LEADERSHIP TULSA


Fundraising for Volunteers:
Many times, our involvement in a great cause leads us to be asked to contribute to the effort to raise funds.  This need not be intimidating at all!  There are many ways to contribute to this process and a basic understanding of good fundraising will assist you in your effort.
The term “fundraising” refers to the effort to raise contributed income for the organization.  The basic sources of contributed income include:

· Individual contributions and memberships

· Business contributions and sponsorships

· Government grants

· Foundation grants and support

· Special event income

· Donated goods & services in lieu of cash (called in-kind contributions)
Good fundraising is not magic; it occurs when three basic needs are met.  You must:
· Identify a CLEAR PURPOSE, articulating how the community will be better and exactly what the funds are needed for.

· INVITE others to help you achieve the purpose.   
· Identify the BENEFITS of participation to the donor if any.
GOOD FUNDRAISING = CLEAR PURPOSE + DONOR BENEFITS x INVITATION TO OTHERS TO GET INVOLVED!

A CLEAR PURPOSE

Donors will want to know any number of items about your purpose before they contribute.  The larger the contribution, the more information they are likely to require.   Common questions you will be asked by donors include: your program mission and objectives, the population served, who else is involved in the effort, how successfully you accomplish your goals, and how cost-effectively you accomplish your goals.  It is best if your materials can anticipate these questions and answer them at the outset.
Ways to make your purpose more clear:

· Be very clear on the purpose that funds are needed yourself.  It’s not enough to be given an arbitrary goal.  Know how vital your part is to the whole effort and how it will make the community better.  Ask questions if you feel unclear.

· “Underwriting” can be very motivational to donors.  Underwriting refers to the effort to raise the direct or actual costs of providing a program or service.   It is often a tool used to bring a new program into existence.   One donor can underwrite a whole program, or many donors can underwrite parts of the program (for instance, use of facilities, food, presenters’ fees, etc.)  Break down total costs of providing a program or service into “buyable bits.”   
· Take along a client or volunteer that has been touched by the services you are trying to get supported.  Arrange a site visit for a large donor prospect to see the services in action.

· Take along photographs, testimonials, case histories, or anecdotes about particular clients served.  These put a personal face on the cause.
· Make sure you are able to answer questions about how the community will be better if the donor participates.   Most donors have a desire to change the world for the better.  How can your cause help them accomplish their goal?  
· Always include a budget for the project in the materials so donors can see exactly what you are raising money for.  

· If a donor can donate something in-kind that is of value to you – like a television station donating ad time or a restaurant donating food, it can often be easier for them to contribute than cash.  
IDENTIFY THE BENEFITS OF PARTICIPATION

Some donors will be motivated by your purpose alone and won’t care very much about the benefits they will receive in return for a gift.   Other donors will be motivated by the benefits you can identify.  This is particularly true for donors that aren’t particularly close to your organization already, and for business donors who need to gain recognition in the community and like to pass perks on to their employees.  It is important to never promise a benefit that you can’t deliver.  Nothing will harm a relationship with donors more than a failure to fulfill benefits promised.

Ways to make your benefits more attractive:

· Identify levels of contributions at the outset and identify progressively more generous benefits as the donation level increases.  Items that might interest donors include tickets to events, product give-aways, listing in newsletters and publicity, and special events just for donors.   Have agreement among committee members what level of gift will garner what benefits so different donors aren’t promised different things.  Come up with creative names for these giving levels to generate enthusiasm.  
· Offer sponsorship visibility.  Sponsorship refers to the effort to raise funds by “selling” the right to be associated with a program or service and does not necessarily match the actual costs of providing that program or service.   Sponsorships can be sold for more than the costs of providing the program, or for less, whatever the market will bear.  In return donors receive recognition for being associated with the event – things like their logo on the invitation, etc.   

· When it comes to visibility – the smaller the pool of sponsors the more value to each one.  It’s much better to be one of three than one of twenty.  Also, some businesses like to be the “only” bank, the “only” television station, etc.  Know your committee’s answer to the question of “exclusivity” before going out.  
· Think about benefits that will have value to the donor.   Businesses like visibility and benefits back to their employees.   Individuals like access to the organization and other donors, as well as perks they couldn’t get any other way.  
· Give your donors a chance to opt out of benefits as any item you give them of monetary value (such as free tickets) reduces the charitable deductibility of their gift by an amount equal to the value of the give-away.   
INVITING OTHERS TO PARTICIPATE

When you are planning a party – who do you invite?   Well, you invite people who are close to you, people who might have an interest in the party theme or location, and people you’d like to get to know better.  Sometimes you invite family or colleagues who might not be your favorite people but who are politic to include.   The same sorts of criteria apply when you are deciding who to “invite” into your fundraising effort.  Not everyone says yes to come to your party, they might be away, or have other priorities that evening, or just really need some time alone.  That doesn’t mean they don’t like you.  The same things apply to your fundraising effort.  Not everyone will say yes, but they will be pleased that you offered them the invitation.
How to invite the right people and invite them in the right way:

· The people you identify to solicit for your program or project make up your “prospect list.”   It is often tempting to put everyone you have ever known or heard of on the prospect list, but it is generally wiser to target your fundraising efforts more carefully.  You can waste a lot of energy, resources and efforts soliciting folks who have no interest at all in supporting your organization.    
· Large letter mailings don’t work nearly as well as “personalized” invitations and personal calls.  

· People are generally more responsive to people they already know, but don’t let that stop you.  If you have a great purpose and some great benefits you can be proud to offer even strangers the opportunity to participate.  

· The larger the contribution requested the more personal and face to face the solicitation must be.  This needn’t be scary – bring them out to the agency or service in question and let it do the “selling” for you.   

· Prepare a sheet that lists out some VERY SPECIFIC ways they can get involved.  Then, if you get tongue tied, you can hand them the sheet and use it to lead the conversation.   Listing several opportunities for involvement is good because it makes it harder for them to say no. For instance, if they can’t be a cash sponsor then they can contribute an auction item.  If they can’t contribute an auction item then they can purchase tickets to the event.   If they can’t purchase tickets to the event then they can hang a poster in their shop window.  Maybe they’ll do all of them!   
· Sometimes there are people we just can’t say no to.   Bankers and attorneys have a hard time saying no to their largest clients.   Politicians have a hard time saying no to their supporters and constituents.   Store owners and caterers have a hard time saying no to their best customers. Think about who has clout with a particular prospect. 

Remember you are not asking for money you are extending an invitation; you are offering something of value!    You are offering the prospect an opportunity to fulfill a religious, charitable or spiritual motivation to make the world a better place.  You are offering them an economic opportunity to make the community stronger.  You are offering them a social opportunity to get involved with great people around a great cause!  What could be more welcome than that?

Go get em!
