracy - Reveal and convey technically accurate information.

These four principles should then apply to the five key questions to ask in the M&E process, in other
words:

What do we want to achieve? (aims/goals)

Whatdo we wantto produce? (objectives)

What markers will we use to indicate progress? (performance indicators)
How will we know whether we are doing well or poorly? (monitoring)

What change have we made? (based on all the information you have collected).
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With these guidelines in mind, one has a clear view of how to formulate a project for both funding
support AND for effective implementation.

If you builta Log Frame Analysis (LFA), a Theory of Change (ToC), a Suitability Index, or a Success Equation
(SE), monitoring the progress of your project or programme should be relatively easy, as will the
evaluation and review stages.

Similarly, if you adopt the Results Based Management (RBM) reporting template of Figure 59, the
continued recording of activities will help keep a bird’s eye view of progress. Keeping continual track
in succint bullet points will make compiling a report that much easier since all the details would have
been captured and be at hand.

Other vehiclesto monitorand appraise progress are:

e Surveys / participant questionnaires,
e T-on-1lInterviews,

e Focusgroups, and

e Casestudies.

THE BALANCED SCORECARD (BSC)

Eachprojectorprogrammewillnaturally have itsown progress detailsand challengesthatmustbe recorded
and be reflected in narrative and financial reports. Fund development staff often feel that they are
only judged on how well they hit their revenue targets - at the expense of everything else they do. The
concomitant stages that lead to landing a donation and the gratitude and retention programmes that
follow, are often of little consequence when their performance is measured.

Isitpossibletoassessthefullgamutand give creditforallthe pertinenteffortthatgoesintolandingand managing
a donation or grant? There certainly is if we adopt and adapt a commonly used business system called the
Balanced Scorecard (BSC). This publication has already suggested the BSC components in discussions under
Part1: Planning, viz. action planning and strateqy mapping.

The BSC performance measurement system begins with goal setting and ends with goal attainment
AND takes all otherareasinto fullaccount—itis as close to a holistic manage-ment system as there is and
itisone that non-profitorganisations can adopt relatively easily from their commercial cousins. But, before
allelse, one mustaddress the inherentangstthat comes with performance appraisal.

Setting fund development targets is fraught enough, yet the anxiety around assessing the extent towards
reaching those targets is often quite debilitating to both assessor and colleague and frequently strains
collegiality. To preserve morale, the process sometimes becomes fudged in one way or another, or it is
dismissed by completing the exercise with a good measure of contempt. This is largely because the
system used is punitive —amindset worsened in non-profit organisations that can rarely afford to include
incentives to motivate excellent performance.

Where performance evaluation is implemented, it is often as performance management rather than
performance development and is little more than a set of judgmental questions administered once at the
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end of the year. The rest of the year is consumed by agonising about meeting goals and dreading the
obligatory interview.

A more workable system would be ifthe process were to be regarded by both supervisorand employee
as a developmental; one that meets more frequently to steer and guide, and to advise and assist. Frequent
meetings, especially less-formal ones, would dissolve the inherent angst and anxiety and concentrate
more onworkingtowardsthe goal.

For the balanced scorecard to enjoy any degree of success in the fund development system, it must be
used as a COACHING system, not merely

as measuring system.

The Balanced Scorecard (BSC) is a system that lends itself to being considerate and helpful. It takes all
aspects of fund development into account by dividing work into four components: Finance, Donor
Services, Internal Systems, and Learning and Innovation. The accompanying diagram shows which
activities fit these components and how they relate to each other. There is also a short list of the
system’s drawbacks.

Balanced Scorecard Responsibilities

REVENUE PERPECTIVE EFFCIENCY PERPECTIVE

Targeting
Budgeting Planning
* Receipting Database

Reporting

NEGATIVES
Compartmentalises
Frequent meetings
Report-dependent
Metric-dependent
Heavy reliance on M&E

Vision/and

Prospecting
Communications
* Stewardship

¢ Research |
«  Self-learning |
¢ Training

Figure 62: Balanced Scorecard®

5 Versions of both Figures 62 & 63 are diagrams frequently used to illustrate the Balanced Scorecard, and were distilled from Robert S.
Kaplan and David P. Norton’s The Strategy-Focussed Organisation: Harvard Business School Press, 2001 and adapted from Mike &
Pippa Bourne’s Balanced Scorecard in a Week, Abbington, Oxford: Houghton & Stodder, 2000 & 2002.
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This translates into the following inter-related process:

TO
INCREASE, MANAGE, AND
CO-ORDINATE DONOR
INCOME

DONORS & CLIENTS

]

To attract clients & develop contributions
from foundations, government, foreign
missions, corporates & individuals

INNOVATION & LEARNING

To discover, design, deliver and steward a traditional and a
fresh range of effective solicitation techniques. |

Figure 63: How the BSC components relate to each other

Portfolios would structure their goals around as many of these areas as are appropriate, then design
strategies and tactics to go aboutachievingthem. Throughout, they would consult with colleagues
and their managers as regularly as possible to share progress, consider challenges, and exchange
advice.Thiswillrequireadditionaltimeinitsformativestages, but, with more frequent consultations
the process will become routine enough to be softly absorbed into the larger work process.

A BSC worksheet for an employee would use the organisation’s strategy map and fundraising plan as

reference to carve out goals under the four categories as we saw in Figures 62 & 63. They would then
take abird’s eye view of their unit or department’s functional landscape under the following categories:
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NGO FUND DEVELOPMENT MEASURING SYSTEM
A possible model

Solicitation .
Accounting & Operations
Stewardship

Keeping up-to-date

Solicitation Strategic planning Resource centre
Diverse revenue streams R?DOF‘““Q Updating Database Professional Association memberships
Budgeting Gratitude cycle Receipting Reading
Forecasting Relationship building Tax concessions Webinars
Cash flow management Communication strategies Administrative responsibilities Podcasts
Donations Newsletters Onboarding On-line learning
Grants ~ Blogs Tech stack familiarity Presentations
Sponsorships Cultivation meetings M&E programme Pitches
In-kind valuation Culti\{ation events Using HR systems Internal seminars
Insurance Gratitude events Organizational/institutional policies Conference/Symposia participation
Payroll Gratitude programme Existing protocols Best Practice visits
Expenditure tracking Collegiate relations Project/Programme Progress Tracking Advisory services
Corporate gifts

Figure 64: Fund development operational landscape

Caution: As with any development system, the Balanced Scorecard System (BSC) should only be
considered in conversation with someone experienced in implementing it. Should an organisation have

an existing performance management system in place (as many do), the BSC should be
flexible enough to dovetail into it. This, and several other aspects would

become clear when discussed with a BSC professional.
For those adventurous enough to explore the BSC on their own, Mike
and Pippa Bourne's little Balanced Scorecard in a Week is a superb
springboard.

Balanced
gcorecard

alanced
SBcorecardS

& Operational DashboardT
with Microsoft Exce

Second Edition

For those who feel even more accomplished, consider Ron Person’s
substantive, Balanced Scorecards & Operational Dashboards with
Microsoft Excel

Roi

n Person
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CONFIGURATION

No generic organogram would suit all organisations. These need to be built around the key portfolios
and based on the human capacity and resources at an organisations’ disposal. Key portfolios would
ordinarily be:

e Director

® Prospectresearcher

e Solicitation

e Database maintenance

e Finance

e Donor relations

e Communications & events.

Some ofthese may need to be combined, others expanded. A generic model could look like this:

DIRECTOR

NP

FUNDRAISING

« Identify projects
« Project Committee

Preparatory
+ Project design
+ Gift chart

«  Prospect research
- Budget build

FINANCIALS
* Budget
* Record
* Report

ALUMNI
+ Cultivate
+ Engage
+ Communications

OPERATIONS /
+ Implement
+ Maintain /
* Monitor f
* Innovate
\

ICT
+ Database
+ Website
+  Digital tools

\
Soliciting \\\
+  Proposal writing \\§
+  Cultivation
+ OFFER
«  Agreement
W\ * Stewardship

Figure 65: Generic fund development enterprise structure

PROJECT MANAGEMENT &

Much like performance management, most non-profit organisations or departments tend to avoid
disciplined project management — and do so for many of the same reasons. Often it is too technical and
time consuming; we are not a ‘business’and we know what we are doing without having to use business processes.
If the technical side of the fundamental processes were to be whittled down and be available as easy to
populate templates, it might change minds.
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Project management begins by charting the trajectory or path of a project and accounts for its time, its
milestones, resources, and its costs. A Gantt chart is the most commonly used tool, but there are also
Work Breakdown (WBS), Flow diagrams, a Responsible, Accountable, Supportive, Consulted, Informed chart
(RASCI), a programme evaluation and review technique (PERT), a Workflow chart, a Risk Matrix, a Milestone, and
evenaBurndown chart—achartthatshows the amount of work thathas been completedin asprint, and the
total work remaining. Burndown charts are used to predictateam’s likelihood of completing a project in
the time available.

Each of these tools have their place in a system-based organisation and directors ought to use them
to streamline their administrative duties and ensure efficiency, however, a Gantt chart is probably the
most appropriate.

The following example can be downloaded as Template 22. It functions more as a project schedule
to showwhen tasks/activities should begin and when they should end. It excludes weekendsand public
holidays and the dates change automatically once the start date is inserted. The length of activities can
be adjusted, as can the degree of completion. A scrolling feature allows one to see activities and time
scheduled perweekfora project. The chartalso lists the typical fund development campaign activities,
but these can be tailored.

One should have such a basic Gantt chart for each fundraising campaign to easily see progress and
compare it with the fundraising plan and cashflow budget’s goals.

PROJECT TITLE
(Company Name]
[ d

Figure 66: Gantt chart
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Project management proficiency is highly sought after in both the commercial and non-profit worlds.
Its basic principles should apply to any funded project, but in large campaigns, be they investment,
construction or fundraising, project management prowess is imperative. This is particularly so in
capital campaigns.

TECH STACK

Like any entrepreneurial organisation, a contemporary fund development programme needs
equipment to assist with efficiency. Equally important is being able to use the equipment to its fullest
capacity rather than waste the investment by paying for what you are not using!

Ido notthinkitnecessarytolistthe standard office equipment, such as telephone, stationery, furnishing,
and duplication equipment here. More significant would be the very necessary digital technology,
excluding the current roll-out of Al applications.

Top ofthelistshould be asuite of office software: email, word processing, spreadsheet, and presentation
software. The most popular come wrapped in the Microsoft Office (or Office 365) package. An alternate
is Apple’s Mail, Pages, Numbers, and Keynote. There are also free Open-Source clones of these suites.
Most offices have either of these packages, but few use them to their best advantage (we shall return to
list the essential features of each programme further on). Many of these applications now incorporate
exciting Al features to make their most complex functions even more accessible.

Template 31 c?is alist of sample prompts (instructions) that www.Keela.com recommends to generate
text for specific fund development. These prompts are not necessarily grammatically correct in
structure or syntax, but they do conform to Al coding. Fund developers who use these prompts MUST
regard the generated text as the basic content on which to tailor their own language. Simply copying
Al generated text runs the very real risk of others doing the same and recipients receiving identical
submissions - such an eventuality can only prejudice communications and even risk reputational
damage.

The nerve centre ofany fund development programme must certainly be the database and the customer/
client relations management (CRM) system. Previously, notepads served the purpose, and these may
still be in use by smaller initiatives. Larger programmes that must manage several donors, volunteers,
projects/programmes, etc. need a more sophisticated system. These may be in the form of a wide
spreadsheet, or, ideally, a dedicated digital database which will enable an organisation to enter (orinput)
avariety of detailsand be able to retrieve orinterrogate the database later to access:
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e Donor profiles e To do list & reminders

e Bulk reports for performance e Allow off-site updating

management
e Reports * Mail shots
e Graphs e Tracking
* Manipulate statistics e Eventlogistics & follow-up
- ¢ Schedule & distribute bulk
¢ Create selective lists
correspondence

On an organisational level, Figure 68 shows what could and should be measured and entered in the
database.The accumulated metrics help prepare in approachingdonors as much as it would appraising
project progress.

SOCIAL EVENTS

Re-unions, homecomings,
Informal meet 'n greets

FRIENDS OF XXX
Friends, colleagues, members

COMMUNICATIONS

Sent, opened, returned, sub/unsubscribe,

GIVING DATA

Donations over time,

prospects, dormant donors,

N\
\\\\“\\\\

PARTICIPATION \\\\\\\\\\\\\\\\X\\ R 2 MISCELLANEOUS
W \\\\\x\\\\\\ o - — Social media, online,
Attendance at functions, ‘L\\\\\\\\\\\ ST | and volunteer activities
dinners, exhibitions, \\\\\\\\\\\\\\\\\ S < MEMORIALS
concerts, talks/lectures N — e . Commemorative
\\'\ _ =t events, eulogies
L

Figure 67: What to measure

Although not an exhaustive list, it should indicate how helpful a donor-specific database can be if
properly utilised.
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Let us turn back to the basic office programmes, Mail, Word, Excel, and PowerPoint. It is a very sad
reality that most users only activate a fraction of what these applications can do. A handful even refuse
to have anythingto do withPowerPointorExcel ... ina profession thatrelies on attractive documentlayout,
basic calculations, and depends quite heavily on persuasive visual presentations!

Here is a list of the most essential features of each of the Microsoft Office programs that
should be partofafund developer’s repertoire:

Outlook Inbox:

Add-ins (e.g. Findtime)

Archive

Conditional formatting (to distinguish the appearance & prioritise messages)
Create rules (for out-of-office, re-routing messages, etc.)

Flag, prioritise & follow-up

Group as conversation (to combine same subject message threads)
Ignore (...further messages on a subject)

Multi-view calendars (side-by-side & overlay, colour coded)

My Day view

Schedule appointments

Task view

To Do.

Word: (in addition to basic text entry)

AutoText

Calculate

Columns

Convertto PDF

ConvertWord docto PowerPoint
Date & time

Edit PDF

Fillable forms
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e Find &replace

e Footnotes/endnotes

e Formulasintables (sum, subtract, percentage).
* Mail Merge

e Sort

e Formulasintables (sum, subtract, percentage).
¢ Table of Contents

* Table of Figures

Excel: (assuming you know the anatomy of a worksheet, e.g, column, row, cell, range, etc.)
¢ Autoformat
e Basicformulas (sum, multiply, subtract, division, average)
e Charts (pie, line, bar)
¢ Conditional formatting
¢ Dashboard maintenance
e Dates
e Link(in document, files & hyperlink)
e Macros
e Organisation charts
e Styles
e Themes & colourschemes
e Tables
e Templates
e Watermark
¢ Insert/ delete (cells &rows)
e Named ranges

e Numberformats (general, currency, accounting, percentage, fractions & dates)
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e Pivottables
e Sort

e Textformatting (alignment, bold, italics).

PowerPoint:
e Animations (wipe, float, fade, & dissolve)
¢ Formatpainter
e Formattext & shapes (fill, line, 3D, 3D-rotation, shadow)
e Insertshapes (oval, rectangle, pyramid, connectors, arrow heads)
e Insertslides
e Presenterview
e Slide sorter
e Templates

e Transitions (morph, fade, push, wipe).

Note: because presentation skills are vital in a digital and online world, the Presentations section on

Page 86-88 has an extensive list of guidelines.

144



DEVELOPING DONOR SUPPORT

RESOURCE CENTRES

A component within, but not exclusive to the Balanced Scorecard framework, is Learning and

Innovation. It is a vital aspect of the fund development process, but one that is either overlooked or
taken for granted. In most instances it is left to training opportunities.

Fund development is a dynamic field and if one is to go beyond transactional fundraising, i.e. securing
supportas atransaction rather than as an exercise in relationship building, then itis imperative to keep

up to date with giving trends, the ripple effect of economic vagaries, and with campaign techniques
and tweaks, etc.

To get even an inkling of how important learning and innovation is in fund development, one only has
only to look at the proliferation of webinars, blogs, podcasts, and training programmes that are available
online. Each is frequently refreshed, and the majority are interactive and free. Many are, of course,

marketing strategies to introduce you to other more commercial services, but one can learn invaluable
tips and tricks from these exposures.

e —— Self-teaching orself-learning mustalso be pursued. Itis a mainstay in every profession

The S

“i"g - says his greatest “...break in life came when at age 8 “he learned to read”. From that
If-Leal

- Se

and must be vigorously encouraged to refine donor cultivation, donor relationship,

Of giving strategies, and fund management techniques. An outstanding example of
clence - self-learningisactor Sean Connerywho dropped out of primary school, but proudly

moment on, he proudly says, he became a proud ‘autodidact’, a self- teacher. To a
large extent we are all self-learners responding to exigencies. To adopt the practice

v ~more consciously, it might be worthwhile to have a long look at Peter Hollins’ The
« trow $o:

Science of Self-Learning for guidance and motivation.

- whyouvse\fk“‘f““i"@'
in Less Time, & s . . . . .
.Lwet;?:i:‘::wmﬁo“ For many an organisation the knee-jerk reaction to on-the-job learning will be
|« pirectYo

to develop a multi-media resource centre of books, magazines, annual reports,

journals, newsletters, and a digital repository of podcasts, blogs, webinars,

eNewsletters, etc. However desirable, this would be expensive and will need very capable

monitoring, borrowing ‘n lending systems, record-keeping, and skilful knowledge management. On-

going training is more viable than an in-house multi-media library, and many programmes reside on
platforms such as LinkedIn, Udemy, and others.

In-person training is often preferred for their interactivity and meaningful face-to-face knowledge and

exchanges with counterparts. These often involve travel and accommodation expenses, besides the
training fees and time away from work.

Those organisations with limited funds should consider encouraging each staff memberto develop
their own personal resource centre on individual computers and later consider linking those resources
centrally for all colleagues to share. There is a trove of free learning material online and good places to
begin would be the ForGood.com, CommunityFunded. com, and NonprofitPRO.com websites.
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Whichever provision you choose, make learning a critically important aspect of your social enterprise.
If you only use a few of the templates included in this publication for the first time, your self-learning
journey will have begun.

Again, self-learning must be actively encouraged, and organisations/departments should seriously
consider developing some sort of multi-media reference learning — be it a workstation or little library.

Fund developers of all levels should also subscribe to the many free and paid training webinars and
podcasts to develop and hone their skills.

There are notmanytrained and experienced fund developers on the Southern and East African scene yet.
This will change as more and more formal training certificated opportunities open. At the same time
training workshop opportunities are burgeoning.

In the meantime, the sector will continue to draw on salespeople and marketers who will need
orientation and training in developing donor support.

Best practice visits are also important for learning and for building networks and communities of
practice. They also boost confidence and spur innovation. These should certainly be encouraged;
however, they should be structured and not always be impromptu drop-ins. Here are a few pointers
when embarking on benchmarking visits:

¢ Make arrangements to suit the convenience of both the host and visitor;

¢ Make the hostaware of what you would like to see and explain why;

¢ Hosts may share their branded merchandise as gifts to their visitors;

e Visitors should be obliged to offer a selection of their own branded gifts to their hosts
(remember the maxim: Give to be able to Get);

¢ Keep from offering advice and certainly do not suggest alternatives, unless invited — even
then, remain respectfully restrained;

e Ifyouwishto replicate any practice, inform your hosts, and request permission;

e Be promptin appreciating your hosts’ time and hospitality, however sparse it may have been
and especially if it was exceptionally useful.

[twould be prudent to conclude with recommendations on keeping the enterprise primed for optimal
fund development. In their 6 April 2023 blog, my favourite go-to site, NonprofitPRO. com, suggests
these four housekeeping strategies:
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1. Keep database data‘clean”
a. Mergeordelete duplicate records,
b. Findincomplete records, delete oradd missinginformation, and
c. Keep database policies, protocols, and access up to date.

2. Analyse donordata:

See what worked and what did not,

Getpersonal,

Revisit & tweak stewardship correspondence templates, and
Are your stewardship messages compelling?

Fine-tune the website:

Pan o

3. Ensureblogis periodically updated,
a. Check contentforaccuracy, usefulness, and ease of reading, and
b. Check relevance, appeal/attractiveness level?

4. Optimise your donation form:

Ensure ease of access for new visitors,

Ensure ease of donation for prospective donors,

Make contributions dynamic, i.e. different donation levels,

Motivational text to encourage a donation and motivate for a larger gift, and
Add amonthly pop-up suggesting a recurring donation via credit card.

P oo o

Encouraging a commitment to working methodically and systematically is bound to have fall-
out. Often that side-effect sneaks up as feeling worn-out, depleted as the workload becomes
overbearing, and the load just completed offers no reprieve or satisfaction. Gradually (and
sometimes not so gradually) negativity, exhaustion, increasing mental distance, and reduced
confidence setin.

When work satisfaction dwindles, we often turn ourire atthe techwe need touse ... and in no time
we begin to snipe at colleagues!

Karen Kendrick recommends the following self-help interventions to combat exhaustion in the
workplace:

6 Aloose summary of Karen Kendrick’s, 3 Fundraiser Self-Care check-ins to avoid Burnout. NonProfitPRO, 11 January, 2023.
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Check the story you are telling yourself:

e Shesaysone’s egoattachesitselfto all the negative roles, ideas, and stories we tell ourselves and
keeps one from self-affirmations; we perceive negatives and drag ourselves down into criticising
workloads without discovering and admitting what our own contribution may be. Ms Kendric
suggests we ask ourselves:

e What beliefs orstories do | have about why | am burned out?
* Howdothese stories contribute to or hinder me from finding a different way to function?
e Whatstory do I wantto use to replace the current negative one?

Check your energy levels:

¢ On waking in the morning, do you reach for your phone or tablet to check your emails? If you do,
you are probably having your first dose of ‘overwhelm’ for the day. Ideally, you should wake up,
meditate, or make an entryinto ajournal, do al5-20-minute yoga or tai chisession.

¢ How different these activities would be for your physical, mental, emotional, and spiritual states. Ask
yourself these questions:
* Are you treating yourself like a machine?
e Whatsmall steps can you take to build more energy?

¢ Youshould also compare your current responsibilities with those stipulated in your job description.

¢ Identify what the time allocations were for each of your duties. Discrepancies between the
two could lead to you not making your targets or deadlines.
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Consider readingthe Power of Full Engagement, by Jim Loehr & Tony Schwartz.
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2D

Take stock of your workload: Populate the following table (replace sample grey text) &

CATEGORY TASKS TIME PLANNED ACTUAL TIME RETURN ON TIME
(Enter only yours) SPENT & EFFORT
INVESTED

HOJEEEIEI M - Brainstorming

Budget Building

Prospect Research

Solicitation
Documents

Cultivation

Database

Sponsorship

Stewardship

Board Business

Administration

+ ToC
+ Success Equation
« LFA

+ Update checklist

+ Pricing research

+ Master worksheet
+ Summary worksheet

+ Newspapers
+ Business press
+ Database

subscriptions

+ Online trawling
+ Qualify prospects

+ Outlines
+ Proposals

+ Meetings

+ Plan event logistics
+ Attend Events

+ Follow-up strategies

* Input
+ Interrogate
+ Produce briefing

note

+ Identify prospect
+ Identify & cost

assets

+ Build proposition

Figure 68 Workload Inventory worksheet
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PSYCHOLOGY AND FUND DEVELOPMENT

To round off this exploration of selected ways and means in the fund development process, it might be
worthwhile to take a step back to look beyond the nuts and bolts for a more philosophical perspective
of what we do — perhaps a more sobering, motivating, and comforting view of the invaluable work we
do.

Altruismis a contentious topic for many. Some would insist that unfettered human generosity is alive and
well. Others deny that such a quality exists and that nobody will give unconditionally; that the what’s in it
forme overrides human goodwill.

Regardless of point of view, we do know that it feels good to do good. But, do we know why we give,
and why we give to one and not the other? CommunityFunded.com lists the following factors that should
triggeradonor’sdecisiontobegenerousand recommendsthatwe adoptthese in ourfund development
endeavours:

Since people tend to congregate, to associate with like-minded, it follows that they would prefer
to assist organisations who share their preference. That is why it is imperative to align with a donors’
interests (individual oragency). Although a definite benefit, inthe early stages of cultivatinga donoritis less
useful to make the donor like you than itis to have them relate to the work you do. The more detail you can
provide about who your organisation benefits, the better chance you have of connecting with donors.
Once that connection is established, the value of good stewardship begins to firm up the connection
with the donor towards renewing and/or extending the relationship.

Much will hinge on communication. Letters of enquiry should introduce yourself more through who
you serve than dwell on who you are. Remember the axiom, it's about the donor, not you! But do not be
overwhelming and focus so heavily on your beneficiaries that you risk making the donor simply pity them.
This can easily happen where you have the space to write more extensively in proposal documents. When
injecting stories, do not get caught up in sharing your beneficiaries’ complete life stories; concentrate
more on the connections that make your donors feel human. This requires keeping a delicate balance
between the hard work involved and the relief it will deliver without slipping into a soppy, teary appeal.
Fund development is a serious undertaking for impactful results. Securing the means for it must be a
focused and deliberate effort, there is no room for a begging-bow| mindset.

Avoiding a suppliant mindset does not mean stripping your donors or your beneficiaries of their
humanness. People give to people before (or even if) they give to organisations, and they do not ordinarily
relate to statistics. Communication strategies must putaface to the organisations —a human personality to
whom donors can relate.



DEVELOPING DONOR SUPPORT

No matter how intricate campaigns are constructed, no matter the length and depth that went into
prospect research or in building budgets and writing the letters of enquiry and proposals to persuade a
donor to partner, it all revolves around the human element. Your efforts may benefit thousands, but one
face, one individual’s face, will strike the sensitive chord. That face should portray the survivor rather
than the victim. The overused ‘when you support our cause, you'll feel profoundly rewarded” has proven to
discourage prospective donors.

A useful instance is the heated debate around free tertiary education. Is it a right or a privilege? Is tertiary
education elitist? These discussions become esoteric and remove or reduce the donor to little more
than a mitigating factor or to a mere cog in the money supply chain. Because itis alarge faceless debate,
it makes it easier for corporates to dump otherwise taxable cash into scholarship funds, not particularly
caring who it benefitted or even if there was any tangible return — after all, it was less of an investment
than a tax tactic (and perhaps a way of keeping out of the way of the discourse). If, however, an approach
charted one orasmall group of scholarship recipients’ path to graduation, the effect would be real.

Donations come from the heart not always from the head, we generally believe — people donate because
they have developed a feeling or an emotional affinity for something. Another popularadage among
fund developersis, “askformoneyand you're bound to getadvice; ask for advice and you'll probably get
money”.

Fund developers take on all the behind-the-scenes preparation specifically so that they can prime the
emotional response in donors. CommunityFunded.com says:

Remember, cultivating an emotional response over an analytical one results in greater
generosity. By asking for someone’s time, you're telling them that your cause has an emotional
resonance. You also trigger thoughts of personal emotional wellness and happiness. On the
other hand, asking for money creates a utilitarian, rational mindset. While giving has been
linkedto increased happiness, people don't often thinkin thosetermswhen thinking analytically.

Donors are also more easily persuaded to give when they are asked to participate, whether by advising
or lending a hand. Once they become involved, they are more likely to continue the association or
partnership ... and often increase their participation and their donation because it feels more engaging
and satisfying to have to expend their effort beyond writing a check or swiping a card.
Participation kindles thatfeeling of meaningful personal investmentand involvement.

We all know or can imagine that there are many reasons why people give. Corporates, development
agencies, and foundations will have their official guidelines and individuals have their personal
preferences. Mostagencies, however, have their decisions crafted by governing Boards. The individuals
who must process the applications are just that, individuals, no different from the individual donor.
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Some may appreciate tables of facts, spreadsheets of figures, or reams of statistics, but few will like
wads of facts, figures, or stats in one single approach.

Too many messages framed in different ways can come across as unfocused. And using the same
information pack will become stale - even have the opposite effect, and dissuade!

It would be prudent to decide on a single narrative story and very selectively insert only the most striking
figures and statistics. This is particularly applicable for letters of enquiry. Proposals may allow more
leeway, yet, even on this platform, selectivity is key.

A separate, pointed message with facts, figures, and impact should be crafted for each demographic
segment ... but each tailored version must have the same strategic thrust and the same end product.

The principle of people enjoying being part of success rings loudest in capital campaigns. In these
endeavours a campaign usually only goes public when about 60% of the target has been reached. That
tangible success factor then has the power to attract others and so many a capital campaign exceeds
its target.

The same principle applies, albeitata lower scale, to more run-of-the-mill campaigns. Smaller successes
canalso energise prospects, howevermodestthey may be. Toutsuch successes even to existing donors
by offering them the chance to make a bonus donation based on the current accomplishments.
However, do not raise a target during a campaign because of (unexpected) intermediate successes.
No one wants to have a victory or near-victory taken away. Add subsidiary goals, such as an added
scholarship or add to an existing project.

Thesimplestactioninthe entire fund development processis the ‘thankyou’ note. Yet, as I've said several
times before, itshould be considered the beginning of the most essential stage in securingsupport. The
onlywaytofullyrealisethesheerimpactandimportance of gratitude isto be adonoroneselfand to feel
whatasimple gesture ofappreciation can do. When that initial simple gesture is drawn into a programme
of ‘gratefulness’, the outcome is almost guaranteed to be rewarded by high donor retention, extended
and repeat contributions, and word-of-mouth referrals.

Donor satisfaction is cardinal. It should only begin with the ‘thank you” acknowledgement and the
required narrative and financial reports — these are peripheral to demonstrating gratitude, if in fact
they can be regarded as anything other than the business end. Gratitude, sincere expressions, and
gestures of gratitude should be innovative, fresh, different, and professional, aimed at cutting through
astaid businessrelationship.
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A baseline principle would be to involve your donors whether physically or remotely. Invite them to
participate in your work or by reading about it in your up-to-date blog or website newsclips, link them
to what their donations, sponsorships, or grants are enabling you to do.

TAKE AWAYS

Figure 70 is a list of lessons that readers may take from this e-Book. As with so much in this skinny
publication, it does not pretend to be complete. This is deliberate in the hope that readers will add
their own points.

Fund development: there are no ethical grey areas Give ... to get

Professional courtesy Its about the donor, not you

Accountability Fund Never a ‘Dear Sir/Madam’

Development

AXIOMS Stewardship: be

Self learning
é" considerate & sincere

Think laterally Be punctual & prompt

Innovate: Improve what is Database is core

Figure 69: Fundraising axioms
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TEMPLATES

Many fund developers will approach this section with the impression that templates are only for the
managers among them. Not so. Fund development operations require an unusually high degree of
cross-referencing and collaboration. Perhaps more so than many other organisational functions. Even
if everyone is not involved in developing templates, they should be tools that are consulted often to
gauge progress and as indicators of what remains to be done.

Some worksheets certainly are the responsibility of managers, but I've always involved colleagues in
developing worksheets because it encourages collegiality and transparency. Templates also invariably
become referencesthatare circulated and/or posted in departmental common areas to chart progress.

The templates included here are simple with only the most basic and necessary formatting. This is
deliberate to allow users to include logos and change colours, etc. to suit their own personalities and
branding. The only data and text that need to be replaced are located in cells where the font is greyed-
out. Other cells in a spreadsheet are likely to be governed by formulas - making any changes to such
cells will certainly affect the voracity and accuracy.

Here then are 40+ such guides and trackers - many were part of my fund developing career at one time
or another.

1. Guide to writing a strong mission 69
This is a sample text to articulate an organisation/institution’s very purpose; why it exists. It is
accompanied by a vison statement which also articulates (and commits) the organisation to a structure
and function in the next few years.

2. Service Pledge 69
This is a sample text of what the organisation believes in and is committed to. It incorporates the vision
and mission statement, but also clarifies the very principles on which the organisation grounds itself.
This is a significant statement to display for visitors and especially valuable for donors to see.

3. S.W.O.T. Analysis worksheet 69
Aworksheet to explore your four key operational areas. Like so many, if not all these templates, it is best
developed by group discussion.



DEVELOPING DONOR SUPPORT

Strategy map 69

This, too, is an incorporation of the vision and mission statements, but these statements are transformed
into concrete, measurable activities. The worksheet transfers everything that the SWOT analysis
discovered and strategises along four typical operational areas: finance; internal systems; donor
relations; and learning.

14-Step Theory of Change (ToC) worksheet 69
A worksheet of 14 questions towards developing the reason and implications for why a project or
programme is both necessary and viable.

Log Frame Analysis worksheet 69

Similar in purpose to the Theory of Change (ToC), but in table form. Donors not only often prefer this
rationale for a project, but in deference to the many applicants who are uncomfortable with working
with tables, develop, instead, a series of questions that ultimately develop the same rationale that an
LFAwould.

Success Equation/Impact Plan worksheet 69

This is a relatively new exercise to develop and demonstrate the reasoning and accountable actions
of project/programme strategy. A success equation could also be called an impact plan because it
accounts forthe ultimate product, the activities and resources required and most importantly, how each
individual action will be measured.

Sample completed success equationC?

Because this type of planning worksheet is relatively unfamiliar to many fund developers, I've included
an example of a success equation. It is probably far more extensive and details what most project/
programmes would not need, so this should be regarded an ultimate benchmark.

Case for support statement 69

There can be little dissent that a Case for Support (C4S) is an imperative document in any operation that
relies on donor goodwill and interest. A dynamic C4S will not only attract donor interest but convince
them to at least explore further if not help them to commit their support.
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10.

11.

12.

13.

14.

15.

Case for support checklist c?
Because a C4S is an imperative tool, this is a checklist (intentionally generic and most likely not
exhaustive) to help develop a lively, attractive C4S.

Project outline canvas 69

Outline canvasses are more common to the business world for visually capturing programme or project
details - even of extensive business plans. They are also becoming recognised by human resources
functions as detailed snapshots of an applicant’s professional profile. As with success equation/impact
plans, a project outline canvas is an extremely useful leave-behind, or as an attachment to a letter of

enquiry.

Fundraising plan worksheet 69

Arguably more directly useful than an organisation/institutions’ strategic plan, this is a vital document
to chart a course and should be revisited each year. This worksheet could help you develop such a
steering document.

Simple action Plan C?

The common saying ‘a goal without a plan is merely an idea’ could be strengthened to ‘a goal without
a plan is a delusion, or a notion, or even a decoration’. Many goals end up as these if they are not the
starting point of an action plan. Here is a worksheet for a simple and very direct plan of action.

Balanced scorecard action plan cg

More specialised and focused is an action plan along the four cornerstones of a business-like
organisation. Here is such an action plan that divides activities into finance, internal systems, donor
relations and learning/innovation categories. In effect, it charts a holistic course from a goal to (or set
of goals) to an accountable and achievable outcome.

Gift chart /Fundraising pyramid worksheet cg

As I note in the text, fundraising pyramids or gift charts as they are also called, are not widely used in

the many African NGO organisations with whom I've been associated. However, they ve all managed

to get by, many with great success. Still, it is a planning tool that can help in developing a fundraising

plan. The effort begins by:

e scouring the history behind existing and past success;

e determining how many approaches it took before you landed a grant and what the grant size was;

e classifying the grants into four sizes, in other words what your organisation regards as a major, a
moderate, and a modest gift amount, then set the ratio of number of approaches it took to raise the
support, e.qg. I:5 (it took 5 approaches to donors to raise funds).



16.

17.

18.

19.

DEVELOPING DONOR SUPPORT

Here is an Excel worksheet that should help you see what size gift and how many you should secure to
realise your target. If nothing else, it tempers many an ambitious target when one calculates how many
prospective donors need to be approached.

Forecasting worksheet c?
The calculated theory of the gift range chart/fundraising pyramid is a useful beginning. This forecasting

template will make more specific projections if you:

e [dentify a prospect;

e determine in which category (corporate, sponsor, individual, etc.) s/he falls based on your prospect
research of her/his past donations;

e insertthe most likely size gift theyre capable of; and

e speculate whether they're a ‘sure thing’or a ‘let’s hold thumbs’, supporter.

The worksheet will do all the calculations and even alert you when you're relying too much on one
funding source - guiding you towards developing a diverse funding base.

Sample budget checklist c?

Budget building could come before gift charting and/or after forecasting, but it is an essential and an
exacting step. This template is a sample checklist of all the items a typical project/programme would
need. It does not pretend to be exhaustive so please delete, replace, and certainly add items necessary to
your project/programme.

Multi-year budget worksheet c?

Here is a worksheet in which you simply replace the greyed-out sample items with your own. The
worksheet will calculate the subtotals, add an inflationary increase for multiple years, and graph the
totals. The graphs will present a visual of where you have proportioned the funding. Here, as in all these
Excel templates, calculations and charting happen immediately to allow easy adjustments.

Summary budget worksheet c?

Some donors would appreciate short summary budgets, especially at their initial shortlisting stage.
This worksheet template captures the subtotals of a comprehensive budget (probably multi-year) sheet’s
key categories. Its calculations and graphs provide a quick, wholly informative overview. A summary
budget sheet should NOT be a substitute for a comprehensive budget - there should never be a reason
notto build a comprehensive budget.
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20. Operational budget tracker 69

21.

22.

23.

24.

25.

26.

Although this worksheet falls within a manager’s portfolio, posting or sharing updated versions on
noticeboards or presented at appropriate staff (status & strateqy) meetings could be a fine motivator.

Budget vs Actual tracking worksheet (advanced) c?
A more intricate progress tracker, this worksheet is more appropriate to presentto a governing structure
like a Board or executive committee.

Fundraising campaign Gantt chart 69

A Gantt chart is the mainstay of project management. It charts progress by timeline, percentage
completed, and individual task. It also tracks only workdays by excluding weekends and public holidays.
More elaborate examples will also include the use of resources and calculate costing at the various
milestones. The worksheet included here is basic and well-suited to NGO use. It contains the sample text
of typical tasks involved in a fund development endeavour, and again, retain or replace only the greyed-
out data to suit your particular circumstances.

Task tracker c?

Simpler than a Gantt chart, a task tracker, such as this template, will provide a quick and easy visual
status update. Users will begin by retaining or replacing the sample greyed out text and with only one
keystroke to tick the adjacent checkbox when the task is completed. This will automatically strikeout
the task description, generate the date and time completed, show the number of tasks completed, and
reduce the lists of tasks yet to be completed.

RACI template c?

This is another management instrument, however, one that encourages wide consultation/group
discussion. An updated RACI chart can be posted as a clear and agreed to reference of who does what.
It underscores cooperation and precludes confusion.

Comprehensive campaign readiness assessment 69
A useful initial set of weighted questions to determine the degree of readiness to undertake a more
unusual or specialised project/programme, such as a comprehensive or capital campaign.

Cash flow budget 69

At first glance this tool may seem misplaced as an NGO application. Not so. It will help set deadlines
Jfor new grants and help regulate existing donor tranches to mitigate against that age-old NGO threat
of not meeting payroll obligations or project expenses. It is also a great help to see when and how much

revenue you need.
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Constituency (Ubuntu) circle c?

Oncethefundinglandscape has been developed, itis timeto prospectresearch. Populating a constituency
circle (or Ubuntu circle), will help set the scene for more specific prospecting. Here one begins at the
centre to identify supportive sources/categories that are most involved or invested in an organisation.
The concentric circles that radiate outwards from the centre will list those with less association, but
who are reasonable prospects by harnessing the A.I. M. filtering system (Part 3 of the text includes an
example of a completed Constituency/Ubuntu Circle).

Constituency (Ubuntu) manifest c?

The categories indicated on the Constituency/Ubuntu circle, will help specify who and which prospects
are viable (via the AIM filter and worth approaching). Identify the actual names of prospective donors
and assess the likelihood that they will support your organisation by determining their past and present
Association, their Interest, and their ability (Means) to support.

Prospect information worksheet c?

This may be a useful template for prospect researchers to consistently capture necessary information
about a donor. Such categories as placeholders on a database ensure uniformity and ‘clean’ data which
is easy to search and update.

Key questions grant-makers ask c?

In preparing to design solicitation documents, it is invaluable to remind oneself what information
donors want. Here are some questions that donors have shared with philanthropy investigators. They
form subliminal reminders of what we should ideally include in our proposal documents.

Artificial Intelligence prompts c?

Al will undoubtedly become more and more pervasive from collating and generating information,
to editing. Here is a lightly modified list of one published by by www.Keela.com. These are excellent
instructions or more exactly, Al prompts’, to generate text for large and general campaigns, for
bequests, recurrent gifting, corporate partnerships, stewardship, and proposal writing needs.”

Please note: the text generated by Al should only be regarded as a draft: a beginning. Using the exact
text will run the risk of others doing the same and having donors receiving identical wording. This could
severely prejudice both the intention and, certainly, the reputation of your organisation. This applies,
most particularly, to proposal writers.
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32.

33.

34.

35.

36.

37.

Concept note template c?

Although often considered an unnecessary step, a concept note is extremely useful to share general
details of a project/programme. This is particularly so for sharing the contours of an initiative internally
orwith a Board who needs to approve the venture. A concept paper or concept note is also a useful first
draftfor a full proposal document.

Letter of Enquiry (LoE) template c?

A sample text and direction of a letter that gives an outline of your need and specifically requests an
opportunity to meet IF a donor is interested in your initiative. An LoE should be much sharper and more
persuasive than this sample, but | hope this very general example will form a basis for your own.

Proposal template c?

This is an extensive and overly comprehensive collection of components and content questions as a
guide. It is imperative that users cull what is irrelevant to tailor this template to suit both the recipient
and the initiative.

Results-Based Management reporting template (RBM) C?

One often hears donors complain that the worthiest of projects/programmes submit the most mediocre
reports - reports that barely reflect the outstanding work that was done - because the project managers
make too little time to write a detailed report or leave it to the last possible moment to meet the deadline.
A RBM table that is filled in as the project progresses is an ideal method to keep track of progress, note
challenges and delays, make necessary adjustments, and articulate status.

Quick cost-benefit analysis c?

At the early planning stages, one ought to determine whether a new idea is worth the effort - most
especially in applying for sponsorship, let alone when dipping into existing funds. This simple worksheet
will help determine whether the idea is financially worthwhile.

Sponsorship assets inventory c?

Part 3 of thetext describes the typical way NGOs seek sponsorship: by determining (often rather cursorily)
the cost of an event and going out to cover that cost. The prime beneficiary of such sponsorship is/are
the sponsors. They invariably reap significant benefits from the value they attach to brand exposure and
often, sales volume. This template lists all the ‘assets’ attached to an event that an organisation may
have and that may be of value to a sponsor. It also costs each asset to help determine the truer worth of
an event and decide what the fundraising value could be.

While primarily used for internal discussions, once there is a firm relationship with a sponsor, one could
have them assist in valuing each asset for mutual advantage.
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Sample sponsorship proposition template c?

Quite unlike a grant proposal, a sponsorship proposition requires a different mindset; one that is sales
driven rather than being based solely on cost-recovery. The template provided here uses a typical Golf
Day fundraising event as an example.

Sample Stewardship plan c?
This is an example of a fairly comprehensive stewardship plan.

Strategic communications planning guide 69
This, too, is merely a guide and if adopted, will need to be tailored to an organisation/institution’s
unique needs.

Communications plan worksheet 69
This table indicates the broad activities needed to develop an effective and sustained (not sporadic)
communications programme. Each strategy should be general enough to suggest appropriate activities.

Communications schedule template 69
Ifthe Communications Planning Guide above sketches the necessary landscape, this worksheet asks for
the details of implementation.

Workload inventory worksheet 69
Although this would seem to be more appropriately placed after # RACI worksheet, it pertains more
directly to workload than the work responsibilities.
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Balanced Scorecard action plan template
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Sample budget checklist (p.198)
Multi-year budget worksheet
(p199)

Summary budget worksheet
(p-200)

Operational budget tracker template
(p.201)

Budget vs Actual tracking worksheet
(Advanced) (p.202)

Gantt project management chart
(p-203)

23.
24.
25.

26.

27.

28.
29.
30.

31

32.
33.
34.
35.

36.

37.

38.

39.
40.

41.

42.
43.

Fundraising Task Tracker (p.204)
RASCI matrix template (p.205)
Comprehensive campaign: readiness
assessment (p.206)

Cash flow budget (p.207)
Constituency circle (p.208)
Constituency manifest (p.209)
Prospect information sheet (p.210)
Key questions Grantmakers ask
(p-211)

Artificial Intelligence (Al) prompts)
(p.213)

Concept Note template (p.216)
Letter of Enquiry template (p.221)
Proposal template (p.222)
Results-Based Management Reporting
(p.229)

Quick cost-benefit analysis (p.230)
Sponsorship asset inventory

(p.231)

Sample sponsorship proposition
(p.232)

Sample Stewardship Plan (p.237)
Strategic communications planning
guide (p.247)

Communications plan worksheet
(p-248)

Communications Schedule (p.249)
Workload inventory worksheet
(p.250)
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OR VISITING THIS LINK:

" ACCESS ALL OUR TEMPLATES BY SCANNING THIS QR CODE
https:/upmonographs.up.ac.za/index.php/ESl/catalog/book/41
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TEMPLATES

TEMPLATE?1:
GUIDE TO WRITING A STRONG MISSION STATEMENT

Sandy Rees on her ‘Get Fully Funded’ website gives the following advice on writing very practical
mission and vision statements. She says the purpose of a mission statement is to capture the very
essence, the very core of the work that your organisation does. It should reflect your very soul and
should have an action verb along with a few deliberately and very carefully chosen words. It needs
to be shortand easily understandable.

A mission statement must:

¢ Keep you focused and moving forward, engaging in programmes that fulfil your mission while
avoiding mission creep.

¢ Motivate and inspire the governing/advisory board, colleagues, and volunteers.

¢ Tell everyone clearly and succinctly what your organisation does and how you are making the
community better.

A strong mission statement is:

¢ Short. With enough brainstorming, most organisations can create a single-sentence mission
statement.

e Clear. State what you do without over-explaining.

¢ Direct. Name the problem your organisation works to solve, the reason your organisation
exists, and the people or animals you help.

When a mission statement is a long, word-packed, compound-complex sentence or goes on for three
or four sentences, the problem is often a lack of clarity around the mission.

What problem are we here to solve? Why do we exist? Who are we here to help?
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Here are some examples of strong mission statements:

e We thoughtfully guide and fiercely support wonderful students to and through school/
college/ university.

¢ We work to end the cycle of homelessness for families in our community.

¢ We feed the hungry today while building a healthy, hunger-free tomorrow.

* We unite our community to nourish our neighbours in need.

* We empower young adults to overcome poverty and build a brighter future for ...

e We distribute donated furniture to families and individuals, turning their houses into homes.

¢ We advocate for the best interests of abused and neglected childrenin ...

A mission statement is what you are doing now, in the present, to reach the goal in your vision
statement. A vision statement articulates your future, the target in the distance that you are aiming for
in everything that you do. The vision statement expresses the overall goal of your organisation.

Avision statement is critical, even if it seems brazenly ambitious, because the words keep you focused
onyourend goal. Itis easy to get mired in the day-to-day work of programmes and campaigns and lose
sight of the ultimate goal.

Your mission statement is as vital, even if it seems simplistic, because the words guide you as you go
about your work, keeping you from wandering off course and trying to do too much.
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TEMPLATE 2:
SERVICE PLEDGE/CREDO

Creed of Ethics /Service Pledge (retain or substitute the greyed-out text)

We believe our first responsibility is to raise necessary funds to allow to develop innovative and
useful programmes that complement its core business of

In

meeting these responsibilities, everything we do must be of the

We must constantly remain cost conscious and use xxx or donor funds

Our beneficiaries’ needs must be met promptly and with care.
We are responsible to our team — the men and women who work with us.
Everyone must be considered .

must be fair and working conditions clean, orderly, and safe.
We must be mindful of ways to help our employees fulfil their
Employees must feel

There must be for employment, development, and advancement for those
eligible.
We must provide competent whose

We are responsible for the projects and programmes with which we work and uphold their
rights and responsibilities with their donors.

We must better service delivery, and
education.

We must

We must engage in reading and research, develop innovative programmes, and learn from our
mistakes.

We must acquire and help launch

We must create to provide for adverse times.

When we operate according to these principles; our team, and our community should be
proud of the support we provide.
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TEMPLATE 3:
S.W.0.T. ANALYSIS WORKSHEET

POSITIVE NEGATIVE

STRENGTHS » WEAKNESSES
* Internal strength * Internal weakness
* Internal strength * Internal weakness
* Internal strength * Internal weakness

INTERNAL

« OPPORTUNITIES THREATS
* External opportunity * External threat
* External opportunity » External threat
* External opportunity » External threat

el
<T
—
[
Ll
—
><
Ll
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TEMPLATE 4:
STRATEGY MAP
Model STRATEGY MAP & Template
T ) 7y L) [}
FINANCIAL

DONOR/SPONSOR f T T 3
RELATIONSHIPS

INTERNAL

PROCESSES t ! * *
LEARNING ; ; . "
& INNOVATION
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TEMPLATE 5:
14-STEP THEORY OF CHANGE WORKSHEET

STEP QUESTION RESPONSE

1 What is our Mission?

2 What specific problem do we want to
address?

3 What are the underlying cause(s) of
the problem?

4 At what level do we want to work?

5 What impact do we want to achieve?

6 Who will our work affect?

7 How will we reach our target group?

8 What tools/processes and do we
need?

9 What resources will we need?
(financial, knowledge, skills, time)

10 What resources do we already have?

11 What additional resources will we
need?

12 Are other people already working in
this field?

13 Can we partner with anyone?

14 How will we know if we are
successful?
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LOG FRAME ANALYSIS (LFA) WORKSHEET

NOTE: It might be more logical (and make clearer sense) to populate the table answering the questions
in the numbered order.

INTERVENTION

1 GOAL
State your general goal

PERFORMANCE
INDICATORS

14 What indicator
will show that
your project has
contributed to the
goal?

MEANS OF VERIFICATION

15 Where will one find that
information?

ASSUMPTIONS

2 PURPOSE
State your specific objective

12 What will show that
you have achieved
your stated purpose?

13 Where will one find that
information?

7 What key external
factors must exist
to enable purpose
to contribute to the
goal?

3 OUTPUTS
What will your activities
produce to achieve the

10 What evidence will
there be that you will
have produced the

11 Where will one find that
information?

6 What key external
factors must exist
for the outputs to

List the activities that will
produce the outputs you plan
on achieving (assuming you
have the necessary resources)

(evidence) that you
have conducted the
activities listed?

evidence that the
intended activities took
place/

purpose? stated outputs? produce the desired
affect or outcome?
4 ACTIVITIES 8 What will indicate 9 Where will one find 5 What key external

factors must
exist to enable
the activities
to produce the

outputs?
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TEMPLATE 7:
SUCCESS EQUATION WORKSHEET

Here is an MS Word Template for a Success Equation:

PRIORITY OUTCOMES ACTIVITIES/
What changes in behaviour, PROGRAMMES PERFORMANCE MEASURES
" ) : - o How do we measure progress
condition, or status are required ~ Which activities will drive
) toward our outcomes?
to achieve our Impact/ Affect? our results?
PRIORITY J .
OUTCOME A J .
PRIORITY o i
OUTCOME B ° °
PRIORITY J J
OUTCOME C ° °

Complete columns 1, 2, and 3 in that order.

Adapted from Jason Paul, The End of Fundraising: Raise More Money by selling your Impact. San Francisco:
Josey-Bass, 2011 Mission Measurement, Chicago, Ill.



DEVELOPING DONOR SUPPORT

TEMPLATE 7.1:
SUCCESS EQUATION WORKSHEET

Priority Outcome A = Priority Outcome B el Priority Outcome C

PANECR e NN N
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TEMPLATE 8:
SAMPLE SUCCESS EQUATION WORKSHEET

Impact
To build Motsoaledi into an economic,
environmentally and socially self-
sufficient neighbourhood

Priority Outcome A

To improve ledi resid ! living

providing access to essential & environmentally
sustainable services

by

Priority Outcome B

+ To fight poverty within the Motsoaledi +

neighbourhood by improving each family's
income & access to food

Priority Outcome C
pirations &
within Motsoaledi

To grow r

(o ) 5 (e ) 57

1. The number of housing units built in a year

2. The number of roads (tarred or dirt) built in a year

3. The extent of the sewage system built & the number
of water-borne diseases cases within Motsoaledi
i.e. Cholera, Dysentery

4. The number of call-outs received & responded to
Motsoaledi-based emergency services

5. The number of solar electrification systems installed
within Motsoaledi

6. The number of solar geysers installed within
Motsoaledi

7. The exi: of the playg & ity centre

8. The number of vesting systems il

9. The number of trees, plants, & lawn planted within
Motsoaledi

10. The number of composters installed and whether
they are used by residents

11. Installation of the wireless network

1. The housing stipend is collected from UJ &
: to indivi

2. Ask students' how much they pay residents for
additional services

3. Income in each residents' savings account

4. The amount of money in the community's
endowment fund & the amount of money
allocated to educational scholarships each year

5. To monitor sales from the vegetable garden/s at
the weekly Farmer's Market

6. The number of people paid and the amount they
earn to staff & provide first aid, security & fire
services

7. The number of artisans employed within
Motsoaledi

8. The number of artisans employed through
Builder's Warehouse database

1. The number of artisans based in Motsoaledi who
have been trained & the number who have been
certified by accredited service providers to install
& maintain: solar prod. lumbing, building,
roofing, tiling, painting & paving

2. The number of adult residents trained to read, write
and do basic math through the community centre

3a. The number of residents growing vegetables on
their own property & the community's vegetable
gardens

3b. The number of residents trained & certified to
provide primary healthcare & first aid

3c. The number of people trained & the number
certified to provide security and fire services

4. The number of residents & their children who access
the community scholarship fund, the size of each
scholarship & recipient grades

5. The number of people certified in each area & those
who attend & participate in community meetings,
on the cooperative's board

Build neighbourhood infrastructure:

1. To build 1,473 RDP housing units with additional
rooms for UJ students

2. To facilitate transport, trade & access to emergency
services by building & tarring roads

3. To improve residents' health & well being by building
a sewage system that is linked to municipal
structures

4. To improve residents' access to health & first aid
services by building a clinic,security & fire station

5. To provide power to individual households by
installing & servicing solar electrification

6. To provide hot water to individual households by
installing & servicing solar powered geysers

7. To improve recr , trade, and
opportunities by building a playground around a
multi-purpose community centre

8. To improve access to potable water by installing a
rainwater-harvesting system

9. To promote a healthy environment & reduce CO2
emissions by planting: trees to provide shade & fruit
; plants to recycle CO2 emissions; lawn to beautify
the neighbourhood

10. To facilitate recycling within the neighbourhood by
il cost-

11. To give all Motsoaledi residents access to

Help residents earn additional income:

1. Each family will receive R100 p/month from UJ for
providing living/ ying space for UJ

2. Residents are able to offer & charge students' for
additional services e.g. laundry, meals

3. To promote residents' savings provide access to a
prize-linked savings account

4. To develop a community endowment fund that will
manage & maintain the neighbourhood's
infrastructure & provide scholarships to residents
interested in further training & education

5. To improve residents' access to food & ability to
trade by helping them to grow individual and
community-based vegetable gardens

6. To improve the quality of emergency care within the

i hood by paying to provide first

aid, security, & fire services

7. To employ artisans within the community to build &
regularly service community infrastructure

8. To employ artisans within the community to work as
freelancers through the Builder's Warehouse
database

Train & Certify:

1. Artisans to work in solar electrification,
plumbing, building, roofing, tiling, painting &
paving

2. Adult residents who wish to learn to read, write &
do basic arithmetic

3. Residents to:

- Grow & in their individual
gardens for their own use and to trade at
weekly Farmers' Markets

- Staff the primary healthcare clinic

- Become emergency responders to provide fire &
rescue, security & first aid

4.To encourage children to go to school through a

ity-run scholarship prog

5. Mentor residents to form and manage a
Community Cooperative by training them to:

- Develop a vision, goals, and a set of values for
the organization

- Managing the organization

- Problem-solving and decision making

- Planning & Delegation

- Time, Task & Individual management

- Communications management

- Meeting procedures

- Conflict management
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TEMPLATE 9:
CASE FOR SUPPORT STATEMENT

What Is a Case Statement?

Your case for support (C4S), or case statement, is a document detailing the argument for why your
organisation deserves gift support, usually by outlining the organisation’s programmes, current
needs, and plans.

A C4S should be educational and persuasive and make a compelling case for the work you do by
describing your mission and values, history (track record), people, programmes and services, and
vision for the future.

Use your case statementto inform prospective funders and persuade them of your need for support. In
this way it is not that different from a general support proposal, and like a proposal it should be concise
and convincing.

Your case statement should provide ready answers to the following questions:

1. Why does your organisation exist? What is the need, problem, or challenge that you are there
to address?

2. How do you plan to confront that need? What do you hope to accomplish, realistically? This is
where your mission statement and programme objectives come into play.

3. How is your organisation qualified to address the need? What kind of track record do you
have, and what are the skills, experiences, and qualifications of your board, staff, and any
volunteers?

4. How much money do you need to advance your efforts?

How your case statement supports your fundraising efforts:

1. The case statement can be used as your fundamental fund development document with major
donors.

2. You can draw from it to create other documents, such as speeches, press releases, or
proposals.

3. Circulate the case statement among colleagues to solicit their feedback on it, to encourage
their investment in your fund development process early on.

4. Give it to anyone who does face-to-face solicitations on behalf of your organisation: it can
serve as a “briefing paper” for them and help them choose the best language to describe your
organisation.

5. Useitas a recruitment tool when corresponding and meeting with prospective board
members.

6. Where appropriate, a Success Equation/Impact Plan could accompany your C4S or be used as
‘leave behinds’ after meetings with donors.
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TEMPLATE 10:
CASE FOR SUPPORT CHECKLIST

Checklist for an External C4S

TOPIC QUESTION RATING. 1to 5

CORE CONTENT Does your case clearly explain how your
Advancement Office (AO) makes a difference to the
programmes and projects it delivers?

Does your case explain how and why your
campaign(s) will increase your value in your campus
and larger community?

Does your case clearly reflect your vision?

Does it clearly show for what you are raising
support?

Does your case spell out the basic elements of your
plan?

EMOTION Does the case inspire you? Is it exciting to read
about the possibilities?

Is there anything in your case that touched your
heart?

Did you find yourself wanting to make the
programmes/projects a reality?

WRITING Is the case written in the active rather than the
passive voice?

Is it written from the perspective of the reader's
interests rather than from your fund development or
organisation's needs?
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QUESTION

Are the sentences short -- no more than 10-15
words?

RATING. 1to 5

Does it rely on short, simple words rather than multi-
syllabic, technical jargon or cliches?

Is the case as brief as it possibly can be?

HEADINGS

When you only read the headings, do you get the
essence of the message?

Do the headings engage you enough to compel you
want to read the document?

APPEARANCE

Is the document formatted clearly with plenty of
white space to make for easy reading?

Are the paragraphs short -- no more than 4
sentences?

Are the margins wide enough to write comments?

FLOW

Do the ideas make both logical and emotional
sense?

Are the sections in an order that leads you through a
natural thought process?

ADMINISTRATION

Does every page have a "VERSION: Date"?

TOTAL /120:

Do you and you team schedule meetings to review
your case?
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TEMPLATE 11:

PROJECT OUTLINE CANVAS

PROJECT:

PROJECT LEADER:

PURPOSE:
What is the goal of this project?
Why are we doing this?

SCOPE:

Which areas should this
project cover?

Which areas should it NOT
cover?

SUCCESS CRITERIA
What do we need to achieve?
How can our success be measured?

MILESTONES:
When do we start?

What are the key milestones/benchmarks and what are their due dates?
How can these milestones/benchmarks be measured?

ACTIONS:

Which deliverables need to be produced to reach each milestone?
Which activities need to be executed to produce a certain deliverable?

RESULTS:

TEAM:
Who are the participants?
What are their roles in the project?

STAKEHOLDERS:
Who affects the success of
the project?

Who do we need?

What are their roles in the
project?

USERS:
What is our target group?
Who are our beneficiaries?

RESOURCES:

What resources do we need?
How much will the project cost?
How long will it take?

CONSTRAINTS:
What are the current project
limitations or constraints?

RISKS:

What risks may occur during the
project?

How do we treat these possible risks?
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TEMPLATE 12:
FUNDRAISING PLAN WORKSHEET

This example is based on Sandy Reese of Getfullyfunded.com’s suggested template.
A more detailed and advanced walk-through template for a Fundraising Plan is available from
CauseVox at https://www.causevox.com/fundraising-plan-calendar/

Articulate which values will guide you as you pursue the fundraising goals listed in this plan.

Reflecting on the past year is a great way to start simplifying your fundraising plan. You will be able to
identify trends and patterns that you may not have noticed otherwise.

First, review your total revenue raised from all sources. Then, look at the breakdown of your revenue
between individual donors and corporate sponsorships. Finally, determine if there was any change in
your average gift amounts.

Also consider whether your organisation had any major changes in the previous 12 months. Did you
add a new board member? Change your mission statement? Add a new programme? These changes
might affect your ability to effectively develop funding.

Once you have reflected on the past year, you will be able to simplify your fund development plan and
focus on the most effective strategies for the coming year.
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Example:

Results:

Overall:

e Weraised 10,000,000 from all sources last year.

e Individuals: 250,000 (12.5%) came from individual donors.

e Corporations: 200,000 (18%) from corporate social investment allocations.
e Sponsorships: 1,000,000 (10%) corporate marketing budgets.

Successes:

e Ouronline giving page had a great response, and we were able to increase our donor base by 10%,
XX.

e We hitour fundraising goal for the first time in three years!

Challenges:

e Our postal campaign (direct mail) did not happen.
*  Must review text and branded gifts.
e We battled to get corporate sponsorships; must refine our approaches.

The second step is to take inventory of your organisation’s resources. You will want to think about
where your money comes from, how much time you spend on fundraising activities, and whether
there are any additional resources available to you.

Take stock of your organisation’s resources (money, staff, board, volunteers, etc.) and how they can
support fundraising efforts in the coming fiscal year.

e What do you currently have?

¢ How much time does your organisation dedicate to fundraising?
¢ Do you have a dedicated fundraiser, or multiple?

e Arethere any additional resources available to your organisation?

Once you know where your money comes from and how much time you spend raising funds, you will
be able to determine if there are any additional resources that you can tap into. For example, if you do
not have a clean and automated email list of supporters, you may need a database administrator to
manage that list.

Also consider whether you have enough staff time to devote to fundraising. If you only have two hours
per week to develop funds, you may need to find a way to reduce the number of fundraisers you run.

Finally, you may want to look at whether you have access to technology that makes fundraising easier.

Forexample, if your organisation uses online donation forms, you may be able to automate those forms
instead of manually entering data.
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Example Resource List:

Funds:

e Wehave a 20,000 budget for this fiscal year.

e 5000 of that s set aside for mail shots, 10,000 for online giving, 2,000 for special events, and
3,000 for printing and postage.

Time:

e We have two full-time (40 hrs p/wk) staff members dedicated to fund development.

e Inaddition, we have a part-time development assistant who works 10 hours per week.

e Wealso have a database administrator who spends 10 hours per week on database maintenance.

Board Support:
e We have a three-member fundraising committee that meets monthly.
e Wealso have a development committee that meets quarterly.

Other:
e We have a great online fundraising platform and a good email list.

STEP 4: LISTTHE THINGS YOU NEED TO DO TO GET NEW DONATIONS

(renew existing ones, and improve existing ones).

To begin and/orincreasing your individual giving, your strategy should include tactics to discover ways
to draw in new individuals who will give regularly, renew current ones, and move them up a level
or two or three. Think of these efforts as “growth”, because they are essential for keeping your fund
development efforts worthwhile.

Example Resource List:

Attract:

e Runthree social media campaigns aimed at attracting new potential donors.

e Exhibit/demonstrate and/or make presentations at two communily events to attract new
e donors.

Renew:
e Reach outto dormant donors.

Upgrade:
e Asking recurrent donors to increase their giving level.
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STEP 5: WRITE DOWN YOUR GOALS FOR EACH ACTION

(begin with an action verb or ‘We want to...)

This is where you write down your goals for each activity. You will want to think about what you want
to accomplish in numbers; avoid the complacency that often comes from relying on percentages. For
example, if you want to increase the percentage of your current donors from 10% to 15%, then you
should write down your goal as:

“We want to increase our current donors by 25%, i.e. by adding xx new donors to our current base of xx
by November1”.

Another example of an explicit goal is: you want your organisation to reach its fundraising target, then
you might state the following:

“Raise 1 million by 25 December xxxx from xxx recurrent/corporate/development agency donors.”

Example:

Attract new recurrent donors:

e Acquire 100 new email addresses from in-person events.

e Raise 10,000 from our P2P campaign by recruiting three volunteer fund developers who raise 5,000
each by July(?) 1.

Renewing donors:

e Raise 15,000 from our current donors for our winter postal appeal.

e Engage 80 online donors to raise 7,000 by August 20.

e Wewant to schedule meetings with 60% or xx of our major donors by August 1.

Goals for upgrading donors:

e By March 31, we want to recruit 30 new monthly donors from our annual givers from our mid-level
donor base.

e Wewantto raise $60,000 by upgrading 30% or xx of our current major donors by November 1.

Now that you have written down your goals, you can move onto Step 6.

STEP 6: THREE FOCUS AREAS FOR THE COMING YEAR

Your fundraising plan should include at least three focus areas for the coming years. These are the
three things that you want to make sure happen because of your fundraising plan. You might want to
consider adding additional focus areas if there are things that you think you will want to work towards.
You might decide to:
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* begin a monthly giving programme,
e persuade one or more board members in becoming involved, or
e improve your database practices so that your donor reports are consistently accurate.

You could also want to add additional focus areas if you feel like there are certain things that you would
like to accomplish in the coming year.

Whatever your goals are for the coming year, make sure that you write them down in your fundraising
plan. They then become indelible, and you can refer to those goals throughout the year to remind
yourself of where you want to focus your efforts.

Example Focus Areas

e expand your recurrent giving campaign,

e ramp up your development agency programme by introducing multi-year projects;
e launch a new online giving platform, or

e develop a new volunteer recruiting and training programme.

Regardless of your calendaring system, figure out how you are going to space out your plans over the
next year. Plan your activities around vacations, programme events, and potential busy times for the
organisation. Use the space below to brainstorm how to structure your year, and then translate your
thoughts to your scheduling tool of choice, e.g. the Gantt Chart Project Schedule template included
as Template 22.
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STEP 8: MAKE RESOLUTIONS TO SET YOURSELF UP FOR SUCCESS

We often make New Year’s resolutions for ourselves in our personal lives, yet we are not as good at
making them when it comes to fundraising. Determine what you need to succeed in the coming year.
Here are some areas you might think about:

¢ An hour on your calendar every week to check in on the plan or make phone calls/courtesy
visits to donors and sponsors.

¢ A quarterly check-in with your team to evaluate your progress.

¢ Do you need to hire someone with expertise in a particular area to help you?

¢ Askyour fund development committee to review your plan and provide feedback.

¢ Do your governing board members participate.

¢ Make a list of potential donors and ask for introductions.

e Evaluate you CRM system/add features.

¢ Educate yourself on a topic related to fund development.

¢ Attend a conference or webinar. Present a webinar and/or a podcast.

¢ Consider setting up a learning or resource centre for your team (single site or online links).

Personal resolutions:

e Mondays and Wednesdays from 9 am to 1 pm are my fund development times. | will not schedule
meetings or calls unless related to fund development.

e Ask for feedback from the fund development committee and see if they need any help.

e [will attend at least one conference and five webinars related to fund development each year.

e |will have a consultant review our database and make recommendations on how to improve.

e |willtake an online course on donor stewardship.

e Will askthe Board chair to make introductions to three potential major donors.

e Iwill personally call/visit xx donors each month to update them on our work and ask for their
continued support.

e [ will review our website quarterly to ensure that our online giving page is up-to-date and effective.

e [will implement a young professional giving circle with the goal of acquiring 10 new monthly donors.

192



DEVELOPING DONOR SUPPORT

Fund Development Goal:
New Donor Goal:

Donor Reactivation & Retention Goal:

GRANTS | SPONSORSHIPS INDIVIDUAL | COMMUNICATIONS PROMOTIONS | TACTICS

DONORS
JAN
FEB
MAR
APR
MAY
JUNE
JUuLY
AUG
SEPT
oCT
NOV
DEC
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TEMPLATE 13:
SIMPLE ACTION PLAN

PERSON ASSISTED
CATEGORY TARGET RESPONSIBLE BY HOW WHEN STATUS

FOUNDATIONS

CORPORATIONS

SPONSORSHIPS

RECURRENT
REVENUE

EVENTS

ALUMNI
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TEMPLATE 14:
BALANCED SCORECARD ACTION PLAN

Balanced Scorecard ACTION PLANS: January - December, 20XX:
Portfolio:
Name:

BALANCED
SCORECARD TARGET REi:ggg:fLE ASSISTED BY WHAT STATUS
CATEGORY

FINANCIAL:

INTERNAL
SYSTEMS:

CLIENT/
DONOR:

INNOVATION &
LEARNING:
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DEVELOPING DONOR SUPPORT

TEMPLATE 15:
GIFT CHART/PYRAMID WORKSHEET

Target
Ratios: 1 : Large gifts
1: Moderate gifts
1: Smaller gifts
NOTE: replace only the
Gift Range Gifts required Prospects required Subtotals %
<&@ t 10000 000,00 Note: This category should
L 9 3000 000,00 79% reflect the largest revenue
'\0 (ideally approaching 80% of
¥ 15 2750 000,00 target income).
16 2000 000,00
&
6\1(& 8 400 000,00
& 19%
08\\) 16 1200 000,00
N\ These gift categories
20 250 000,00 hould app 20%
)
& 200 50 000,00
é,;,@' 200 25 000,00 1%
“‘ob 600 45 000,00
Recurrent Fund 50,00 500 1000 300 000,00 1%
Totals 1040 2092 R20 020 000 100%
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TEMPLATE 16:

DEVELOPING DONOR SUPPORT

FUNDRAISING FORECASTING WORKSHEET

Fundraising Forecasting Worksheet
s Fundrsng Forecaser

Replace ONLY (he groyed-ou! das
 enter

gory. I the.
The

forecast s calculated based on this degree of confidence.

greyed-out data

Revenue Categories in this tool
Table 1

Table2
Table 3
Table 4

Confidence
(Cickthe drop-down sts to
Table 5 ety

Glaranieed
Very Likely

T00%
75%

10%

Table 6
Table 7
Table 8

(hcjut by rop-

Revenue Source Breakdown down )
Major Gitts Confidence? _Likelihood __Total Forecasted

RI0000,000.00  Guarantees 100 R10,000,00000

R75,00000  VeryLikely 5 R86,25000

o
o

Gala Revenye Source 10

Total Revenue Forecasted

R260,000.00

Government

Likelihood
700

Ro.00
R175,000.00

Confidence?

ery iy

00000
R7.50000

5 R75000.00
100 R3.000000.00
5 R750,00000
100 R50,000,00000
RO.00

Likelihood __Total Forecasted
700 Rao,

o R0.00
o R0.00
R0.00
R53,87250000

Likelihood

Corporations octed

Total Revenue Forecasted

Foundations

Confidence?

Confidence?

Confidence?

Likelihood __Total Forecasted
5 R6.00000

RO.00
R300,00000
R5D.00

Partnerships

Total Revenue Forecasted

Other Revenue

R000
R253,550.00

R1,112,00000

Uikelihood __Total Forecasted
: R225,00000

5 R600,000.00
R360000

No single source of revenue should be more than 50%
ol vour total

Table Total Revenue Expected % of Total
R10,149,00000 3% Good
R175,000.00 0% Good

R53,87250000 69%  Warning: this source is more than 50% o tota revenue.
R1,92600000 2% Good
R11,050,00000 14%  Good
Sponsorships R310,300.00 0% Good
Partnerships R293,550.00 0% Good
Other Revenue 1% Good

R828,600.00
9

% Total Revenue Expected: 20xx

Foundations Partnerships
Corporations 14% 0%

3% "
\ Sponsorships

0% her Revenue
1%

Major Gifts
13%

Event Gifts
0%

Expected Income vs Actual

X 100000

mForecast mExpected Revenue
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DEVELOPING DONOR SUPPORT

TEMPLATE 17:

SAMPLE BUDGET CHECKLIST

SAMPLE Budget Checklist (Indicative NOT comprehensive)
Your Expected from
contribution Donor(s)

Categories and items

Employee benefits

Office costs

Office supplies

Printing

Envelopes

Letterhead

Reply forms

Thank you cards

Brochures

Invitations

Postage

Graphic design

Events

Catering

peaker fees

peaker transportation

pace rental

upply rental

nvitations

Flowers

Favours

A/V equipment / Rental

Production costs for video/podcast/webinar presentations

Lunches, etc. with prospects

Travel within service area

Transportation

Lodging

Meals

Other promotion & marketing

Costs of video library (tapes, outright purchases, shipping, etc.)

Tapes

Purchases

Shipping

[Branded gifts

Promotions

Donor recognition

Plagues

Pins and other token items

Permanent display

Telemarketing services

Training programme
C

1.000,00

registrations

C travel

Conference lodging

Conference meals

150,00

Travel Airfares

Shuttle transfers

Tarin transfers

Car rental

Insurances

Guest travel

Meals _Breakfasts

Morning coffees

Lunch
Afternoon tea
Dinners
Snacks
Consultant's fees
TOTALS
OWN CONTRIBUTIONS VS DONATIONS

300 000,00

250 000,00 269 150,00

200 000,00

150 000,00 160300,00

100 000,00

50 000,00
Host Contributions




TEMPLATE 18:
MULTI-YEAR BUDGET

TEMPLATE

DEVELOPING DONOR SUPPORT

Replace ONLY ‘/1c oreyed out data, 3-Year Budget Template (with sample data)
(items include applicable taxes) Pl s
2000 200 (+ 8%) 2000 (+10%)
Category & Line item ay Initial. Value Bonor. Bonor. Donor
HR /Capacity P/month
c 800000 864000 216000 9504,00 237600
¢ 650000 702000 270000 772200 297000
ina . 700000 756000 108000 831600 118800
625000 594000 81000 653400 891,00
) 470000 507600 32000 558360 356,40
i 290000 313200 108,00 344520 11880
192500 207900 81.00 228690 89,10
1000,00 950,00 102600 54,00 112860 5940
" i 500,00 47500 51300 27.00 564,30 2970
Subtotal R 3870000 R 680000 R 4098600 R 734400 R 4508460 R 807840
Programme Costs
rental 12 12000,00 14400000 ) 15552000 10800,00 17107200 1188000
1 200000,00 20000000 21600000 108000 23760000 118800
. 1 100 000,00 100000,00 108 000,00 108000 118 800,00 118800
1 500000 500000 540000 108000 5940,00 118800
1 100000,00 10000000 108 000,00 108000 11880000 118800
. 1 1200000 1200000 1296000 108000 1425600 118800
Indirect Cost (%) - - - - -
subtotal R 56100000 R 1500000 R 60588000 R 1620000 R 71155260 R 1782000
Materials Development
- - 367200 - 403920
10000 3600000 s 38880,00 378000 4276800 415800
fals d B - 388800 - 427680
, 500000 500000 7 540000 3996,00 594000 435,60
- - 410400 - 451440
. . 421200 . 463320
- - 432000 - 475200
. 442800 487080
- - 453600 - 498960
subtotal R 4100000 R 3420000 R 4428000 R 3693600 R 4870800 R 4062960
Equipment & Operations
200000 216000 468400 237600 510840
: E . 475200 E 522720
1200000 1296000 486000 14256,00 534600
E s . 270000 E 297000
9500000 102 600,00 507600 11286000 558360
E . 518400 E 570240
ta o 350000 378000 529200 415800 5821.20
5 500000 s 540000 540000 554000 554000
i 300000 324000 550800 356400 6058.80
iriLa E . 561600 . 6177,60
- - 561600 - 617760
. 561600 E 6177,60
- - 561600 - 6177.60
30000000 32400000 57200 356.400,00 626,40
Subtotal " R 7160400 R 7876440

42050000 R 6630000 R 454140,
159 180,00

140,00 499 554,00
17179290 105 734,88

TOTALS 1220380,00 | R_122300,00 131707890 | R 132084,00 1500 634,08

[ R 145 292,40

2000

Donor 00 Contribution Donor XXX Contribution
HR /Capacity 3870000 680000 40986,00 734,00
Programme Costs 561 000,00 15000,00 605 880,00 1620000
Materials Development 4100000 3420000 4428000 36936,00
Equipment & Operations 420500,00 6630000 45414000 71 604,00
Host Adrin Levy 159 18000 17179290

TOTALs _R_ 122038000 R 122300,00 1317078, R__13208

Donor Contributions

Donor XXX Contribution
45 084,60 807840
711552,60 1782000
48708,00 4062960

78764,40

R1500634,08 R _145292,40

20XX 20XX caspment
cauipment e wipment wipmer awe]
T e s i A
Operations i Operatons 0% <
E o
‘ |
programme
Corts
%
Wateriss
et . Materils
o o oevionn
a% ”* o
Donor & XX Contributions Compared
200 200 200
Y Sty TR oot Spetons T oy g v s
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DEVELOPING DONOR SUPPORT

TEMPLATE 19:

SUMMARY BUDGET TEMPLATE

ONLY edit the greyed-out data |

Anticipated Inflationary increase (CPI):

BUDGET PROPORTIONS

OPERATIONS

PERSONNEL

TRAVEL

PROGRAMMES

DONOR Funds vs XX Contribution

PROGRAMMES TRAVEL

800 050,00

400 050,00

50,00
PERSONNEL EQUIPMENT &

STATIONERY

m XX Contribution Donor

20xx 20xx 20xx
Subtotals: XXX Ce i XXX Contribution DONOR XXX Contribution DONOR Overall Total

PERSONNEL 106 000,00 864 000,00 114 480,00 933 120,00 2917 600,00
PROGRAMMES 00,00 0 79 500,00 848 000,00 85 860,00 915 840,00 2804 200,00
TRAVEL 25 000,00 0 26 500,00 159 000,00 28 620,00 171720,00 560 840,00
EQUIPMENT & STATIONERY 60 000,00 100 000,00 63 600,00 106 000,00 68 688,00 114 480,00 512 768,00
OPERATIONS 1C 500 000,00 106 000,00 530 000,00 114 480,00 572 400,00 1922 880,00
Subtotal 360 000,00 2 350000,00 381 600,00 2507 000,00 412 128,00 2707 560,00 8718 288,00

Administrative levy if 235000,00 250 700,00 270 756,00

applicable
720000,00 4935 000,00 763 200,00 5264 700,00 824 256,00 5685 876,00

OPERATIONS




TEMPLATE 20:

DEVELOPING DONOR SUPPORT

OPERATIONAL BUDGET TRACKER TEMPLATE

Revenue Budget Actual

Grants 5

Sales & Services
Contracts
Memberships

Fee for Service
Sales/Consultancies
Total sales & services 57000

Donations

Major Gifts

Annual Gifts

Monthly Gifts

Capital Campaign Gifts
Special giving day
Online Donations

Event Donations 25000
Total donations

In-kind income
Sponsorships

Total cash
Total non-cash 6000 0
Total Other Income 91000 25 000

Budget Actual Revenue over Budget Actual
Staff & benefits 503900,00  215000,00
Post 1
Post 2 Operating Margin Budget Actual
Post3 56% 40%
Post 4
Posts Fundraising Efficiency  1: 0,60
Post6 (What is costs to raise R1)
Total staff
Premises
Rent 45 000,00 45 000,00
Utilties 50 000,00 43000,00
Total occupancy 95000,00 88000,00
Other Expenses
Equipment
Supplies
Telecommunications With this template, you can:
Insurance Use the prepopulated formula to make accurate calculations
Meetings Keep track of your different revenue sources
Travel Monitor your organisation’s expenses and operating margins
Marketing & advertising Assess your not-for-profit's incomes and over time

Training, development
Contract services
Legal

Accounting
Miscellaneous - -

45 000,00

Total cash Expenses 8 000,00

Total other expenses 283 600,00 213 500,00
Total Revenue 906 000 534 000 Total Expenses 402 100,00 319 000,00

REVENUE SOURCES EXPENSES BY GROUPING
Total staff
Total sales &
services
Grants
75%
Total Other Income
5%

How to use this template

1. Replace the sample (2cy-o1/t i214) revenue and expense amounts
2. Add, change, or delete any cells that are inappropriate

2(b). Be aware that changes may effect the sheet's formulas

3. Insert the amounts of your revenues and expenses

4. Update throughout the year

Total occupancy
28%
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DEVELOPING DONOR SUPPORT

TEMPLATE 21:

BUDGET VS ACTUAL TRACKING WORKSHEET

(ADVANCED

Budget vs. Actual Chart Template (Advanced)

Data Calculations
Category Target  Actual Var  Var% Symbol
Budgeting 100 80 -20 -20% [
Annual Fund 50 a5 -5 -10% B
Sponsorships. 300 220 -80 -27% B
MERSETAs. 500 550 50 10% B
Individual Donors 50 30 -20 -40% B
Foundation 100 180 80 80% [
sl 300 380 80 27% b
ETSETAs. 100 112 12 12% B
Bequests 50 a8 -2 4% B
50 5 -45 -90% [
50 5 -45 -90% [
50 5 -45 -90% [
50 5 -45 -90% [
50 s a5 0% D
50 s a5 sonn
50 s a5 sonn
50 s a5 sonn
50 s a5 sonn
50 s a5 sono
Symbol Mapping
% Symbol
-100% @
5% [
0% &
10% A
25% Adh
Chart Title
600
500
400
300
200
o
o
N ?}1
\)(\
4(0
[ Target mmmmActual

Series3

20%

4%
790%.
£190%.
7190%.
790%.
7190%.
790%.
790%.
©90%.
790%.
©90%

Var2

B10%

B 80%
BRI 27%
B12%

Series4

Chart

(CELLRANGE]
[CELLRANGE]

Budgeting

Target vs. Actual Performance

[CELLRANGE]

(cELf €l
[CELLRANGE]
[CELLRANGE] [cELy E]
1< IGE]
[CELLRANGE]
ceL NGl {EELERANGE]
[EELLRANGE] }Egﬁgmgﬂ [CELLRANGE]
Amualfund  Sponsoships MERSETAS  IndiduslDonors  Foundaton s evseras equess
Boget mActsl
Budget vs. Actual Chart
CELLRANGE
600 CELLRANGE
500 [CELLRANGE]
400 [CELLRANGE] [CELLRANGE]
300 [CERENGE] [CELLRANGE]
200
EELLRAN GE] [EELLRANGE]
100 f qELLLRANGE] [gmgmég] [c ELLRANGE]
o e [ |
o o o
& S i &
< @ é‘-? ‘b@o?e
&

OTarget MActual



DEVELOPING DONOR SUPPORT

TEMPLATE 22:
GANTT PROJECT MANAGEMENT CHART

PROJECT TITLE

- atch How 10 Mako o Gantt Chart i Excel

SIMPLE GANTI CHART by Vertexa2.com13/01/2018

[Company Name] Project tart: 01 February 2023 < . 5
[Project Lead] Today: 7-un-2023
e—

Introduction by Project Leader
Brainstorm project contours
Build LFSor SEor ToC
Build Ubuntu Circle
Qualify prospects

BUILD BUDGET.

Costresource checkist

Conduct forecasting exercise:
Develop 15 Draftbudget

Finaise Master Budget (mult-year)
Distl Summary Budget

SOLICITATION DOCUMENTS
WriteConcept note
Develop Casefor Support
Writeproposal/proposition
WriteLetterof nauiry
Design appointment schedule

cutmvaTion
Schedule contact meetings.
Make exchange/ASK
Scrutinize Agreement
Design Action Plans
Schedulekickoff/launch

STEWARDSHIP Programme.

Acknowledgement letter

Acknowledgement phone cal & bnewsbrief

Blog /Newsetter publicising donati
Branded ift

Invitation

nsert newrows ABOVE i e

holidays

Replace or delete appropriate
Public Holidays

01-4an New Years

07-Apr Good Friday

C
25.Dec Christmas
Dec Boxing
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DEVELOPING DONOR SUPPORT

TEMPLATE 23:

FUNDRAISING TASK TRACKER

FUND DEVELOPMENT CAMPAIGN — TASK TRACKER

Tasks Completed
0/13

TO DO LIST

WHEN COMPLETED

ITEMS NOT COMPLETED

Identify appropriate RFPs OR new project
Brainstorm project fit

Outline project requirements & risks

Develop Toc/LFA/Impact plan (Success Equation)
Develop Concept Note (if necessary)

Secure organisational approval

If appropriate, begin prospect research

Develop grant proposal / sponsorship proposition

Finalise solicitati (proposal/p

Develop solicitation schedule (where relevant)
Design stewardship schedule

Additional task 1

Additional task 2

y




DEVELOPING DONOR SUPPORT

TEMPLATE 24:
RASCI MATRIX TEMPLATE

RACI Matrix Template

Adapted from the free Proiect Manaaer RACI Template

Project Tasks

Project Formulation
Budget decvelopment

Feasibility study

Planning Phase

Outlining (ToC, LFA, SE, etc.)

Budget build (forecasting, gift chart...)
Fundraising plan

Prospect research

Scheduling.

Write solicitation instruments

Execution Phase

Solicitation plan
Events scheduling
Solicitation plan
Database maintenance
Agreement

Scrutiny & negotiation

Stewardship Phase

Acknowledgement
Recognition
Write closure report
Follow-through programme
Colour Coding:
Responsible
Accountable
Consulted
Informed

Although not included in the text, this RACI template is a useful compliment to the Gantt chart. A RACI matrix helps you figure out which stakeholders fit into which categories for better project management. It
identifies and defines the roles and responsibilities of team members in relation to the tasks in a project and uses the letters R,A,C, and | to categorise team ibilities. RACI stands for R i
Accountable, Consulted, Informed. As each letter is inserted, the cell colour will change for easy recognition.

A RACI Matrix is the guiding document that every team member will refer to as the project progresses. It keeps a project on track by clearly defining who is responsible for what. When every team member knows
exactly what their responsibility is, a team can avoid miscommunication, wasted time, and the confusion that often comes from "too many cooks in the kitchen" situations.

An added benefit would be if names of those responsible could also be inserted.

The insertions here are, of course, merely examples and should be changed to suit your unique configuration.

Consultant (where

q Director
appropriate)

Project Leader Office Formulation Planning Budget Prospect Research Solicitation Stewardship

R A |
R I

A | R c
| | R 1 c c

A R I C
| | R c A

> > > >
£
o=

A R c

A R c

R R

R | | R A
NOTE:

As each cell is classified (RACI) it will change to the appropriate colour

Responsible (R)

This is someone who i responsible for getting the work done. When labelled “responsible” in a RACI matrix,it indicates that the person is expected to be hands-on when executing the task.

Accountable (A)

This s the person who is responsible for overseeing the task and making sure the work gets done properly. They are not hands-on with the work, but instead, they are managing and ensuring the completion of the work.

Consulted (C)

This person assists by providing information and support about a particular task or deliverable. They are not directly responsible for a task, but instead, they provide necessary information that will help the R get their work done.

Informed (1]

This person or group of people is to be kept up to date on the progress of a task or deliverable. This is commonly upper-management or a client who should understand the progress of the project, but does not have immediate input on the completion of the work.
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DEVELOPING DONOR SUPPORT

TEMPLATE 25:

COMPREHENSIVE CAMPAIGN: READINESS
ASSESSMENT

Replace greyed out data with
your own

READINESS FACTOR YOUR RATING WEIGHT FACTOR SCORE

Board / Council gifting 3 4 12

Top 10 donations 5 4 20

Relevance 5 4 20

Fund development history 3 3 9

Urgency of appeal 3 3 9

Prospect cultivation 5 3 15

Development Office capacity 2 3 6

Board /Council & staff enthusiasm 4 2 8

Exlternal factors 3 2. 6

“X" times annual/recurrent income 2 2 4

Fiscal integrity 5 2 10

Campaign budget 3 2 6

Campaign chair 3 2 6

Volunteers 3 2 6

Executive leadership 4 1 4 Excellent if you scored =175 - 215
Constituency acceptence 5 1 5 Good if you scored =140 - 175
Board /Council involvement 5 1 5 Fair if you scored =100 - 140

Total Score Poor if you scored =43-100




TEMPLATE 26:

CASH FLOW BUDGET

DEVELOPING DONOR SUPPORT

CASHFLOW WORKSHEET
te: Replace the sample greyed-out data with your own Adapted from Propel Nonprofits free templete.
January _February _ March April May June July August _ September _October November December | Year total
Cash on Hand (beginning cash) 120000 510600 673200 4091800 3142400 2198100 219350 1739800 2340800 1798900 766100 1556400  21252000,00
Accounts receivable ] 12000,00
Anticipated contract / Advisory services ] 45 000,00
R Feos dueat ime of servce ‘ 500 000,00
Funds released from restricted sources -
E  Grants - anticipated 600 ¢ 5 000 4000 000 000 0000 5000 00 00 8700000,00
y Granis - confirmed tranches I 5 000 0000 50 00¢ 00 0 5000 0000 ‘ 3900 000,00
Individual contributions (recurrent) 50 » 8000 9 00¢ " 10 120 » 4000 o " 170 137 000,00
E  Rent/facilty use 34 000 o 90 000,00
N Special events 6 600 000,00
‘Sponsoprships ) 627 000,00
U Ticket sales -
E -
TOTAL RECEIPTS 0 1605000 126500 4508000 169 000 110000 1067000 612000 1713000 514000 15000 2016000 1017000 14611000,00
Accounting & audit -
Benefits and staffing expenses 50 ) 0 105 000,00
Blogging & Newsletter -
Branded merchadise -
Cel phones 120 2000 2 200 2000 2000 2 200 144 000,00
Conference fees 38.000,00
Database o 3000 3000 44000,00
Donor database subscriptions -
Equipment leases ‘ 5000 5000 o . . ‘ 5000 5000 s . ‘ 60000,00
Insurance 0 3000,00
E  Intenet -
X Landine telephone ‘ ) 0 o ! o ‘ ) 0 . . ! 36 000,00
Legal expenses o 6000 10 000,00
P Lew -
Loan repayments -
E  Maintenance, repair 1o 0 o 0 0 33.000,00
N Mortgage/Bond payments -
Office exp (phone, postage, supplies) 15000 0000 4600 3500 1300 200 76 400,00
S pave - . . . . . o p 480000
E  Payments on past due oblgations -
Payrol 1000000 500 00 1000000 00000 12,000 000,00
S Printing N
Printing and marketing 0 0 0 0 15 000,00
Programme-related -
Rent ‘ 0 00 0000 0000 185000,00
Staff advances/ioans ‘ “ ! 55000,00
Training 150 2 ) 54.000,00
Transport ‘ 15 000 ) 6700 142.000,00
Utilties 10 ) 0 o 100 10 10 , 0 o 100 e 132000,00
Website 50 00 0 oot " o 50 00 o ooc : ‘ 60000,00
TOTAL 1214400 1102400 1089400 1118400 1054300 1071200 1066100 1112000 105590 1047800 1225700 1039600 13197.200,00
NET CASH FOR THE MONTH o 390 600 162600 3418600 049 400 044 300 4200 454100 601000 541900 1032800 790 300 22600 1413800
ENDING CASH 120 000 510600 673200 4091800 3142400 2198100 2103900 1739800 2340800 1798900 766100 1556400 1533600 22665 800,00
CASH FLOW ANALYSIS
mRevenues WDisbursements M End Balances
4508000
091800
3102000
2340800
2198100 2193900
2015000
1739800 17 1798900
1605000 e 1556400 1533800
9400
16400 25000 5 oo
02400 1118 1054 1700 B0 1o 2% 105500} Loz o 1039
5100
0600 320 €20 sian
1 o | | i
i oo e nor May Jon m ™ s oa Nov oec
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DEVELOPING DONOR SUPPORT

TEMPLATE 27:
CONSTITUENCY (UBUNTU) CIRCLE

To insert information, type a label in the text boxes on the left. Drag each text box to an appropriate
location in the Constituency circle. To delete the text box frame: select the target text box. While
selected, in Format Shape, then select 'no outline” and ‘no fill".

‘ Staff donors ‘

Nat government ‘

‘ Local government ‘

Local business ‘

‘ Foundations ‘

‘ (o] ‘

‘ Recurrent donors ‘

Individual donors
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DEVELOPING DONOR SUPPORT

TEMPLATE 28:
CONSTITUENCY (UBUNTU) MANIFEST

Themba Sono
Kellogg
Foundation
Nedbank Private
Bank

BV Supermarket

209



210

DEVELOPING DONOR SUPPORT

TEMPLATE 29:
PROSPECT INFORMATION WORKSHEET

Basic Prospect Donor Profile

Develop Officer responsibl
Volunteer:

Reason for considering Donor:

Background and research:

Personal referral Website Publication(s) Public profile

Donor profile:

Programme/project focus/interest area(s):

Geographic focus (if any) :

Known financial gift range:

Deadline dates (if any):

Previous donations to similar interest areas:

Donation character:

Once off O Multi-year [0 Inkind: O Service: [0

Preferred Approach:
Meeting(sy [1 Contact Letter [1 Marketing materials [1 Proposal [0 Application form [1

Additional information on cultivation approach:

Contact Person and details:
Tel

Email:

Physical Address:




TEMPLATE 30:

DEVELOPING DONOR SUPPORT

KEY QUESTIONS GRANTMAKERS ASK

The many webinars and blog posts that deal with aspects of proposal writing would suggest that even
the most seasoned fund developers are beset with butterflies when faced with building a proposal
application. Most of us consider the proposal to be at the heart of the fund development process and
to be the most daunting aspect of the process, however, a methodical approach might ease these
anxieties and trepidations.

Perhaps a useful primer would be to begin by answering the questions a grant-maker is most likely to
ask of a proposal. Here is a checklist you may wish to complete to help you collate the information and

data.

PROJECT /
PROGRAMME

RATIONALE

CAPACITY

1. What s being prop:

o

~

a project or a p!

Will it advance a fresh, different, and/or innovative activity or
enquiry?

2. Is the proposed programme/project exemplary and/or

and socially?

How and in what way?

3. What are the main questions or/and issues the project will tackle?

4. What is the main reason for the project?

Why is it important to the organisation/institution? Will it benefit different
constituencies and/or sectors?

5. What are the project’s key goals?

What does the project wish to accomplish?

. What are the project’s specific objectives?

What specifically will the project produce?
. What are the expected outcomes and benefits of the project?

What will the project actually achieve? What affect will it have on its
beneficiaries? Will it meet a specific donor’s requirements?

8. What length of time is needed to realise project goals and

objectives and achieve the specified outcomes?

9. How will the project be mainstreamed and sustained beyond donor
funding?

Can and will the initiative be absorbed into the host
organisation/institution when the grant ends?
10.  Who is the Project Leader?

Does the project leader have the requisite knowledge and
expertise to direct and manage the project?
Has the Project Leader directed and managed a project of this
nature and size before?

11.  What preparatory steps will the project leader take to formulate
/shape this activity?

Outline, LFA, Theory of change, So that...Success Equation?

21
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DEVELOPING DONOR SUPPORT

VALUE IMPLEMENTATION

FINANCES

REPORTING

©

20.

21.

22.

23.

24.

25.

26.

27.

2.

What monitoring, evaluation, and stewardship activities will s/he
incorporate?

What will be the main approaches or strategies to achieve project
goals and objectives?

Is there an explicit and clear implementation plan for executing
the programme? How would key activities be pursued, when and
by whom?

Does the proposed project connect with the strategic vision and
plan of the institution or organisation?

How does it address the institutional plan?
Does the proposed project exist elsewhere? If so, why pursue a
similar project?

Would there be any institutional/inter-institutional and
local/national/international collaborations? What kind of
partnerships will be formed?

What would ultimate success look like?

What criteria would be used to articulate/describe success?
Does the project address questions of equity, diversity, and
inclusion?

How does the project/programme and its host institution define
and approach equity, diversity, and inclusion?

. Does the project advance equity (‘race’/gender/other kinds),

diversity and inclusion? How and in what ways?

Does the proposed project have importance or value beyond the
host organisation/institution - e.g. for other institutions,
nationally, continentally, and globally?

Is the budget req d realistic for the success of the project
and in relation to the capacities of the project leader, the project
team, and the host organisation / institution?

Do the budget amounts cover every year of the project, the total
period of the project?

Will the rows and columns all tally and be visually displayed
(graphs)?
Will every line item be explained?

Is the budget d realistic for the success of the project

and in relation to the capacities of the project leader, the project
team, and the host organisation / institution?

Is there congruence between the budget and proposal narrative?

How will data & details be captured on the database?

Will there be a reporting schedule

How will the project/programme report to the donor?
Will the project be implemented in phases for the donor to
schedule site visits.
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TEMPLATE 31:
ARTIFICIAL INTELLIGENCE (Al) PROMPTS

The old GI-GO (garbage in - garbage out) or WYSIWIG (in this case ‘what you send is what you get’)
principles may rear their ugly heads as we begin to use Artificial Intelligence (Al) generating apps,
like ChatGPT’. To get the most out of Al searches, the instructions (prompts) should be precise and
comprehensive. Here are sample questions (Al prompts) that www.Keela.com proposes we use to full
effect for fund development.

Please note:

e thetext generated by Al should only be regarded as a draft; a beginning; a start. Copying the exact
text will run the risk of others doing the same and donors receiving identical wording. This could
severely prejudice both the intention and certainly, the reputation of your organisation. Proposal
writers should be hyper-aware of this eventuality and stringently resist the urge to simply copy ‘n
paste,

e These prompls presuppose that there is adequate online information on a respective organisation to
cross-reference,

e the syntax for such instructions does not necessarily follow conventional grammar rules.

Large/Comprehensive/Capital campaigns:

¢ Develop a compelling case statement for a project campaign that outlines [organisation
name]’s goals, accomplishments, and specific funding needs, to inspire potential major donors
to make a significant investment.

¢ Crafta personalised thank-you note for a donor who recently made a substantial contribution,
expressing gratitude and emphasising the transformative outcomes their support will bring
about for [your organisation namel.

¢ Write an email to schedule a face-to-face meeting with a prospective major donor, conveying
the importance of discussing their potential partnership and exploring ways they can make a
significant impact on [organisation namel’s mission.

7 ChatGPT is a language model developed by OpenAl. It is designed to generate human-like responses by considering context and
providing relevant answers, explanations, and suggestions. ChatGPT can be used for various tasks, including answering questions,
engaging in conversation, or by providing assistance. It has been trained on a large dataset from the internet and is continually

learning and improving through user interactions.
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Campaigns

e Compose an attention-grabbing campaign slogan or tagline that effectively captures the

essence of [organisation namel’s [project/programme] fundraising campaign that resonates with
potential donors.

¢ Write a series of social media posts for [organisation namel’s [project/programme] campaign,

using storytelling, visuals, and a clear call to action to engage followers, encourage donations,
and create a sense of community around our cause.

Develop a script for a campaign video or crowdfunding pitch, effectively conveying the
mission, goals, and desired outcomes of [organisation namel’s [project/programme] fundraising
campaign, that will inspire viewers to contribute and become active advocates.

Recurrent donors:

Compose a persuasive email to your supporters, encouraging them to join [organisation
namel]’s monthly giving programme and highlighting the benefits of regular, sustained support
for your organisation’s mission and programmes.

Create a dedicated webpage or landing page for [organisation name] website, providing
information about the importance of monthly or quarterly giving, outlining the various giving
levels and associated benefits, and making it easy for supporters to sign up for monthly
donations.

Develop a script for a phone call or personalised message to existing donors, inviting them

to convert their one-off donations into recurring monthly or quarterly contributions, and
highlighting the additional benefits they can enjoy as regular supporters.

Craft a compelling text for [organisation namel’s annual giving campaign, showcasing success
stories and emphasising the importance of regular donations to sustain our programmes and
make a lasting difference.

Develop a script for a fundraising phone call to annual donors, expressing gratitude for their
past support and inviting them to renew their commitment by making a meaningful gift to
lorganisation namel’s annual giving campaign.

Develop a compelling text for thank you letters for one-off, and for regular donors expressing
appreciation for their support and encouraging them to visit and explore [organisation namel’s
[project/programme] fundraising campaigns.

Create a donor impact report for [organisation namel’s annual giving programme, highlighting
the successes made possible by the support of our regular donors, and sharing it as a digital or
print resource to inspire continued giving.
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Bequests

¢ Craftan informational brochure about legacy gifting options, outlining the various ways
individuals can include [organisation namel in their estate plans and emphasising the profound
impact their legacy gifts can have on our programmes and initiatives.

¢ Create a dedicated webpage on [organisation namel’s website that provides comprehensive
information on legacy giving, including testimonials, FAQs, and step-by-step instructions for
donors interested in making a planned gift.

e Compose a heartfelt letter to [organisation namel’s long-time supporters, expressing gratitude
for their loyalty and inviting them to consider leaving a legacy through a planned gift that will
support your mission for future generations.

CSI1 & Sponsors

¢ Create a case study highlighting a successful corporate partnership or sponsorship, illustrating
the tangible benefits and measurable outcomes achieved through the collaboration and
sharing it as a compelling resource to attract new corporate partners.

e Compose a persuasive proposal letter to a potential corporate partner, highlighting the
alignment between [organisation name]’s mission and their corporate values, and outlining the
benefits of a strategic partnership or sponsorship.

¢ Craftasponsorship package for corporate partners, detailing the various sponsorship levels
available, the corresponding benefits and recognition, and the specific initiatives or events
their support will impact.

Proposal Writers (please refer to my cautionary note about using the exact text that Al generates)

e Crafta comprehensive grant proposal, outlining the problem or need [organisation namel
addresses, providing evidence-based solutions, and presenting a clear and detailed plan for
implementation and evaluation.

e Develop a budget narrative for a grant proposal, explaining how the requested funds will be
allocated and demonstrating the financial sustainability and accountability of [organisation
namel’s project or programme.

e Create a repository of compelling impact stories and statistical data to support grant
applications, illustrating the positive change and transformative outcomes the [organisation
name] has achieved through previous grants and funding partnerships.
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TEMPLATE 32:
CONCEPT NOTE TEMPLATE
CONCEPT NOTE: XxXXXXXXXX
A PROJECT OF THE
of the
XXXXXX
at the
XXXXXXXX
Prepared by:
Place:
Date:



1. PROJECT SUMMARY

2. DONOR’S VALUES / PRIORITIES &
FUNDING INTERESTS

Our intervention would, ideally, appeal to supporters who:

3. PROBLEM ANALYSIS
4. PROJECT GOALS & OBJECTIVES

The xxx steeps its activities in the following xx principles:

Our objectives are to:

e Promote ....
e Secure....

5. ACTIVITIES

The programme of activities rolls out on the following axes:
e Advisory:
e Establish:
® Secure:

6. OUTCOME

DEVELOPING DONOR SUPPORT
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7. PROJECT MANAGEMENT

The project management staffing establishment is:

| .
& o
® o ©
8. PERFORMANCE INDICATORS & EXPECTED RESULTS

The project will gauge progress via three factors: metrics, feedback loops, and implementation.

This project expects to make both physical and cultural changes to and within its beneficiaries.
Among the accomplishments is this broad set of to:

e Decrease unemployment level by xx%

* Increase food security by xx%

e Ensure community healthcare

¢ Goal1: Establish xx secure social grant pay-out points in a xx km radius
* Goal 2: Establish xxx to create xxx jobs

* Goal 3: Ensure xx basic food outlets in a xx km radius

* Goal 4: Ensure healthcare facilities within every xx km radius

e Goal5:

Prompt and high-quality reporting to donors will come in the form of both narrative and detailed

financial reports. Whether stipulated or not, we will use the Results-based Management (RBM)
template, viz.
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RESULTS-BASED MANAGEMENT
Summary of Planned to Actual Results for the Period
Date, 20xx - Date, 20xx, Phase xx, Year x

Progress to Date in Achievement of Outcome 1: XXXXXX

The project made significant achievements in the xxx some very important goals, such as xxxxx
expanded xxxx, without the necessity of xxxx

Priority Results Planned | Actual Results for HEHEIGOGH ALLJEE
Outputs for this Period this Period G UBTELL S
Planned Results to Date
Output 1:
Output 2:

9. ORGANISATION BACKGROUND

10. RESILIENCE (RISK IDENTIFICATION & MITIGATING
STEPS)

The xxx recognises the need to:

e Dramatically increase its public voice and visibility, and
¢ To develop a steady, discretionary income stream.

To raise and fortify its current modest publicimage, senior management will consider consulting with a
reputable public relations firm to expand the public reach and offerings, such as the Advisory offerings
and make the organisation and its project attractive to social investors.

219



DEVELOPING DONOR SUPPORT

We also planto launch, and vigorously service, an Annual Fund campaign to attractrecurrentindividual
donor income. Donors will be afforded the opportunity to contribute a minimum amount (to cover
bank and administrative charges) and direct their contributions to their preferred (aspect of) project.

11. BUDGET
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TEMPLATE 33:
LETTER OF ENQUIRY TEMPLATE

LOGO
Street Address / Postal Address
Suburb
Website
email address

DONOR Address
Date

Dear Mr/Ms ....... , (MUST BE ADDRESSED TO THE APPROPRIATE PERSON!)

We have formulated a project/programme that will serve/enquires into/produce ... .
Our research shows that one of your interest areas is ............... — an area into which our
project appears to be most suitable.

We have xx years of experience in ............, ., and .. .. and will apply the many
lessons learned to conducting our latest/continuing venture into
making/tracking/serving/researching/developing/producing ............... . Our anticipated
outcomes are:

XXXX is a registered NPO/PBO/CBO with registration number 12345678. Our team who will
work on this project consists of :

L]

L]

L]
These 3 are drawn from among out overall staffing complement of xx headed by XXX as
CEO and XXX as chair of our Board.

We have xx projects related to this xxxx project and our beneficiary stories best reflect the
success we’ve enjoyed from our engagement with xx community.

Testimonial 1
Testimonial 2
Testimonial 3

May I/we hear from you soon, please?
Sincerely,
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TEMPLATE 34:
PROPOSAL TEMPLATE

[PROJECT TITLE]

Prepared by:
Organisation:

Place:

Date:
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Executive Summary

The purpose of the Executive Summary is to provide a short, concise introduction to the
project. The best time to complete the Executive Summary is after you have completed the

proposal. By all means write a rough draft of your Executive Summary, but refine and
finalise it after you have completed the document. At that point you have a much clearer
idea of what is important and what needs to be highlighted. Your Executive Summary should

address the following:

IMPORTANT INFORMATION TO INCLUDE

What problem or need will be addressed?

What is our solution or reaction?

Why is this solution necessary and different?

Why should xx address this problem?

Describe what the project aims to achieve in an overview. Provide measurable objectives.
Consult the PURPOSE block in the LFA.

What is the time frame?

Where will it operate (geographical area)?

What will have changed as a result of the project?

Who will benefit and how?

Include the credentials of the project leader.

What is the total project budget?

What is the amount requested from the donor? Place this amount in BOLD.

Where will the balance come from?

How will this project help the donor realise their vision and mission?

Length: one page

Is the Executive Summary brief, clear and interesting to catch the reader’s attention?

Table of Contents

Generate a detailed table of contents including subheadings and page numbers.

INTRODUCTION
[Enter your text]
IMPORTANT INFORMATION TO INCLUDE
Provide a brief summary of the problem the project aims to resolve.

Provide an overview of the proposed method or solution.

Establish credibility by describing anticipated outcomes and/ or
accomplishments.

Explain why this project is the best approach.

List the project's past achievements.

Convince the donor that this project can make a real difference.

[Organisation name] [Project/Programme]

Page 2 of 7
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IMPORTANT INFORMATION TO INCLUDE
Tell a success story of your project.

Is this introduction brief and interesting?

Length: one page

CASE STATEMENT
[Enter your text]
This section provides a detailed analysis of the problem or need the project will address.
Never confuse the problem with the solution. The section should include the following
information:
IMPORTANT INFORMATION TO INCLUDE
What is the context and cause of the problem?

Is this problem general or local?

Identify specific aspects the project will address.

How does the project match with the donor's ideals/ values?

What solution does the project offer?

Is this approach new or original?

Can the project be replicated?

Who is involved in similar work? What can we learn and will we work with
them?

Define precisely the problem to be solved, so that there is no doubt in the
donor's mind that a real problem exists.

Use data, statistics, and quotes from authorities to support your case.

Explain which elements of the problem this project will address.

Provide possible support or endorsements of credible agencies.

What are the general benefits for the target audience?

ORGANISATIONAL INFORMATION
The purpose of this section is to provide the donor with a brief introduction to XXX and the
department that will implement this project.

Please provide information on the department/centre that will be responsible for the
project implementation. This section should include the following information:

IMPORTANT INFORMATION TO INCLUDE

Which department will implement this project and why is the department
the best for the project implementation?

What does the donor need to know about XXX?
What do you want the donor to know about XXX?
Is this information relevant to the project?

PROJECT OBJECTIVES

In this section state clearly what the expected project outcomes will be. This is achieved by
describing the specific goals you have set, as well as the specific objectives through which
you will achieve these goals. The goal is a broad statement of what you want to accomplish.
The objectives are specific things you will do to accomplish the goal and should be
measurable. The following information should be provided in bullet format:

[Organisation name] [Project/Programme] Page 3 0of 7
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IMPORTANT INFORMATION TO INCLUDE
Do the activities match the objectives?

Are your objectives measurable?

What is the project goal?
Consult the GOAL, PURPOSE, and OUTPUT blocks in your LFA.

TARGET AUDIENCE AND BENEFICIARIES
Indicate the target audience and beneficiaries of this project by answering the following:
IMPORTANT INFORMATION TO INCLUDE

Who will the project target?

Who will benefit from this project?

How will you select the target audience?

How many individuals will benefit from this project? Be specific.

Note that the beneficiaries and target audience might differ, for example,
the project might train teachers to assist learners. The teachers will be the
target audience and the learners will be the beneficiaries.

Complete and/ or consult the Excel project chart

PROPOSED SOLUTION

Explain in detail what methods you will use. Clearly direct or tie your methods to the
objectives and explain how the methods will help you to achieve your objectives. In cases
where different methods were used to address a similar problem, it might be necessary to
explain why this specific method will be more successful.

IMPORTANT INFORMATION TO INCLUDE
How will the project undertake the activities (method)?

Why will your activities and methods produce the best results?

Why have we chosen these activities and methods?

Do these activities match the objectives?

ACTIVITIES AND TIMELINE

The activity plan provides a breakdown of exactly what the project team will do during the
different phases of the project. This includes every single activity from the planning phase to
the evaluation phase at the end of the project. The activity plan is the exact activities and
tasks to be performed to achieve each of the different objectives. Add the timeframe to the
activity plan to indicate what you will be doing, the duration, and the deadline of each
activity. This section should include the following information:

IMPORTANT INFORMATION TO INCLUDE
Is a timeline included?

List the project activities.

Complete and consult the Excel project chart.
Consult the ACTIVITIES and OUTPUT blocks in the LFA.

PROJECT TEAM

Indicate the human resource requirements. State how many of the personnel on the project
will have to be paid out of the project budget and why. The section should include the
following:

[Organisation name] [Project/Programme] Page 4 of 7
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IMPORTANT INFORMATION TO INCLUDE
Who will do financial management?

Who will ensure implementation and project management?

Who will ensure the project outcomes?

Who will report back to the donor?

Identify which project members will be responsible for each project activity.
Consult the Excel project chart for this information.

Why are these project members the best in what they do?

Provide a project team/organisational structure.
Attach a curriculum vitae of all project team members in the résumé
template.

Is the project team BEE compliant?

What is the team succession plan?

Is there capacity building in the team?

Will these appointments apply to XXX’s recruitment practices?
Consult the RESOURCE block in the LFA.

PARTNERS
This section should include the following information:

IMPORTANT INFORMATION TO INCLUDE
How will the relationship with your other partners be managed?

Who are the other partners?

What is this organisation/individual's experience in this field?

Attach marketing material of these partners.

What are the partners’ mission and vision?

Relate a success story of your partner.

Complete and/ or consult the Excel project chart

SOLUTIONS TO IDENTIFIED RISKS
Indicate to the donor that you have thought about all the possible risks that might occur and
provide solutions to these risks.

IMPORTANT INFORMATION TO INCLUDE
What are the risks?
Who will deal with these risks?
How will you deal with the risks?
Check the AUSSUMPTION columns in the LFA.

BUDGET

Complete the Excel budget template. Do not include the budget in this template. The fund
development unit should compile a strategy for your project where different donors may
be approached for different items on your budget. The Excel budget template will allow
the unit to customise budgets to contain the items that each donor requires. It is important
that your budget is realistic and not inflated.

[Organisation name] [Project/Programme] Page 5 of 7
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Include a budget narrative to address the following information:

IMPORTANT INFORMATION TO INCLUDE

Provide cost centre/ledger number, if applicable.

How will the money be managed?

Indicate whether you require the entire budget at once or whether it can be
paid in phases. Many donors prefer to pay in phases because it gives them
control over the project and money.

Complete the Excel budget template.

Consult the ACTIVITIES and RESOURCES blocks in the LFA.

SUSTAINABILITY
This section should address the following:

IMPORTANT INFORMATION TO INCLUDE

How will the project's success be judged?

Does the project have a fixed life or will it sustain itself later on?

If the project has a fixed life, demonstrate why the required investment
justifies the return.

Where will the resources come from?

Do you have a long-term fundraising strategy?
(Consult the fund development unit for your fundraising strategy).

Is there a synergetic organisation/community to take over the project?

Will the initial investment be wasted if the sustainability plan fails?

EVALUATION

DEVELOPING DONOR SUPPORT

Describe the plan to ensure that the project meets the goals and objectives that have been
set. The plan does not have to be too elaborate, but it is important to show to donors that

you have not forgotten about it.

IMPORTANT INFORMATION TO INCLUDE

How will the success of the project be judged?

When will you report?

How will the data be collected and analysed?

Will there be one evaluation or a series? Why?

Who will conduct the evaluation?

Is there any value in disseminating the information to others?

The target audience for disseminating information?

The mechanism to disseminate information.

Will you evaluate the objectives and outcomes?

Will you analyse and assess the processes, methods, and strategies?

Where is the evidence that the project delivered what it promised?
Consult the MEANS OF VERIFICATION and PERFORMANCE
INDICATORS columns in the LFA.

Never use a % without a base number.

Consult and/or compile the Excel project chart.

[Organisation name] [Project/Programme]

Page 6 of 7
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CONCLUSION
This is your last chance to really sell your project. Your conclusion should:

IMPORTANT INFORMATION TO INCLUDE
Shift from goals to aims.

Shift from outputs to benefits.

Reiterate XXX's commitment.
What will the benefits be?
What will change?

How will the project help the donor to realise their vision and goals?

Last sentence must be powerful!

Length: half a page.

APPENDICES
The appendices are secondary documents that support the proposal. Attach the appendices
in separate electronic files. The appendices should include the following:

APENDICES / ATTACHMENTS
Résumés of project team.

Complete project budget.

Endorsement letters.

LFA (and/or Success Equation, ToC).

Project marketing material, e.g. brochures, pamphlets, etc.

Project team/organisational chart,

Partner marketing material,

Photographs relevant to the project,

Quotes for equipment/ external services,

[Organisation name] [Project/Programme] Page 7 of 7
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TEMPLATE 35:
RESULTS-BASED MANAGEMENT REPORTING

Results-Based Management
Summary of planned to actual Results for the period
Beginning xxx , Phase xx, 20xx
Progress to date in achieving Outcome 1:

This project made significant progress in xxx. Some significant goals, such as xxx expanded to xxx without the necessity to xxx.

Priority Outcomes Priority Outputs | Results Planned | Actual Results for this | Variance (if any) of Actual Progress Towards
(long-term results) (Achievements) for this Period Period Results Results

Intended product 1

Intended product 2

Intended product 3

Progress to date in achieving Outcome 2:
This project made significant progress by adding xxx to xxx at minimal cost by partnering with xxx.

Priority Outcomes Priority Outputs | Results Planned | Actual Results for this | Variance (if any) of Actual Progress Towards
(long-term results) (Achievements) for this Period Period Results Results

Intended product 1

Intended product 2

Intended product 3
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TEMPLATE 36:
QUICK COST-BENEFIT WORKSHEET

Audio visual equipment

Banners

Booking fee

Database capture

Décor

Deposit

Entertainment

Flags

Furnishings

Gifts

Hoarding

Honoraria

Invitations

Labour

Licenses

Post-event administration

Promotional considerations

Safety & security

Ticket sales

Tips/gratuities

Transport
Venue
TOTALS 0
Benefit / Deficit| 0
Note: A Minus value (red) indicates that the event will cost you more than you will gain.
Most expensive item 0
Least expensive item 0

230



DEVELOPING DONOR SUPPORT

TEMPLATE 37:
SPONSORSHIP ASSET INVENTORY

INVENTORY VALUATION

ASSET TRAFFIC  COST P/VIEW BRAND VALUE ASSET TOTAL
NAMING PRIVILEGES:
Named XX event 200,00 2,50 50,00 25000,00
Presenting privileges at award event 100,00 0,75 2,50 187,50

ATTENDANCE:
Executive/Snr Management 10,00 3,00 5,00 150,00
Junior academics 40,00 2,00 2,00 160,00
Postgraduates 30,00 2,00 2,00 120,00
snr undergraduates 40,00 1,00 1,00 40,00
Junior undergraduates 50,00 015 0,05 038
Public 50,00 0,10 1,00 5,00
ON SITE:
Display space at events 100,00 0,20 0,75 15,00
Distribute product brochures at events 100,00 0,50 5,00 250,00
Distribute XX brochures at events 100,00 0,15 0,75 11,25
ADVERTISING:
Full page advert of the xx in newspaper 2000,00 1,50 20,00 60000,00
Half page advert of the xx in newspaper 2000,00 1,50 15,00 45 000,00
Quarter page advert of the xx in newspaper 2000,00 1,25 12,00
Full page advert of the xx in event brochure 2000,00 075 20,00 30000,00
Half page advert of the xx in event brochure 2000,00 0,60 15,00 18 000,00
Quarter page advert of the xx in event brochure 2000,00 0,35 12,00 8400,00
Branded merchandise 800,00 1,25 4,50 4500,00
WEBPAGE:
Link from dept. pag 500,00 2,50 10,00 12 500,00
Link on o« webpage 500,00 1,50 25,00 18 750,00
SOCIAL MEDI
Sponsored post on xxx Face Book 1,50 3,50 3675,00
Sponsored post on xxx Twitter 900,00 2,00 2,00 3 600,00
Sponsored post on xxx Linkedin 700,00 1,50 3,00 3150,00
Sponsored post on xxx Instagram 200,00 2,00 1,75 700,00
Sponsored post on xxx Pinterest 100,00 0,75 0,75 56,25
SIGNAGE:
Logo at award event 100,00 025 5,00 125,00
Logo at xxx event 1000,00 025 8,00 2000,00
Logo at internal event 100,00 0,55 12,00 660,00
Company banner display 100,00 0,45 10,00 450,00
EMPLOYEE BENEFITS:
Employee invitations to event 100,00 12,00 3,00 35600,00
Employee engagement/volunteering/mentoring 12,00 3,00 900,00
PUBLIC RELATIONS:
Sponsor mention in press release 1000,00 2,50 3,00 7500,00
Sponsor signage at press conference 25,00 1,00 2,00 50,00
& SPEAKING
Acknowledgement in welcoming speech at award event 200,00 1,20 0,75 180,00
Acknowledgement in welcoming speech in xx event -
Prime mention in keynote speech at xxx event 200,00 2,50 0,50 250,00
Prime mention in keynote speech at xxx event 200,00 5,00 5,00 5000,00
Sponsor speech during the xxx event 200,00 10,00 25,00 50 000,00
Sponsor's speech at the xxx supplemental event 200,00 20,00 50,00 200 000,00
Verbal recognition from the podium 200,00 20,00 015 600,00
PAID MEDIA:
Logo listed in paid media ads -
TOTALS 20 870,00 119,00 341,95 505 585,38 |sponsor.Consider the cost of the event
Total value of tangible assets:
Total brand Value: - - - -
Fair Market Value: - |sponsor to determine these values.
FOR INTERNAL USE ONLY!
EVENT
cost Ratio Benefit %
RO Ratios 21 252792,69 50%
31 168 528,46 33%
41 126396,34 25%
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TEMPLATE 38:
SAMPLE SPONSORSHIP PROPOSITION

This template contains sample data for a typical Golf Day fundraising event to illustrate the
extent and level of detail required to develop sponsorship.

NAME OF ACTIVITY

Prepared by:
Senior Manager
Fund Development Department

232



EVENT DETAILS:
Date & Time:
Location/Venue:
Target demographics:
Cost:

Parking & Transportation:

OVERVIEW:

What is the event?

What will happen?

Who will participate?

Who else will sponsor/exhibit/sell?
Who will attend?

Why have they come?

What benefit will YOU get from the
sponsorship?

How will the sponsor benefit (overview

only)

TARGET AUDIENCE:

DEVELOPING DONOR SUPPORT

Our promotional campaigns are aimed directed at the following demographic and psychographic
groups (i.e. demographics that determine the attitudes and tastes of a particular segment of a

population):
1. Golf enthusiasts

2. Up and coming males who play golf for both recreation and business networking and play

at least one game per month

3. Males 18-30-yrs-old occasional to regular golfers who golf in (business) groups and share

middle-to-upper income tastes & wants

4. Males 35+ who golf regularly, generally fathers/grandfathers with similar psychographic

as above

5. Other markets — people who would rather play a game than stay home, fathers who
want to golf with their daughters or sons, or even with someone whose existing plans

were cancelled for one reason or another.

Although this is our first annual golf day and we don’t have statistics to rely and plan on, we will
undertake a comprehensive market research survey. We will be happy to include up to four xx-
related questions on your behalf and will provide you with the full results of our research.

ON-SITE ACTIVITIES:
Hospitality:

On-site Displays:

[Organisation name]

[Project/Programme]

Page 2 of 5
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On-site sales:

MEDIA SUPPORT:
Based on our target market research, we have created a media plan that will generate
interest in and awareness of the , while specifically targeting our key markets.

Our total budget for paid and promotional media is R (xxx thousand, xxx hundred Rand)
and with that we have been able to negotiate R in media value. A full media schedule
and an audience profile are appended to this proposal.

Television:
Our comprehensive TV campaign focuses on two main areas:
e Two 4-week media promotions, run in conjunction with SABC/ETV/DStV’s society
programmes, Xxx, Xxx, Xxxx that reaches ___men & women golfers.
e Paid media schedule on SABC’s Top Billing programme that reaches .

Radio:
We have negotiated a three-week drive time promotional schedule with SABC Radio
5/../...,and“__ ", andon “ ”. These stations and programmes match our target

audience exactly.

This schedule will be augmented by a two-week limited airing on and to reinforce
the messages on the SABC & xxx stations. This will ensure maximum coverage of our
markets in the lead-up to the Golf Day.

Newspaper:

The Daily Dispatch is a major sponsor and as part of our partnership we have negotiated a
series of xx 1/6"" page advertisements in the Sports section per week leading up to our
event.

Magazines:
We are undertaking a limited magazine campaign and will only place adverts in

Other event promotions:
Along with paid and promotional media, we will engage a comprehensive and non-media
publicity campaign.

Publicity:

We have harnessed the services of one of East London’s top publicists, , who has/have
designed a campaign targeting both general and niche media. The campaign will launch with
a media briefing on xxxx and will continue to the Golf Day itself.

We will provide media access to top expert and celebrities including and
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As this is the first Annual Golf Day, we will concentrate a large portion of our publicity effort
on the promotion. will benefit greatly from our promotion of the services that
offer.

Signage:

For two weeks prior to the Golf Day, and on the day, we will have xx XXX banners alongside
XX banners at the entrance, reception and tee-off areas of the East London Golf Course
and on its electronic billboard(?).

Website:

The University website generates hits annually, with __ % of those hits expected in
the month of the Golf Day, October, our sponsors can be assured of appropriate media
exposure.

Direct Mail:
As we have a highly effective database system and internet presence, we conduct our direct
mail using email to the people who may have requested information and early

ticket booking. We will be contacting them, including a link to our site xx weeks ahead of the
Golf Day and again, two weeks prior to the day.

SUGGESTED PROMOTIONAL OVERLAYS:
Since golf correlates strongly with travel, sports apparel, and business, we suggest the
following promotions to make this partnership relevant to your key customers:

Travel/product/services packages:
Sportswear/sports equipment:
Business interests:
(use your Inventory List to add to these benefits)
BENEFITS:
As a major sponsor of the Annual Golf Day, will receive the following
comprehensive package of benefits:
Sponsorship:
e Naming opportunity
e 1 of only 3 major sponsors

e Official .... Carrier/service supplier
e Exclusive opportunity to sell ....
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On-site:
e 00 m x 00 m site in prime, central location in the xxx area. This location will be fully
cabled for electricity and telephone connectivity
e Opportunity for sales
e Logo acknowledgementon ......

Hospitality & networking:
e Host status
e Abilitytoinviteupto__
e Introduction to all participants
o We will facilitate opportunities for cross-promotions with other, related, sponsoring

agents.
Media profile:
e Use of XXX as an intrinsic component of the promotions of the 1°* Annual Golf
Day event
e Logo/name inclusion on all paid and promotional material and publicity
e Assistance with developing and implementing a publicity plan for ___ ’skey

marketplaces.

Tickets:
e VIP passes to the event
e _ VIPcar parking spaces
e _ adult/family passes to the event to promote the event to your business partners

and customers.

INVESTMENT:
Your investment for this comprehensive sponsorship will be:

e R__ cash
e R___ domestic air travel for use by ... and to be used by
e R__ forcarrentalto
e Commitment to strongly promote the __ Annual Golf Day to you customers/clients
in___
Half of the cash component will be due upon signing a contract, with the remainder due
on . The entire [domestic air travel] fund should be made available by the
upon signing the contract.
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TEMPLATE 39:
SAMPLE STEWARDSHIP PLAN

NOTE: Not every section will apply to every organisation.

[Organisation’s Name]

Stewardship Plan
20xx — 20xx

Prepared by:
Rank:
Date:
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Vision Statement

The Donor Stewardship programme will ensure a comprehensive and quality programme of
stewardship, which cultivates, engages, and recognises all donors and prospective donors to further
the efforts of external support. This will be accomplished by developing ongoing relationships and
partnerships with through timely and appropriate donor acknowledgement, recognition, and
communication about the importance of their contribution(s).

Mission Statement

Central to the mission of the XXX, has always been a commitment to long-term relationships with our
donors and the understanding that exceptional courtesy and stewardship is essential to our success.

Building on this distinctive legacy, the XX values stewardship practices that are rooted in authentic
relationships where donors know the impact of their donations and recognise their essential role in
the life and destiny of the organisation/institution.

Defining Stewardship

We understand stewardship to be the conducting, supervising, or managing of something; especially
the careful and responsible management of something entrusted to one's care. The fund
development staff commits to be fully responsible for developing long lasting relationships with our
donors. We intend to maintain three key elements of stewardship with each of our donors:

acknowledgement,

recognition and

reporting of donor activity.

Guiding Principles
a) To maintain the highest degree of courtesy in our contacts with donors.
b) To steward the resources entrusted to our care.
c) Tocommunicate openly, frequently, and honestly with our donors.
d) To honour the privacy of our donors and friends.
e) To value diversity in all its forms and respect the dignity of the individual.
f)  To ensure we meet both the letter and the spirit of the values and ethical code that govern

our work.
g) To promptly provide each donor who qualifies, with a tax concession certificate [for those
organisations that are registered and approved to issue such certification].

Implementation

The Stewardship manager will in consultation with the Director of Fund Development, implement the
Stewardship Plan.

This plan will complement the Marketing, Communication, Fund development, and Alumni Relations.

Fund development will pursue the following Stewardship Goals:
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Goal 1: Acknowledgement

Thank every donor within 32 business hours (4 business days), including a “promise to comply", and

an invitation to discuss further.

Person

Actions to Achieve X By Date Status
Responsible
Ensure receipt is properly & fully processed and tax Not later than Tentatively in
concession is issued (where applicable). Manager 32 hours place
Draft various donor acknowledgement letter texts & Drafts should
; . ) ; 3+ |etter texts
load onto database (1st gift, 2nd gift, & for various Manager exist on loaded
amounts, etc.). database
Draw letter from database. ) Not later than
Stewardship ) )
32 business Activated
Officer /Manager
hours

OR Draft personalised acknowledgement letter.

Manager

Not later than

When needed

Goal 2: Recognition

24 hours
Dgagnate Senior Administrator/Personal assistant to Manager Not later than When needed
dispatch. 32 hours
Monitor weekly turnaround toward report monthly Manager Each Friday Ready
dashboard.
Add thank you phone call (top donors get call from Director Fund Alert FEO/VC When
EEOE, development office & appropriate

P schedule At
Create a ‘new donor’ package with XXX info, ways to Have on hand
participate, etc. Marketing As needed and update
regularly

Provide appropriate, desired recognition of every donor to every fund that provides satisfaction to the

donor and is likely to inspire potential donors.

. . Per: .
Actions to Achieve € sop By Date Evidence
Responsible
Ensure accuracy of donor data collection. Database Database
o Per day

Administrator entries

Create donor listing, including a message of fiscal Database Annually / semi/ Annual
accountability (financial protocols). Administrator quarterly Report

Identify opportunities for permanent recognition at Donor wall,
vents, special occasions, etc. Manager When appropriate plaque,
citation
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. . Person .
Actions to Achieve € ik By Date Evidence
Responsible
Order appropriate awards, books, blog, multi- media. Manager When appropriate | Have on hand
Invitation to high-level events when appropriate. Manager When appropriate
Impl iti f f isi
mplement recognition of donors at fundraising VEErET Per event
events.
Send follow-up recognition to event donors who Manager When abbropriate Database
indicate they are unable to attend. g pprop note
Add special acknowledging note on donor report for ) Database
Manager Ongoing?
top donors who attended? g going note
Consider a polite enquiring call or note to invitees who FD Staff Within a week of Database
RSVP-ed, but did not attend. event. note
From the Events’ Calendar, develop a list of photo
opportunities at events — for newsletter articles, blog Hard copies
) Schedule from )
posts, etc. and where warranted, send framed copy to Marketing A on file & note
Events’ Calendar
donor. on database
Designate management committee member or senior Database
executive to contact major donors, extending extra Manager Ongoing note
invitations to some gala event
Goal 3: Stewardship for Everyone
To increase the satisfaction and joy of donors by providing outstanding stewardship to every donor.
Actions to Achieve Perso!) Measure Evidence
Responsible
Capture contact details & focus areas for every Prospect Min xx records | >xx Monthly in
prospective donor & donor agency. researcher daily Dashboard
Capture names, addresses and email for every donor. Database )
- Per receipt Database
Administrator
Identify one impact story to feature, interview & take ) Blog/newsletter
y P v ! Marketing By when? e/ A
photos. / media
Deliver one email stewardship “postcard” on
newsworthy item(s) to each donor. Manager Ongoing Database
Mail st hip letter t h if il
ail stewardship letter to each donor (if no emai NVERERCr GG Database
address).

[Organisation]

Stewardship Programme

Page 5 of 10




242

DEVELOPING DONOR SUPPORT

Actions to Achieve Persop Measure Evidence
Responsible
Describe the impact of giving in each suitable
newsletter & blog story. Hhow many? When posted? Marketing Ongoing Publication &
Database
Identify and “script” at least to deli
entify an' script” at least one person to deliver VR Gl Database
stewardship message at each event e.g. events.
Add a second or third “stewardship only”
communication to each donor - if reasonable. Manager Ongoing Database
Consider designing a “thank-a-thon” with project
staff, HoDs, & Executives, etc. Manager AR
Design and send a “donor satisfaction survey” to all
donors, phone follow-up to all who return, or all Manager Oneoin
giving over R100,000 by using a database, Survey g going
Monkey, or similar system.
Goal 4: Stewardship for the Critical Few
To provide tailored and personalised “high touch” stewardship, based on personal philanthropic
values, motivation, and institutional interests, to our most important donors.
. . Pers
Actions to Achieve er 01.'] By Date Status
Responsible
Establish a stewardship management panel of the
fund development evaluation committee to help plan Director Semi-annually
and implement stewardship strategies.
| ify the of | hi link
denti Yt eo gxtgnt eadersl ip donors, link to Alumni Relations Ongoing?
education & training, profession, etc.
Design and implement one additional stewardship
piece for donors over R100,000. Manager Ongoing?
Make personal visits (by staff, CEO or Board) to an )
) . ) Manager/ Project .
exceptionally high-level donor to share the impact of Leaders As appropriate
their gift personally.
Conduct a “donor satisfaction survey” with each )
) ) Once in each
donor, preferably face-to-face to identify reasons & Manager SermesiEr
context(s), expectations, etc. for giving.
Plan delivery of personal stewardship message, from
the VC, Manco, or Development team to top donors Manager Ongoing
at each event.
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Create separate recognition/stewardship event (s) Manager/ Events Once in each
GRS Officer Semester
Create photo albums, flash drives / digital photo
frames of visits or other interactions with each top Marketin Quarter]
donor. 8 y
Send a monthly “insiders” letter/blog to all top
donors from the VC.

Manager Monthly

Goal 5: Creating A Stewardship Culture

To create a donor-centred and staff-centred culture throughout the institution/organisation, ensuring
that every donor and potential donor feels valued and appreciated and every staff member feels
valued.

To ensure that every member of the institution/organisation regards donor stewardship and valuing
both donors and potential donors as part of their portfolio, regardless of their primary
responsibilities.

Deliver at least one stewardship January and/or

message to all staff members, Manager
December
annually.
Attend/organise all meetings where
stewardship is discussed. Speak to
specific experiences the Stewardship Manager On-going

team had.

Identify a few staff “opinion leaders”
to help share your message of the Manager May/ August
power of giving.

Include non-fundraising staff in
fundraising activities or events with

Director Ongoin
specific, limited roles with donors. going

[Organisation] Stewardship Programme Page 7 of 10
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Lifetime Donor Recognition Privileges

The Lifetime Donor Recognition category aims at increasing the recognition and involvement of your
most generous donors who have earned the philanthropic leaders’ status at XXX. Their gifts have
made a tremendous impact on the organisation, and on your mission.

Benefactor Levels
Centennials - Truth, fact, accuracy, and honesty

1.
2.

Annual invitation to the Chancellor/Chair’s Gala Dinner.

Recognition in the Annual Chancellor/Chair’s Gala Dinner Programme for lifetime gifts
totalling over R1,000,000.

Yearly special recognition in the organisation/institute’s annual report.

Recognition in the organisation/institution’s publications and website.

Prominent donor name recognition on a major-donor wall.

Top 100 - Integrity, soundness, and charity

1.

ke W

Annual invitation to the Chancellor/Chair’s Gala Dinner.

Recognition in the Donor Gala Programme as lifetime gifts of R500,000 and above.
Special recognition in the annual report.

Recognition in the organisation/institute’s publications and website.

Prominent donor name recognition on the major-donor wall.

Zeal - Charity, love, affection, esteem, favour, dearness

1.

us W

Annual invitation to the Chair/Chancellor’s Gala Dinner.

Recognition in the Donor Gala Programme as lifetime gifts between R100,000 - R499,000,
Special recognition in the organisation/institute’s annual report.

Recognition in the organisation/institute’s publications and website.

Prominent donor name recognition on the major-donor wall.

Special Memberships and Stewardship Programmes

The Chairperson/Chancellor’s Circle
The Chairperson/Chancellor’s Circle is a special organisation to ensure members have a vital role
in helping the chair/chairperson during her/his term to address critical issues facing access to
the mission, workforce, and infrastructure development.

A R25,000 unrestricted annual gift to the organisation/institute provides membership in the
Chancellor’s Circle. Connections include a wide array of exciting opportunities to interact with the
Chair/Chancellor and other key organisational advocates:

1. Annual invitation to the Chair/Chancellor’s Gala Dinner.
2. Recognition on The Chair/Chancellor’s Circle honour roll.
3. Chair or Chancellor’s Circle corporate logo lapel pin.
4. Listing in the organisation/institute’s publications and website.
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Legacy Society
Another way to support the organisation/institute is to create study scholarships, best practice
visits, learnerships, and enhance education & training in our community. This can be done
through membership in the Legacy Society. Donors may designate gifts for the future by leaving a
legacy of learning through planned giving. Benefits include:

Annual invitation to the Chair/Chancellor’s Gala Dinner.
Recognition in organisation/institute’s publications and website.
Invitation to the annual donor gala evening.
Corporate/Institution’s lapel pin/brooch.

Eal o

[Where applicable] Alumni Association
The XXX Alumni Association was established by a group of committed alumni to provide support to
and promote XXX. A 50,000-member organisation, the Association currently works to develop a sense
of community among alumni, and to promote the lifelong personal, educational, and professional
growth of the alumni and students of XXX.

Members will qualify for a special (gold) XXX lapel pin and other branded merchandise.

The Association focuses its efforts on five main areas:
a) volunteerism,

b) scholarship programmes,

c) recognition programmes,

d) academic support programmes, and

e) programmes and services to meet the diverse needs of members and future members.

Membership information and materials may be obtained by contacting the Alumni Relations Office at
(xxx) xxx-xxxx or by visiting the Association’s website at Www.xXxX.XX.XXX.

Annual giving Levels and Privileges

Annual Fund/ Recurrent Income

Each year, staff, alumni/retirees, students, parents, and friends choose to support everything from
sport to research and development at XXX. These gifts are then deployed to fund research, provide
emergency student/staff assistance, assist with travel to conferences and more throughout the year.
By supporting these activities and services at XXX donors who make monthly, quarterly, six-monthly
or annual donations contribute to the organisation/institute’s resilience and good standing. For
these monthly gifts of R30,000 or more we are profoundly grateful.

Leadership Fund

The Leadership fund is targeted at both internal and external senior staff — Board/Council, Senior
Executives, Directors, HOD's, and Corporate Chairpersons who many find resonance with the ideals
and needs of XXX.

R5,000 — R10,000 annual gift to XXX.

a) Invitation to the Chair/Chancellor’s Dinner.
b) Annual invitation to the XXX Donor Gala evening.

[Organisation] Stewardship Programme Page 9 of 10
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[WHERE APPLICABLE] 'GRADitude Fund'

The 'GRADitude Fund' targets new XXX graduates who want to assist in the needs of the
organisation/institution either in a direct debit order from their salary, or by electronic funds
transfer (EFT) at their own discretion. This fund provides income for specific and ad hoc projects and
is managed and reported on by the Alumni Relations Office.

R3,000+ annual gift to XXX.

a) Funds may be designated to a specific scholarship fund.
b) Annual invitation to the Chair/Chancellor’s Dinner.
c) Annual invitation to the XXX Donor Gala evening.

Sponsorship and CSI
This fund is aimed at raising funds for corporate events through sponsorships, like Golf Days, Auctions,
Gala Events etc. Each year, XXX will identify appropriate Corporate Social Investment programmes and
develop funds from them.

All stewardship protocols will apply to such donors except that such CSI funders may not be eligible for
tax concession certificates.
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246



DEVELOPING DONOR SUPPORT

TEMPLATE 40:
STRATEGIC COMMUNICATIONS PLANNING GUIDE

Strategic Communications
Planning Guide

{

Overall Goals

Critical Elements of a
Communication Strategy

Key Activities

Identify your
Priority Outcomes
and your Ultimate

Goal

Support vision
and mission
statement

Integrate Values

Identify target
audiences

Conduct research

Ensure positive Media
Coverage

Secure editorial
endorsements and
columnist support

Identify and train
spokespeople

Develop Messages

Build media partnerships

Produce Materials

Be mindful of internal
communications

Develop web strategies
and manage content

Assess Resources

Consider advertising

Write Action Plans
for each Key Activity

Develop crisis control
and backlash plan

Conduct evaluations

247



DEVELOPING DONOR SUPPORT

TEMPLATE 41:
COMMUNICATIONS PLAN WORKSHEET

OBJECTIVES ACTIVITIES TARGET SUCCESS DUE

AUDIENCE(S) INDICATORS DATE

To strengthen
internal
communications

Increase public
or profile of
development
interests

Publicise
exceptional project
achievements

Increase the profile
of the development
office to internal
clients

Design & distribute
promotional
materials

Cultivate publicity
materials for
specialist/focussed
campaigns

Develop an
interactive, dynamic
website with a
donations’ facility
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TEMPLATE 42:
COMMUNICATIONS SCHEDULE

Achievement/

. wner
Variance Owne

Medium When  Why HowOften Objective Milestone

Blog

Newsletter

Bulk mailing

Call-backs

Ordinary mailings

In-person contacts

Linkedin

Instagram

Facebook

X
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TEMPLATE 43:

WORKLOAD INVENTORY WORKSHEET

CATEGORY TASKS

(Enter only yours)

HOJEEEIIEGI M - Brainstorming

Budget Building

Prospect Research

+ ToC
+ Success Equation
+ LFA

TIME PLANNED

ACTUAL TIME
SPENT

RETURN ON TIME
& EFFORT
INVESTED

+ Update checklist

+ Pricing research

+ Master worksheet
+ Summary worksheet

+ Newspapers
+ Business press
+ Database

subscriptions

+ Online trawling
+ Qualify prospects

Solicitation + Outlines
Documents * Proposals
Cultivation * Meetings

Database

Sponsorship

Stewardship

Board Business

Administration

+ Plan event logistics
+ Attend Events
+ Follow-up strategies

* Input
+ Interrogate
+ Produce briefing

note

+ Identify prospect
+ Identify & cost

assets

+ Build proposition




This book is about selected aspects of the mechanics of professional fundraising

| read this book with great interest and all | can say is Wow!

It is very refreshing, even for me, who | want to believe falls in the seasoned fundraiser category. It is definitely
a jewel for any fundraiser, at any level. | like the practical, systematic approach to donor development and the
useful links and templates that come with it... it will definitely be a resource that | would like to use in best
practice sessions that | regularly have with my team, especially those elements of the development process
where we lack experience, i.e. theory of change, log frames, success equation, to name a few.

The systems thinking approach should be a standard in fundraising entities — its makes for a focussed and
-disciplined workflow. The many illustrations concretise the concepts and the templates areinvaluable worksheets
— be it for letters of enquiry, proposals, propositions, forecasting or cashflow simulations. The templates are
extremely useful, so too are the sections on progress dashboards, performance development (not performance
management) and workload.

The seven (7) parts of the book provide a very clear, holistic overview of the elements that are critical in ensuring
the success of any donor development office, succinct, to the point, thus making the tool very user friendly.

David Marupen, Director: Major Gifts and International Engagement
Development and Alumni Relations, University of Stellenbosch

This book is really great!

There's a ton of information and knowledge c6ﬁt@ined and | have nothing but praise and positive comments. It
is very comprehensive and practical. One of my colleagues has-said it should be a standard requirement in
development units at our universities. Thank you for this great contribution to the field!

Zwakele Ngubane, Director: Advancement and Alumni Relat|ons
Durban University of Technology .

The guide is comprehensive...it's great to see a variety of frameworks like the Theory of Change and Impact
Planning templates included to offer a well-rounded approach. The sections on Finding Donors are very practical
and | particularly appreciate the questions to qualify donors - it is a great resource for hands-on application.

The section on determining value propositions ‘is also a valuable tool and one | plan to incorporate into our
team discussions. Similarly, the suggestion to: use internal reviewer panels that mimic funder panels is
also useful. The Write tight, Be donor-centred isections, and the points pertalning to Capital Campaigns
are crucial and practical. )
Ninette Kotzee ; NON'HCT'ON
Research Grants Manager: "

; ; ISBN 9780796167361
Department of Research and Innovation, '
University of Pretoria ‘






