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Today’s Session

« Upfront Planning — What are you fundraising for?
 Developing an Annual Fundraising Strategy
 The Fundraising Pillars

« Grants

« Membership/Alumni/Friends

 Donations

« Community-Business Partnerships

e Special Events

« Earned Income
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All Community Organisations Need Funds

Fund Raising is Essential for establishing
and Sustaining Social Capital
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The Annual Fundraising Strategy
Assign fundraising as a priority responsibility
Develop an inclusive strategy

Work out the elements — what mix?

Gain Board approval

Communicate widely

Keep fresh
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Have some forethought — what do you need

Problem

Complaints that parents have
nothing for children to do

Lack of young members

Vandalism causing damages
to building

Low participation of local
disabled in organisation
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How solved

Create play area for kids

Survey local area on what
programs will interest 16-25yo0

Improve lighting

Develop brochure to inform and
attract people with a disability
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$
® sponsor

$500 — research needs of parents —_—
$2000 — Ground works — In-kind

$5000 — equipment \\ 2000 grant
h

$500 — clean up/launc

3000 fundraise
$8,000 \
$2,000

partnership

$10,000

$800
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Timing

June 07 — Dec 07

Feb — Mar 07

Dec 07

Feb 06
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Problem How solved  $ iming

Complaints that parents | Create play area $8,000 | June 06 —
have nothing for children | for kids Dec 06
to do

Lack of young members | Survey local area $2,000 | Feb -
on what programs Mar 06
will interest 16-25y0

Vandalism causing Improve lighting $10,000 | Dec 06
damages to building

Low participation of local | Develop brochure | $800 Feb 06
people with a disability in | to inform and attract
organisation people with a
disability
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The Six Fundraising Pillars

1. Grants - Gov, Corporate, Philanthropic
2. Affinity - members, friends, supporters,

3. Individuals - donations, wills, bequests
and life insurance

4. Community events: sausage sizzle, festival

5. Partnerships - business, other community
groups/schools, councils, service clubs —
major or minor (Sponsors)

6. Business - maintenance, meals, jobs etc
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Every group should consider how best to utilise the
pillars — weigh up (but don’t ignore) the feasibility of each
of the pillars — in terms of return, input, resources.

It is possible for even the smallest group to have a strategy
from each pillar.
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How is your revenue split?

Like This...
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Activity Fundraising Pillar/s Revenue % of Total
Takings from enterprises Earned Income 2,008,235.82 51.2%
Grants income Grants 1,111,786.23 28.4%
Fees from schools for programs Earned Income/Partnerships 447,442.38 11.4%
Other fees, sales and services Earned Income/Partnerships 236,211.33 6.0%
Sundry income Special Events/Earned Income/Partnerships 43,552.74 1.1%
Fundraising Special Events/Earned Income 26,617.50 0.7%
Interest received Earned Income 12,583.81 0.3%
Site hire fees Earned Income 10,408.13 0.3%
Membership fees Memberships 10,228.47 0.3%
Donations Donations 7,310.24 0.2%
Subsidies Earned Income 7,000.00 0.2%

Total Income 3,921,376.65




Or Like This...
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Interest Other

Projects

Government
Grants

Funding Source
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Pillar Number 1: The Grants Pillar

.5
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Looking Beyond the Narrow Category View

Think outside the square and think how else you
contribute to the local community.

 What Is your constituency — who are your
members/targets and what programs do you
undertake?

e Are your activities encouraging healthy practices or
an anti-drug, anti-alcohol, anti-smoking attitudes?

Do you service a large multicultural group?

« Are you providing opportunities for youth
to learn leadership skills?



Lateral Thinking about Grants

For example — redevelop rooms

Arts

Sports

Youth

Family

Community

Health

Disability

Potential
Funding

Vv

Vv

Vv

Vv

Vv

Vv

Are you doing anything innovative/inclusive?




The Grants Template

Vibrant Description of Organisation
Re-use for most applications and for marketing and
communication (IT WILL HELP TO SAVE TIME)

« Why is your group the best in the world?
 What is your group on the earth for?
 Who loves your group and why?
 Your staff and board

* Your annual budget

 Yourvalues



Template Contents
o Corporate Info (ABN, GST, Annual reports)

e Mailing address/Contact details

 Board Member detalls (brief)

 Previous grant wins

« Demographic data (group/town/city/region)
« Testimonials (gov, community, corp)

 Insurance Coverage



Template Contents (cont)

Who are you?

What do you do? - MISSION STATEMENT

Why do you do it? —

How do you do what you do? (funding, people,
volunteers, staff, partners)

Where do you operate — link to data?

When were you established? If new why?



You Think that the Grant Suits Your Needs

« READ the Guidelines (all of them)

« READ AGAIN

e Check upper and lower $ limits

« When does it close (plan to meet it)

 What is the average grant?

 What groups/programs have won the grant previously?
 What is the tone, type (i.e. hints) of the words used...



The Proposed Project

e Define the problem

 Clearly defined and achievable objectives
 Specific

 Realistic

 Achievable within timelines

 Result in outcomes that can be measured
 Who is involved (internal/external)?



Community Support

Evidence

e Letters-current and targeted to the project
 Financial — can you do what you say
 Inkind —who is doing what for you
 Local Newspaper Articles

« Research (as before)

e.g. multi use — draft schedule for use of facility



Collaboration

Everyone is looking for efficiencies

Consultation
Joint submissions
A Learning network (cluster?)

DGR- Auspicing



Pillar Number 2: Members, Friends and Alumni



A key question to ask about members...

Do we want to make money or do we want
to grow numbers?

If its to make money you could double your fees,
lose members and still be more “profitable”



Membership

e Adult

e Senior/Junior
e Social
 Family

« (Concession

e Life

« Business

e Pet?

Retention
Evolutionary
Value for Money
Incrementall
Valid

Accessible

Long term









e Most Community Organisations have a history that
either through:

— Past members

— Staff

— Volunteers

— Committee members
— Donors

provide you with a ready made “warm” source
of funds, partnerships, mentors, employees or
networks



Health Check — Some Dimensions

9% Growth (set a target)

e Gender/Family Balance
 Age spread of Members

e 9% lessthan 35yo
 Retention Rate (aim for >95%)

e Alumni/Friends (aim to convert 5%)



Relationship Building

« Establishing and expanding database and keeping
It clean (mobile/email)

« Communication — four specific newsletters a year
« Ask for additional donations for special projects

« Invite affinity network to all event



Pillar Number 3: Individual and Appeals Donations Pillar



The key to the success of any appeal is your lists.
Compile them carefully and make sure that each
person's name is spelled correctly and that the
address and the postcode are correct.

Experienced fundraisers divide mailing lists into three
categories: hot, warm, and cold. These describe the
likelihood of people on that list making a donation.



What is the Reason to Give?

 Has anyone got $50?



What is the Reason to Give?

Give people a reason to give

If you do not know the donor this is even
more critical

If you know the donor make the connection
something “tangible”.

Close the loop — say thanks and
demonstrate that you have used the
donation for the purpose named



To Build Individual Donations

After relationships and initial donations start to
flow from the affinity groups, community groups
can start to lock away...

Wills and Bequests



Types of Bequests

Specific Bequest: A gift of assets such as home, land, money, shares,
art (with tax benefits), or cars.

Residual Bequest: After providing for family and friends and paying all
debts, the remainder of your Estate can be left to Guide Dogs.

Proportional Bequest. Where the nominated gift is a percentage of the
Estate (e.g. 25%).

Alternative Bequest: In the unlikely event that your beneficiaries don't
survive you, you may wish to leave your Estate to Guide Dogs.

If you choose to leave a gift in your Will to Guide Dogs our bequest

wording may be useful for you, your solicitor or tru stee company.
Please contact our Planned Giving team on (02) 9412 9300 for our
"Form of Bequest" and please remember to use our fu I legal

name: Guide Dogs NSW/ACT.



The OC Donations Online Facility: The Australian Giving Centre

WWW.ourcommunity.com.au/giving

 Younger donors

 Double the amount of other donations (average $125)

e Attracting donors to the hub as well as the organisations
e Adding to the data base

 Another source of marketing for donations

“supported by Westpac”






Pillar Number 4: Community Events Pillar



Community Events

Community events should be fun and if the aim is
to make money, make sure that they make money



The Event Timeline

ldea Planning Setup

—Z2m<m

Feasibility Implementation Closure



The Community Event Business Plan

Aim In dollars

. Revenue

. Fixed vs variable costs
. Total Expenditure

. Increasing profit



Volunteer Burnout Equation

 You need to weigh up how mch return you get from your
events not just on "profit” but also against your effort.

 e.dg. (50 people *40 hours input each = 2000hrs
* $15=%$30,000)

Depending on your return volunteers will be doing this
calculation in their mind and evaluating the rate on return



o If your events are for celebrating aim for break even —
If not plan for them to make money

e Even accounting for the social capital factor



Pillar Number 5: Community Partnerships



Community Partnerships with Business: The Mix

Business as a Collection Point

In-kind Donations

Pro-bono or Discounted Services

Sharing/Donation of premises and other Infrastructu re

Monetary Donations

Scholarships & Awards




Forming Partnerships — The Benefits

Projects and achievements
Improved Morale

Increased knowledge and skills
Profile and Influence

Depending on your organisation there is an opportunity
to develop alternative paths



Hot Tip 1. Who are you Going to Ask?

How do you identify targets?

Know them, do your homework.
- use the web

- find out names — be personal!

What is the Approach?



What Business is Looking For

What's the ‘business case’?
Team up with other partners
Broad benefits are attractive
Sharing the learnings

Who else will benefit?

Don’t just rely on the business

What else can you offer?



What Alcoa is Looking For

Alcoa needs a social licence
To operate — most big
businesses need this

Values match

Building capacity so
you don’t need us

Benefitting as many
people as possible

Employee involvement
Skills transfer

Evidence of a real
partnership, not a
sponsorship

We LOVE metrics!



Hot Tip 2

“It's all about bucks kid the rest is conversation”
Gordon Gecko, Wall Street.

Don’t begin the relationship by asking for money



Hot Tip 3: What i1s Key to Your Sustainability

Are you still going to be there in one year’s time?

Trust me??7??



Hot Tip 4: What Makes You Unigue?

 Why should | help you in preference to
someone else (competition)?

 Know what and how others are doing

 What can you offer?



What Can You Offer?

 Relationships are your
bread and butter — use your
strengths

« What else can you offer?
—  Profile
— Networking
— Third party endorsement
— Reputation

 Media and profile
— Basic media etiquette.
— Joint award submissions

— Local media is great



Hot Tip 5

Demonstrate your
capacity to deliver
what you say you
will do — particularly
with money



Hot Tip 6

e Let'sdo lunch

« Take time to invest in the relationship —
build partners (not donors)

e If you think you haven’t got the resources —
DON'T START



Hot Tip 7

e I'll do lunch (but | won't sleep with you)

 Don’t burn the partnership out



Hot Tip 8: Say Thanks!

A thank you letter
Invitations

Letters of thanks from your
clients

A picture to frame and put in
business reception (logo) —
think Eddie McGuire

Testimonials

Send the newsletter



Hot Tip 9

« Document the partnership

— Who is doing what,
— when
— for how much



Hot Tip 10

« Don’t send in applications like these









Ildentify your potential partner(s)
Set up a brief meeting

Discuss what you have in common
Broach concept of partnership
Invite them to tour your org’'n



Partnership Etiquette

 Key contact

 Plan ahead
 Meetregularly

 Whole partnership concept



Sponsorships

Marketing the message
Positioning the sponsor
corporates; government — federal, state and local...

and large NGO’s who want to take their programs
to the local level



Sponsorship is Marketing

Make a list of all marketing vehicles

HOW?

Newsletter (email, advertising, promotion)
Templates (grants, sponsors, events)
Lobbying (business, councils, politicians)
Media — radio, press, council, websites
Memberships — build numbers



A key response is to get your message across to more people...

e people interested in your community  (what about
those who have left — temporarily, permanent)

 people interested in your issues  (not just locals)

 people who belong/belonged (members, friends,
past members)

e companies who sell to your community (not just
products — what about professional or trade services)

e politicians who represent your community (to inform
and gain support)

 the media (again not just local — radio, press)
e the internet (can gain presence and linkages)



Pillar Number 6: Community Business



Business Opportunities

 Does the product/activity have to ‘fit’
the community group?

 |Isthere a market where the issues of equity
can be addressed?

e Should the business be a separate entity?

e Are there ethical issues?



Case Studies

Triple C Catering — Claymore

http://www.bensoc.org.au/uploads/documents/community-renewal-through-cooperativeendevours-Apr2003.pdf

Roadhouse Kaniva

http://www.coopdevelopment.org.au/kaniyacoop.html

Brisbane Examples

Nundah Community Enterprise Co-operative -  Parks and village maintenance, a café and catering
FoodConnect - Organic food distribution direct from farm to city networks

Sweet Freedom - Creating and selling music CD'’s from diverse communities

BlackStar - Coffee cart and fair trade coffee roastery

Sustainable Gardening Services - Gardening and landscaping

Caboulture Community Work Co-operative -  Car washing, lawn mowing, gardening and cleaning

Ethical Property Maintenance - Environmental pest maintenance



The Business Plan

e When will the business break even?
e Wil the real costs be covered?

 How much surplus will be reinvested in the
business?

e |sthere a business?
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The Community Funding Centre



