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An overview of funding and grant making in South Africa
In the era of democracy what is CSI about?

In the era of democracy the CSI style can be described as:

· Aligned CSI to core business

· Funded projects that had a logical ‘fit’ with the company

· Became more proactive

· Drew on employee volunteerism

· Established and supported flagship projects

· Put concrete ‘output-based’ objectives in place

· Measured and evaluated processes in line with size and scope of project

· Entered multi-sector partnerships with clearly defined roles and exit plans

· Uses partnerships over longer periods, with terms dictated by companies.

Democratic-era CSI style:  making an impact
One of the most predominant CSI trends during the latter part of this ‘decade of democracy’ was the grant makers’ move to focus on fewer and larger projects.  Many leading CSI programmes introduced ‘flagship’ projects over and above their diverse contributions to smaller initiatives.  The result is that many CSI projects are now carefully selected to ensure they match the company’s CSI objectives; they monitor and evaluate project progress more thoroughly; and ‘flagship’ projects allow for strong branding and business alignment opportunities.

Today NPOs remain the major beneficiaries of CSI funding, but companies no longer rely completely on NPOs for project implementation. Today companies are more involved, which has changed their relationship from project benefactor to partner.  The terms of such partnerships have shifted to more equitable business relationships, rather than giver and receiver, making them more sustainable.  In some instances, the company is even the primary driver of the project, calling on NPOs as subcontractors to deliver on defined sub-activities.  The time when unconnected NPOs compete for the same funds without any cohesive strategy and vision is therefore drawing to a close.

Another significant trend in this democratic era includes a noticeable shift to partnerships that involve active engagement with NPOs and government; a focus on activities close to business operations; and the establishment of employee community involvement programmes.  Improving the lives of communities that serve the company’s operations makes good business sense, and CSI is an appropriate vehicle to achieve this objective.

What funding is available?
Total CSI spend over the past six years has increased by R 770 million (47%).   

1999

-
1.63 billion

2000

-
1.84 billion

2001

-
2.04 billion

2002

-
2.2 billion

2003

-
2.35 billion

2004

-
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During 2003/04, 55% of corporates increased their CSI expenditure and only 5% decreased CSI expenditure.  Over the next two years, 54% of corporates anticipate increasing the amount they allocate to CSI programmes and only 1% anticipates decreasing the amount they give.  Certain trends are evident by province.  CSI expenditure by province in 2004 was as follows:
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The urban- rural split was 49% to 34% with 17% of funds going to peri-urban projects.

In 2004 education received 36% of all CSI funding.  This totalled R 864 million, with 90% of corporates funding education.  In addition social development received 17% of CSI funds.

Is there a funding crisis?

This leads to the question is there a funding crisis?

No – it is the nature and not the rate of donor funding that has changed and South African NPOs have not adapted to the changing funding environment, which gives rise to this prevailing misconception that funds are dwindling.

An explanation for the so-called “crisis” can be found within the non-profit sector:  loss of leadership, poor management, lack of information, corruption and lack of accountability are all contributing factors.

It is clear that organisations that have adjusted to the changing environment have done well.  Being able to anticipate changing trends is key to an organisation’s ability to raise funds.

Without the benefit of a proper study, a number of things seem to have worked for those NPOs that have succeeded.  These organisations were better at making management changes by changing their strategy and at the same time holding on to their vision and values.  They did not rely on one stream of funding but diversified their funding sources.  They did not focus on a single issue, but were innovative, moulding the issues and focus of their work to meet the needs of different constituencies.  They also established stronger partnerships and alliances with organisations that shared their ideals and goals.

Some funding trends in South Africa
So what are the funding trends in South Africa?  There are a number:

Some donors are diverting funds through the government;

Good old funding activities are no longer working;

Donors are diverting their support from single NPOs to groups of organisations represented by coalitions and networks;

Welfare NPOs who enjoyed large government subsidies under the “old regime” have seen these reduced consistently since 1995;

South African government funding has been made available through line departments at national and provincial levels;

NPOs have been getting access to government service contracts;

Government’s focus of attention has been poverty relief, education and training, and job creation;

Corporate social investment funding has increased significantly from R 1.63 billion in 1999 to R 2.4 billion in 2004;

Large employers have been forced to pay attention to their workforces, and the communities from which they draw their staff;

Corporates are looking for a return on their Corporate Social Investment into the community;

Donors are giving more money to fewer organisations for longer periods;

A few enterprising community organisations have been able to negotiate sponsorship agreements (sometimes called cause-related marketing) with corporates for mutual benefit and this type of profit-making partnership will continue to grow;

NPO leaders will have to learn how to negotiate with marketing people for sponsorships;

Accountability continues to blot the NPO image:  Some NPOs have fallen foul to mismanagement and the public reads about this.  SANGOCO, the Careers Research and Information Centre and the Quakers Peace Centre are current examples;

The accountable use of resources and the ethical behaviour of NPO leaders and their staff is an important contributor to sustainable funding today;

Donors are confused by many similar appeals for funding, especially in the education sector;

The potentials of individual donors have yet to be realised.  Most NPOs neglect the possibility of raising funds from the individuals around them.  By writing letters to individuals, a national South African childcare organisation developed 100,000 active donors in just six years bringing in millions each year;

The National Lottery is not the saviour of NPOs.  Yes they have money but let us not be reliant on them;

Donors are focused on the outcome of their support and are now asking hard questions before making a grant.  If they are not reasonably sure that the NPO programme or project is likely to succeed, they will refuse their support;

NPOs can no longer survive on donor income alone.  Some NPOs are turning to income generation and charging fees for their services.  Others are tendering for government contracts, in order to find income over which they have some control;

Funding sources and methods have to be broadened.  NPOs have to learn new skills, such as marketing, branding, promotion and public relations if they are to attract income other than donations.  This forces organisations to adopt businesslike practices, while still remaining non-profits.  Normally NPO leaders and staff are not trained, nor have the experience in these activities;

Fundraising is no longer ad hoc – it must be strategically planned and sustainable.   The days of the “let’s try this idea” are over.  Successful NPOs are learning that they have to put as much effort into resource planning as they have been doing in developing their services.  Major funding sometimes takes years to negotiate, and if an organisation is not planning ahead it will have no strategic material to motivate a donors support;

Fundraising costs have to be budgeted:  Most NPOs throughout South Africa do not budget for fundraising or resource mobilisation as a cost.  It is a fact that you have to spend money in order to raise money.

Essential truths of fundraising
In many years of working with a wide range of donors and grant makers I have learned that in fundraising there are certain “truths”.  These have been tested by experience, observation and results and have determined to a large extent the success of our fundraising efforts.  If your funding proposals regularly get turned down the “truths” described below may point you toward a solution.

1. To raise funding, your organisation has to know where it is going and how it will get there
It is much easier to raise funds when you have:

· A long-range vision of what you want to accomplish;

· A clear picture of how your communities will benefit; and

· As well thought out plan to get there.

2. It takes time to develop your donors
Most donors don’t make significant grants at your first meeting.   It takes time to build a relationship with donors and identify what motivates them to give.  It can take months, maybe even years to thoroughly engage a donor in a particular aspect of your work before they are ready to make a grant.

3. A well thought out strategic plan is essential
Prepare a fundraising strategy.  The fundraising strategy must indicate what support is required for today, tomorrow and for the future.

In order to create this plan, your staff and board need to do some serious work.  You’ll need to research the needs and opportunities in your community and make some predictions about the future.  You will critically assess the capacity of your organisation and determine the unique contribution it can make.  Finally, you will set objectives and design the best way to reach them.   All of this is essential in making a compelling case to a donor.

4. Donors are excited by future possibilities.
Donors give so as to realise their dreams.  While they have to know that you’ve done great work in the past, they always give to support to the work you are about to do.  If you don’t know what that future work is, it’s hard to convince someone else to support it.  

5.
The 80/20 (or thereabouts) rule of fundraising applies
It is generally acknowledged that some 80 percent of an organisation’s funds will come from 20 percent of its donors.  Using this formula, steer your fundraising efforts toward the 20 percent that will be most productive.  While it may seem easier to ask for R100 rather than for R 100,000 - it really is not.

The time and effort is actually greater for the smaller donations.  Why you may ask?  Imagine that you have a R 2,000,000 campaign goal.  If you decide to go after only R 50,000 givers, you will have to get 40 donors to say yes.  If it takes 5 “no’s” to get to each “yes”, you are committing to asking 200 donors.

If you decide to go after R 400,000 givers, you only have to get 5 donors to say yes.  Using the same closing ratio, it means you are asking only 25 donors.

6.
Build your credibility
An important factor in our fundraising efforts is our own credibility.  We must show that we know what we are talking about.  To that end, learn as much as you can about early childhood development so that you are able to answer any questions that donors might have.  Also learn to speak to people in their own language.  For instance, in talking to the business sector it is important to talk about the economic impact of ECD, how it affects the economy and business.

Credibility is important because donors who are being asked to provide large sums of money are accountable to their shareholders and others.  Therefore they must feel secure in providing money to your NPO.  If donors feel comfortable that the money they provide will go to quality programmes and meet real needs, they are more likely to support your organisation.

7. Be accountable
Organisations receiving funds must be accountable to their funders, as part of convincing them of their credibility.  To this end, set up a system of fund management that is transparent and accountable.  Have a reputable firm as your auditor and publish your accounts yearly.  Have the accounts available for scrutiny and give all donors a copy of your accounts. 

8.
Know your funders
Funders have certain criteria that need to be met before they provide funds.  Some companies and Trusts have made children their preferred cause so you are likely to be successful if you fit into their priorities.  It is not good enough to think of a large corporation as simply a source of funding and therefore able to support you.  Companies receive thousands of proposals and request every year and they cannot help everyone.  Those that best fit their criteria are more likely to succeed.

Also the more successful the company is, the more likely that company is to have a CSI programme.  Make it a point to study newspaper business pages so that you know who is likely to be good to approach and who is not.

9.
Always be professional
In dealing with corporate sponsors and donors, it is important that we act professionally.  This means not only knowing our cause very well but also knowing how to approach potential donors in a well-organised way.  Sometimes appeal letters are written sloppily, names are wrongly spelt or titles are incorrect.   It is also often not clear from the cover letter or proposal what and how much is being asked for.  This almost always ensures that the proposal is headed for the dustbin.

10. Give something in return
NPOs think that fundraising is a one-way road, with money flowing towards the NPO and nothing flowing back.  This is a mistake.  Companies donate for certain reasons and pure altruism is the least of them.  They do it to show that they are good corporate citizens, and therefore they want publicity.  If we can provide them with a way to gain publicity from their grant, then they are more likely to donate.  A press report is one way of acknowledgement.  Giving a donor a special award or putting up a plaque is another.  They must see their contribution as providing some value back to themselves.

11. Always show your appreciation – say thank you
It is not difficult to say thank you.  Immediately on receiving a grant telephone the donor and say thank you.  Then write a thank you note within forty-eight hours of its receipt and send it.  Everyone who donates, no matter how small a contribution, should get one.  They will always remember it.

Appreciation can also be shown in a mention in an annual report.  People like to see their names somewhere.

Every appeal letter, every funding proposal, every individual solicitation to a donor should include a reference to his or her previous contributions of time, money and advice.

12. Keep donors informed of your activities
It is important that donors do not feel that you only view them as a source of money.  We can keep them engaged in ECD issues by keeping them informed of our activities.  Sending them news and annual reports helps them to feel that they are supporting a credible organisation, one that is really making a difference to the community.  They might just see something that fits into their own community support programmes and become interested in a new area of work.

13. Think of donors as partners
Viewing companies as partners makes it easier to do all that I have mentioned.  If we see them as equals who have a contribution to make, we can engage them better.  These days, “partnership” is an important catchphrase but many people do not know how to establish these partnerships.  Therefore it helps to spend time thinking about synergistic partnerships between the private sector and your organisation that would help to achieve common goals.

14. Avoid the “Shotgun” method of fundraising
DON’T use the shotgun or “spray and pray” method, that is, sending funding applications to every grant maker you come across in a directory or elsewhere.  Grant makers do exchange information and are not impressed when they learn that the same project has been “mass mailed”.  Also, receiving endless and completely irrelevant applications is a source of great irritation to grant makers.  So remember, if you use the “spray and pray” method of bombarding donors with projects unaligned to their criteria, then you are not only minimising your own chances for funding, but making life difficult for other organisations seeking funding.

15. Do your homework
Find out which donors and grant makers support the kind of projects you are seeking funding for, whether they have application forms or guidelines, deadlines etc.

16. Tailor-make your application
Tailor-make your application specifically to each grant maker.  Make sure that you follow their guidelines and try to be as clear and concise as you can.  Remember that very few grant makers have the time or capacity to go through long-winded proposals.  Where the proposal is longwinded the donor is likely to reject your proposal.

17. Distinguish between local and international donors
Distinguish between local and overseas-based donors and grant makers.  Usually locally based grant makers do not want or need the same levels of contextual information as overseas grant makers.  Local grant makers have local knowledge so try and get to your point faster – do not bog them down with information on things they already know.  Make sure you have a “problem statement” stating the expressed need, and some quantified statistics relating to the geographical area in which the project is to be carried out.

18. Respect the fact that some donors do not accept unsolicited proposals
Some grant makers do NOT accept unsolicited applications.  They will put out invitations or advertise that they are ready to receive applications when they have funds available.  Unsolicited applications in these circumstances will go nowhere, and again makes life more difficult for the rest of us.

19. Remember that donors want to make an impact with their grant 

Remember that grant makers want to make an impact with their grant.  So make sure you state your case:  why should they support YOUR project, why it is unique and what will be its impact, what difference is it going to make.

20. Donors are actively seeking good projects
Donors do not set out to reject proposals.  On the contrary, donors seek out good proposals that they can support.

21. You do not need to convince donors to give money
This is perhaps the least understood truth of fundraising.  You do not need to convince donors to give money – they have already decided this.  What you do need to do is to convince them to give support to your project.

22. Effective fundraising is a result of telling your story
Funders invest in non-profit organisations that are able to make a good case for support that includes clear goals and measurable outcomes.  Telling your story involves more than making a case in a funding proposal or during a funder visit.  We must take advantage of every opportunity to enhance the visibility of our organisation.  And visibility, in this context, is just another word for branding and publicity.  Publicity includes press releases, newsletters, annual reports, annual appeals, audio-visual presentations, and every other form of printed or produced material.  Other forms of publicity are also important.  Having your board chairperson call a foundation to introduce your non-profit is a form of publicity; arranging to have staff meet donors at an event is a form of publicity; getting your supporters to tour a new preschool you have built is a form of publicity.  Any activity that puts a face on a community need, illustrates your mission in human terms, or otherwise imbues your organisation with a personality can be considered publicity.

23. People give to people
Fundraisers know that worthy causes alone – “feeding the hungry”, “sheltering the homeless”, “caring for the sick” – do not raise money.  People give to people.  Since this is a truth, the role of the fundraiser is to develop these relationships.

24. Someone must ask for the money
Grants and donations are solicited; they do not fall from the sky – or very seldom do they.  And yet this simple fact is often the hardest one for fundraisers to understand.  Fundraisers will do practically anything to avoid asking for the money.  Sitting at the table with a prospect, having worked hard to make a compelling case for support, many a clear-headed fundraiser will neglect to say, “Now, Mr Khumalo, we’re talking about R 200,000 a year for the next three years.  Can you do that?”  Or a grant writer will submit an elaborately detailed proposal without including a statement that says “We are seeking a grant of R300,000 rands for our ECD level 4 training programme,” leaving the donor to scratch her head and wonder, “How much do they want and for what?”

The donor will rarely venture an offer of a grant.  It is the role of the fundraiser to seek the grant.  The key to success is to ask in a manner that respects both the donor and the grant.

25. Seek investments, not handouts
Making a grant to a non-profit organisation is nearly always seen as an investment by the funder or donor and almost never understood as such by the organisation.  When an organisation asks for a grant – “Please give us a grant to accomplish such and such an outcome” – the organisation, whether it knows it or not, is seeking a one-sided exchange of values.  In contrast, when an organisation seeks an investment – “Please invest in our organisation so that together we can accomplish such-and-such an outcome” – it invites the funder or donor to share responsibility for the desired outcome.  By changing the paradigm, the organisation alters both the perception of the request and the manner in which funders and donors are treated.

26. Donors are developed, not born
All donors have three characteristics in common:  a connection to your organisation, interest in its success, and the ability to give.  The process of nurturing these three characteristics is called “donor development”.

To turn prospects into donors we have to identify their connection to, interest in, and ability to give to your organisation.  They need information about your organisation as much as you need information about them.  From information comes interest – that with which we become familiar.  People tend to become involved in that which interests them.  And investment follows involvement.  In this way, prospects become donors.

27. Fundraising out of desperation is futile
Contrary to what many people believe, grants are rarely offered because an organisation is desperate.  Desperate organisations are often perceived to be unstable, incapable of doing the work, and bad investments.  The successful organisation, in contrast, is able to tell a story characterised by accomplishment, sound financial management, and visionary leadership.

Of course, all organisations raise money out of need.  However, “We need money” is rarely compelling enough to convince a prospect to offer his support.  Instead, our grant proposals, appeal letters, and conversations must say in no uncertain terms, “We are winners!  We can do the job!  Support us!”

This holds true not only for desperate organisations but also for desperate causes.  A case for support that speaks only to the misery of our communities will often backfire.  People, being people, tend to become resentful when they’re made to feel guilty.  Donors will give year after year, in increasing amounts, if you can convince them that you have a plan and the leadership and financial means to execute that plan.

28. Share the donors dream
As a fundraiser, you can gain a lot by carefully listening to donors.  To do that, we have got to learn what people care about, their passions.  Sometimes we get so focussed on making our case, we forget to listen to what prospects are telling us.

As exciting as our presentations are, they often miss one of the most important elements leading to a grant – matching our needs with the donor’s dreams.

And that is where listening makes a difference.  Sometimes we should speak less and listen more to donor’s dreams. 

29. The cultivation process is critical
Fundraising is about the needs of the donor, and the needs of the organisation.  The “buy-in” process is a gradual commitment by a donor to the goals and objectives of your organisation.  It may include, at one or more points in the process (depending on the length of the cultivation period) a request that she make a grant.  You will make the point that the organisation needs funding to do its good work. And the cheque that will be written will be a grant that will recognise a need and demonstrate an interest.

So the more you know about your potential donors, the better you can address their needs.  Because that is basic to the process, you wind up having to design a separate cultivation programme and timetable for each donor and grant maker.

30. Network, network and network
The key to getting leads is to leverage your development reach by networking with donors.  If you network within the correct forums you will meet donors.

Once you’ve decided that you will network, you need a methodology.  Whatever methodology you choose, the key is to give it your full time attention, and to be consistent month in and month out – year after year.  If you are not prepared to sustain such an effort for several years, think twice about remaining in your job.

This truth, in its purest form, is that the fundraiser should make one new donor contact each and every week.  It is one of the most powerful techniques you can employ to obtain grants.  If you follow this programme, you will build a powerful network of donors.

Work from a well thought out list of donors; invite them, one at a time, to breakfast.  Some tips:

· If you can manage it, set aside one morning a week for these meetings.

· At the breakfast meeting, talk up your organisation and its fundraising target.

· Talk about your strategy of attracting grants.

Suppose you meet with only one such donor per week, on average.  In a year (excluding holidays and year-end) you would have met with 45 carefully selected donors.  As time passes and your programme gains momentum, you will be amazed at how productive it is for you.

31.
Donors will bring in other donors

Donors talk to each other.  Donors will bring in other donors if you ask them.  Who better to recommend your organisation or project than someone who is already supporting your organisation?  Ask your donors to refer you to other donors.

What grant makers want you to know about why proposals get rejected

Have we not all wanted to get into the mind of a donor or grantmaker.  Have you ever asked yourself (or a colleague) what do donors want?  We did and this is the response we got.  The idea was to come up with some sound advice that would help NPOs increase their chance of success in raising funds from donors. In no particular order they are:

1. Do your homework – research, research, research
Before sending your funding application, make sure that the donor supports the kind of programme you want to be funded.  Grant makers face an incredible demand for limited funds and proposals that do not fit well within a donor programme will not be competitive.

Foundations have their own funding priorities including geographic considerations.  Applicants should spend time to research and identify potential foundations that appear to have the best fit to the type of programme you are seeking funding for.  Grant guidelines are one source of this information.  Read guidelines carefully and, if you don’t fit, don’t apply.  If you are unsure, contact the foundation and discuss the matter.

Check a donor’s website to identify its funding priorities and geographic focus.  Applicants can also ask for recent programming information and the most current annual report.

Do not try to raise money from foundations and corporations who do not fund ECD.  This sounds simple but how many have applied to Rand Water or the Gary Player Golf Foundation for ECD funding?

2. Do not ask a donor for a grant if the donor has not been properly identified as a “prospect”
Similar to above, fundraisers hear about or read that someone gave funds to the arts and immediately think the person is a prospect for ECD.  After all, we know they “give money”.

But this is not enough.  To be a prospect for a grant, a donor has to have a demonstrated ability to fund.  They must also have a demonstrated belief in the cause for which you are fundraising.  Even though donors who give money to the arts might be sympathetic to ECD, there is no inherent reason to think that they will do so.

If you ask a donor who is not properly identified as a prospect for a grant, you greatly increase your chances of getting turned down, and you can give the prospect the impression that your organisation really doesn’t know what it is doing.

Take the necessary time to qualify donors, to find out what you need to know to be confident of their interest in your cause, and to assign the solicitation to someone who has enough of a relationship with the prospect to be able to set up a meeting.

3. Do not treat donors as water taps:  turning them on when you want money, and leaving them off otherwise
Building relationships with donors is of paramount importance.  Some of these relationships happen naturally.

At least write or call each donor two or three times a year without asking them for money.  Send them information you think they would find interesting or call to invite them to an event your organisation is holding or just to tell them something about your achievements.  Call to thank them for their grant and talk briefly.  The relationship does not have to have a great deal of depth, but it is a mistake to focus only on the need to raise money, seeing the donor as a tap to meet that need.

4. Do follow application guidelines
Pay special attention to guidelines that specify proposal length, content and any additional documentation that is requested.  All financial information that is requested should be provided without hesitation.

5. Be concise
Avoid using a lot of adjectives that ‘puff up’ your organisation and programme.  It’s hard to see around the extra words to determine what you are actually doing.  A professional presentation outlining who you are and what you are trying to accomplish is much easier to assess.  Keep proposals short and to the point.  Donors will ask for more information if they need it.

6.
Be specific
Provide a strong and credible description of the need for the project.  Don’t provide a list of possible different projects with the hope that the grant maker will pick out one of the ideas that best meets their priorities.  Be specific in your request for support.  Should a grant maker permit your organisation to submit more than one proposal, put the requests in separate letters so that each can be reviewed by the appropriate team.  This procedure could potentially speed up the review time.

7.
Define your goals precisely, how you will reach them, and how you will measure your success
Make sure your project has clear, reasonable and measurable outcomes.  Be very specific about outputs (things you can count) and outcomes (changes in status or behaviour).  Help the donor understand exactly what your goals are and how you will know when you have met those goals. It is easier for a donor to make an investment when she knows what it will get for its money.

8. Show how the project relates to your organisation’s future
Have a strategic plan that communicates the long-term growth of the organisation demonstrating where you want to go and how you are going to get there.  Link your proposal to the strategic plan.

9. Describe how you will fund the project once the grant runs out
Most donors will not want to fund your organisation in perpetuity.  You will have a much better chance of being funded if you have a long-term funding strategy for the organisation that phases out the solicited foundation’s support at some point.  Such a plan, however, doesn’t mean you can’t come back for funding of future projects.

10. Think beyond money
Is there some other way that the funder can help you?  Perhaps they can provide volunteers, technical assistance, in-kind donations or meeting space.  It might be better to build a relationship through non-monetary contributions before you present a donor with a big funding request.

11. Make sure the application is legible
Your school teacher was right - neatness counts.  If the request or address information is not legible, a review may not be conducted and/or a response to the request may never be received.

12. Provide clear contact information
Make sure an individual name, job title, organisation and complete address or valid e-mail address is indicated on the letterhead or within the letter itself.  If the letterhead indicates multiple organisations, indicate in the letter or signature block which organisation is to receive the response.  If several individuals are signing the submitted request, identify one person for future contact.

13. Avoid sending piles of fliers, videos, books and similar materials
Instead, make a list of what is available and how to obtain items easily.

14.
Don’t send copies of the same request to multiple contacts at a donor organisation
Multiple submissions merely increase costs for both grant seekers and grant makers.  Additional postage, supplies and increased handling costs are just a few of the expenses that result.

15.
Start early and be patient
It may take a while to identify and locate a funding partner for a project.  While it can be disheartening to receive one decline letter after another, most projects are eventually successful at obtaining funds.

Give the grant making organisation time to receive and initially process the request before calling to see if they have received it.

Don’t expect to send a letter for support today and for the cheque to arrive the very next week.  Grant making priorities are often set years in advance and thoughtful review processes do not readily accommodate the quick turnaround time grant seekers sometimes expect.

16.
Don’t beg
One of the worst things grant seekers can do is “beg for funds”.  Remain professional in your approach to donors and do not sound desperate.

17.
Do not be reluctant to ask for funds
A classic mistake is to do everything right – identify the prospect, set up the meeting, have an interesting conversation, and know that the prospect is very enthusiastic about your organisation – and then lose the nerve.  Do not leave it to the donor to “give you something”.  “Whatever you can give, we will be most grateful”.  The prospect will feel frustrated by your lack of direction.

It is also critical to remember that donors who are interested in your organisation are puzzled when you don’t bring up money; they are left feeling you must not need it or you would have mentioned it.

18.
Do not be afraid to disagree with donors
We often believe that donors should not be contradicted or they may not give.  In fact, donors, like the rest of us, are interested in issues and learn by debating, discussing and being presented with new information.

Being afraid to disagree with a donor means we see the donor as separate from ourselves.  Feel free to disagree with a donor.  Real relationships are built on the ability to have honest dialogue among both parties.

Common reasons why proposals are turned down

1. The problem being faced has not been explained properly;

2. The problem does not strike the donor as significant;

3. The proposal is poorly written and hard to understand;

4. The proposal objectives do not meet the funder’s objectives/priorities;

5. The proposal asks for funding outside the funder’s financial ability;

6. The programme has not been co-ordinated with other NPOs;

7. The funder has not been assured of the NPOs capabilities;

8. The project’s objectives are too ambitious in scope;

9. The writer did not follow the guidelines provided;

10. There is little evidence of the NPOs sustainability beyond the life of the grant;

11. The evaluation procedure is inadequate;

12. Limited donor resources;

13. The numbers do not add up or they are not realistic;

14. All the requested information was not provided;

15. The donor funded your organisation previously but you did not report adequately;

16. The NPO is not located in the donors target area;

17.
Your proposal arrived after the deadline.
The art of asking for a grant
Many people have discovered that doing face-to-face fundraising reminds them of the true depth of their commitment to the organisation.  They remember why they became involved in the first place and why they think the work is important.

First and foremost, it is imperative that the people seeking grants believe thoroughly in the cause of the organisation.

Approaching the prospect

There are three steps in approaching the prospect:

1. A letter describing the programme and requesting a meeting to discuss it further.

2. A phone call to set up a meeting.

3. The meeting itself in which the work of the organisation is usually solicited.

The letter

The letter to a prospect who has given before is the simplest.  You thank them for their support in the past and ask them to give the same amount or more again.  Describe some of your achievements in the past year and some of your future plans.  Tell them you will phone them in a few days and, if they are in your area, offer to meet with them.

In a few days, phone them.  Often you will discover that the donor needs a new proposal so write it and send it off.  As you get to know donors better, you will discover which ones prefer not to be phoned, but just wish to receive a new proposal.

If you do meet with them, ask for a larger grant than they gave last year, or use the meeting as an opportunity to ask for the names of other donors who might be interested in your work.

Meeting with current donors tells people that they are valued and helps build their loyalty to the organisation.

Letters to prospects you know rest heavily on the amount of respect the donor has for your work.  When writing to someone you know, use the same tone and format you would use in writing to him or her about anything else.  If you normally call the person by his or her first name, do that in your letter.

Indicate in the letter that you will be asking for a grant.  The letter can describe how much the organisation needs and what kind of grant you hope the donor will make.

In writing the letter, remember that people have a short attention span.  Make your sentences interesting and keep them short.  Avoid using jargon or complicated explanations.  Statistics are fine, if used sparingly.  The idea of the letter is to spark the donor’s interest so that she will want to meet with you.  The letter does not have to convince fully, it should just raise the person’s interest.  The face-to-face meeting is the time to convince the donor to give.

The phone call

If you say you are going to call, then call.  Rehearse the phone call beforehand to anticipate possible questions the donor might have.

The importance of being confident

Most of the time when people put us off we assume that they are trying to say no, but are just too polite to come right out with it.  This is a false assumption.  Donors are looking for signs that you are really serious about your organisation.  They appreciate confidence, assertiveness and an attitude that what you have to offer is critically important and worth taking some time to discuss.  If you are easily put off and take the first “no” as the final answer, it says to the donor that you are not terribly concerned about the organisation, or that you don’t really care whether or not the donor gives.  Clearly, you don’t want to be rude, but be willing to push the donor a little, and don’t take the first resistance as the final word.

The face-to-face meeting
Once you have an appointment you are ready to prepare for the face-to-face request.  This is not as frightening as it seems.  First of all, the donor knows from your letter or your phone call that you will be talking about making a contribution.  Since he has agreed to see you, the answer to your request is not an outright “No”.  The donor is considering saying “Yes”.  Your job is to move him from “I’m considering giving” to “I’d be delighted to give”.

The purpose of the meeting is to get a commitment to give.  Everything else revolves around this purpose.  It is fine for the conversation to go off on a tangent, but you must keep bringing the conversation back to the financial needs of the organisation and the possible role of the donor in meeting those needs.

As the fundraiser, you must appear poised, enthusiastic and confident.  If you are well prepared for the interview, this will not be too difficult.  Many times fundraisers are afraid they will not appear knowledgeable about the organisation.  It is perfectly fine to bring along a staff member or someone who has been with the organisation a long time to answer questions.  Sometimes going with a partner also helps you feel more relaxed.   It is also fine to answer a question with, “I don’t know, but I’ll be glad to get you that information,” – but do not do it too often.

Help the donor to see that giving to your organisation is a logical and natural extension of his or her interests and concerns.  Ask the donor questions and carry on a conversation with him or her.  “Do you agree with our approach?”  “Did you see the article about us in last week’s Cape Times?”.

When you finally ask for the grant, look the donor right in the eye and in a clear, bold voice, say, “Can you support us with a R 300,000 contribution?”  or, “We are hoping you can give R 500,000 to R 600,000.”  Keep looking at the donor and don’t say anything after you have asked for the gift.  It is the donors turn to speak.  Although it may seem like a long time between your request and his response, it is only a matter of a few seconds.

Sometimes the donor will say, “I’d like to help, but the figure is way out of my range.”  Your response can be, “What would you feel comfortable giving?”

Immediately after the interview, send the donor a thank you note.  Another thank you from the organisation should be sent when the money arrives.

Effective grant proposal writing
In writing a grant proposal it is essential that we get it right.  Besides the face-to-face meeting with a donor this is the document that the donor will make her decision on.  There are a number of tips that will assist us in getting it right.

1. Read the Grant information and Conditions:  This sounds simple enough, but is often not done.  Spend a few minutes reading the information to determine the following:

· The scope of the requested projects.

· The time frames of the grant process.

· The length the grant or contract will run.

· Any special needs or unique aspects of the grant.

· Does the grant require a cash or in-kind match?

2. Decide if the grant is a good match for your organisation:

· Are these projects within the mission of your agency?

· Are the projects granted within your organisation’s capability to provide?

· Do you have the expertise to run this project, or can you hire the expertise?

· Is this a substantial deviation from your normal projects?

The answers to these questions should play a role in deciding if it is appropriate to submit a proposal.  Don’t just follow money.  If the programmes sought are reasonable for your organisation to perform, apply.  If they will strain your organisation, you are better off spending your time searching for funding sources that are more closely aligned with your organisation’s mission.

3. Study the Grant Conditions:  This is a careful and thorough reading of conditions.  You should take notes and make an outline of the things they are asking for.  Often grant makers are unclear or even contradictory in their statements of what they are seeking.  Frequently part of the requirements are found in one section (Budget, for instance) and other parts in other sections (Programme).  By taking notes and organising the information into a format that lists the requirements in a manner that is meaningful to you, you simplify your task of writing the proposal.


Look for keywords in the document.  Keywords are usually repeated frequently in the document and indicate a philosophy or strategy that the grant maker wants followed.

4. Do your homework:  You can’t write a successful proposal without knowing the following:

· Who is your audience?  Who will read the proposal and evaluate it?  What have they funded before?  Do they have a philosophical orientation and does it agree with yours?

· What literature/research is available on the topic?

· Are there other programmes in the country that provide similar services?  While you don’t want to “copy” their programmes, you don’t want to have to re-create a programme from scratch either.  You also want to learn from other programmes’ mistakes if possible.

5. Conceptualise the Programme:  This is a critical step.  It is two-thirds of the process.  Before you try to write anything, spend some time thinking about how you would do the programme.  Get “the big picture” clear in your mind.  You may want to draw a plan or flow chart.  It is important to know:

· What programme components will be needed?

· How these programme components relate to other programme elements.

· How each programme component relates to the goals of the project.

· How each programme component relates to the requirements of the donor.

· How the programme components relate to your existing activities.

· When you have the programme conceptualised, outline it in a way that is clear to you.

6. Draft the Grant Proposal:  This is the easy part.  Using your concept outline and your notes, clearly explain the programme you have conceptualised.  In your draft you should:

· Write the ideas down.  Don’t worry about editing at this point.

· Make it easy for the reader to identify what they are reading.  Clearly label each section.

· Lead the reader by the hand.  Tell them what they are reading and why.

· Relate each section to the others (your flow chart and outline will help here).

· Relate each programme element to a goal of the grant maker.

· Relate each programme element to the others and the “big picture”.

· Clearly spell out elements important to the review process.

· Include research or literature reviews where appropriate.

· Write to explicitly convey ideas, don’t try to “write smart”.

· Assume the reader doesn’t understand - clarify, clarify, clarify.

· Follow the donor instructions exactly and the suggested outline if provided.

Your goal is to make it easy for the reviewer.  Remember, grants are awarded to projects that the grant maker understands.

Never lose your reader.  Your proposal should flow from point to point and should lead the reader through.  This means:

· You must understand your project.  Many NPOs do not and it shows.

· Your proposal must be clear, organised, easy to follow and easy to read.

· The reviewer should not have to “work” to understand or evaluate your proposal.

7. Set the proposal aside for a day or two:  After writing the first draft, set it aside and do something else for a day or two.  You want to get some separation from the first draft.

8. Read your proposal as a reviewer:  After 24-48 hours read your proposal again.  Imagine you are a reviewer.  Look at your proposal as if you knew nothing about it.  Mark areas in the proposal that confuse you or are not clear enough.  Don’t try to edit at this time, just mark them and read on.  Take notes about what you found unclear, weak and missing in the proposal.  Compare your draft against any checklist provided by the grant maker.  Is the proposal clear and complete?

9. Using the notes from your review, write the 2nd draft:  Now is the time to edit.  Correct areas you found weak or unclear.  Strengthen the links between the sections of the proposal.  Your goal (as it was in the 1st draft) is to make it easy for the reviewer.

10. Give the second draft to someone who knows nothing about your project:  Always have someone else review and critique your proposal.  You are too close to the draft now to be objective.  Give a colleague or friend a copy of the grant requirements, evaluation criteria, and your draft.  Ask them to critique your draft, making notes where you confuse them or where they don’t understand the connection between a part of the project and the overall project.  It is important that you select someone who will be thorough.  You want honest feedback.  Better to have your colleague say “this is weak” than a reviewer.

11. Using your colleague’s input, write the final proposal:  Consider your peer’s input.  For each point you must decide if their suggestions are valid.  In the end, you must be comfortable with the proposal.  You may want to make a point a certain way and your colleague may not like it.  If the way you made the point is important to the overall scheme, leave it in.  Do pay attention to your colleague’s comments however. If you confused them you will probably confuse the reviewer as well.

12. Compare your proposal with your checklist of required items:  Before delivering or mailing the final proposal, use the checklist you prepared when you studied the proposal.  Ensure each required item is attached, including all mandatory appendices and supporting documents.  Make sure you did not violate any instructions regarding proposal length, typeface, style, page numbering, etc.  If the grant maker required special labels or packaging of the proposal, follow them exactly.

A suggested project proposal format

Some donors do not have guidelines or application forms.  What to do then?  Below is a suggested format for a project proposal.

1. Covering letter
a. Use a letterhead;

b. Address the letter to the person responsible (phone before to check name and correct spelling);

c. Ensure all details are correct;

d. Be polite and concisely summarise the proposal;

e. Point out one or two pertinent issues; and

f. Thank the donor for considering the application.

2. Title page
a. Date;

b. Project name or number;

c. Name of Donor;

d. Organisation logo; and

e. Name of person who submitted the request.

3. Executive summary of the project (1 or 2 pages)
c. Heading – name of project

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

c. State the amount requested. 

4. Description of project
a. Problem Statement - keep it simple and focused, use some history if necessary.

b. Solution to the Problem

i. The uniqueness of your organisation;

ii. Why your organisation and this project is best placed to solve the problem;

iii. The objectives of the project to address the problem or need;

iv. The target group profile.  The beneficiaries of the project;

v. Mention collaborative initiatives, partnerships and the synergy between you; 

vi. Cost effectiveness.

c. Implementation Plan

i. The programme and how it will work;

ii. Time-frames and who manages the project;

iii. Skills of staff to implement the project.

d. Sustainability of the project – future plans for the project;

e. Benefits to the donor.

5. Previous donor support
List names, details and dates (the amount is optional).

6. Evaluation and monitoring
a. How goals will be measured, by whom and when;

b. Expected outcomes;

c. Ongoing work from this project;

d. Report back dates;

e. Financial reporting system;

f. Independent research and evaluation.

7. Background information of the organisation
a. The mission and objectives;

b. The history of the organisation;

c. The people – staff and board members;

d. Other programmes and projects;

e. Achievements and awards; 

f. Future plans of the organisation.

8. Budget (line items need narration within the body of the proposal, however a separate budget sheet can be attached)
Include expected income (include fund raising items), expected expenditure and expected deficit.

Contents of application pack
· Covering letter

· Title Page

· The Proposal

· Budget

· Appendices (these may not be necessary but have them ready in case the donor requires the details)

· Constitution

· Current or previous annual reports

· Financial projections over 3 or 5 years

· Letters of endorsement

· Newsletters

· NPO and PBO registration letters

· Proof of accreditation

· Photographs

· Press cuttings. 

