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Agenda

1. Hous ekeeping
2. What  is  s us ta inability?
3. Im proving your approach to financia l planning
4. A tact ica l approach to T& F funders
5. Gett ing your offer correct  – Cas e for Support
6. Com m unicat ing your needs
7. Ques t ions
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Outcomes

By the end of this presentation you will be able to:

▸ Understand what factors support better financial 
sustainability.

▸ Employ best practice tools & approaches to 
improve your fundraising 

▸ Identify potential funders
▸ Useful communications tips 
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What is Sustainability?

Sustainability im plies continuity and/ or
s om ething that is replenis hed.

For organis a t ions that m eans being able to
m ainta in them s elves , projects , opera t ions ,
s ervices and benefits over a projected
lifet im e for exam ple, through continued
funding.
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Financial sustainability

This is all the things you do to ensure a steady flow of funds
to support your work over time .

Includes using resources effectively, managing costs,
monitoring your income, deciding what and how you will
deliver, but giving yourself enough space to be reactive and
adapt so that you are resilient .
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Not just about the money!

Often we focus on financial sustainability, 
but  s us ta inability includes  other areas  too
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Organisational Sustainability
All those systems you have in place that keeps your organisation and
its programmes going .

▸ Continual reviewing of policies , lega l requirem ents , and 
procedures

▸ Financia l Report ing

▸ Skills  audit  of your board of Trus tees  and a  plan for s ucces s ion

▸ Explore new opportunit ies

▸ Boos t  exis t ing and genera te new partners hips

▸ Com m unica t ion &  Outreach, e.g. quarterly com m unica t ion plan to 
update your webs ite, s ocia l m edia profile, s ending donor m ails , 
etc.

▸ Volunteer engagem ent  and im proved em ployee s a t is fact ion

https://www2.fundsforngos.org/category/media/
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Programme or Project Sustainability:

All the things that are part of a project/programme that
helps you achieve impact outside of funding .

▸ Com m unity involvem ent, e.g. co-des ign

▸ Rais ing awarenes s  of an  is s ue and its  needs

▸ Events  

▸ Volunteer recruitm ent

▸ A proces s  to update, apply, and tra in  for policy updates

▸ Identifying and working with  other agencies , public 
s ector, loca l governm ent, etc. 
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An example: Save the Family

I had the funds to run the volunteer programme as
the Volunteer Coordinator but relied on

1. The Manager responsible for legal compliance
across the organisation & the new GDPR
regulations

2. TheHRManager & DBSChecks
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Over to you…

▸ Think about a programme you want to fund.
▸ Think about  a ll the elem ents  (beyond funding) 

tha t  helps  you achieve im pact .

What  proces s es  do you have in  place to ens ure its  
cont inuat ion? 

Let  everyone know what  
your thoughts
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Achieving Sustainability
We operate in a fast -moving world where technology, economic, social
and other drivers shape our sector especially the funding landscape .
So we need to be able to adapt to changes and seize on opportunities .

The more we can adapt, the more resilient we are too. Resilience is the
ability to bounce back after disaster or disruption .

To achieve sustainability we need to:

1. Research & Plan for direction 
2. Monitor progress
3. Evaluate & Update 

This is especially important in fundraising because the secret to great
fundraising starts with a great fundraising strategy!
.



Planning for 
Financial  
Sustainability
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Improve your Financial Planning

Why? - If we don’t plan, we won’t:

▸ Fulfil objectives 
▸ Use resources wisely 
▸ Be able to achieve our funding goals 
▸ Be able to provide much needed service/facilities.

13



Improve your Financial Planning

Since 2020, things have changed

▸ Greater use of digital tools
▸ Public expectations, e.g., flexible giving options
▸ Flexible working 
▸ New stories to tell (your Case for Support) 
▸ Need to focus on sustainability & resilience - diversify 

funds or raise more than currently projected and be 
adaptable

▸ Cost of living crisis; higher energy costs
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CAF: Charity Landscape 2022

• Charities need to spend time examining how the
fundraising landscape has changed and how the
rise of digital fundraising will affect them .

• Charities need to invest in resilience measures
such as good governance and leadership, digital
transformation, and staff development . Take
stock of what measures will make the biggest
difference over the long term .

It didn’t happen by chance - those who were able to 
thrive during the pandemic had planned their 

adaptability!

https://www.cafonline.org/about-us/publications/charity-landscape-2022


Good Financial Planning

Five key steps/tools:

▸ Understand your cash position

▸ Know your Income Portfolio

▸ Cash Flow Forecasts (Projections)

▸ Cash Containment Strategy

▸ Fundraising Strategy

16



Understand your cash position

Expenditure - Work out how much you need and what for?

a) core operational expenses
b) programme/project expenses
c) capital expenses

Break it down further to help analyse your costs. 

▸ Core cos ts  (or overhead) could be s alaries , rent , u t ilit ies , etc. 
▸ Or t ry 

▹ Fixed cos ts : s taff s a laries , m ortgages  and rent , other ut ilit ies , etc

▹ Variable cos ts : t ra ining s ervices , freelancers , etc

▹ Non-recurring cos ts : fundrais ing events , one-off m aintenance, projects , etc

Now you can set yourself a minimum and maximum budget needed to cover each area.
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Know your Income Portfolio

Where does it come from and how much?

▸ Examine your various income streams.
▸ Look at your donors – are there any peaks and troughs in 

giving?
▸ For your funders – how much do they give, what period 

does it cover, and what area of your organisation does it 
cover? 

▸ Look at your own income activities and how much income 
is generated per annum. Is there a better ROI for some 
more than others?

18



Income Spectrum
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There is also social 
inves tm ent  (m iddle 
of s pectrum ). This  

includes  loans , 
bonds , capita l, equity 

and other types  of 
inves tm ent . 



Cash Flow Forecasts

▸ Forecasting allows you to predict peaks and troughs 
in your cash balance.

▸ It identifies the sources and amounts of cash coming 
in and where it’s spent over a given period. 

▸ Helps you know when & where you need to increase 
income raising activities.

▸ Normally two columns - forecast and actual amount
▸ Usually done in advance each year or quarter. 
▸ It is important to be realistic in your forecast
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Example
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Cash Containment Strategy

Cost containment is the practice of minimising the cost 
of running your organisation and its operations so there 
is no waste.

Examples:
▸ Sett ing team / departm ent budgets
▸ Negotia t ing dis counts  with  vendors  or s ervice 

providers
▸ Group purchas ing
▸ Sett ing purchas ing controls , e.g., £100+ requires  

approval
▸ Paperles s  office (Environm enta l Policies  can often 

include cas h conta inm ent m eas ures )

22



Develop a 
Fundraising 
Strategy
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What is a Fundraising Strategy?

A Fundra is ing Stra tegy…

▸ cons iders the way different types of financing options
m eet the broader goals and objectives of an
organis a t ion .

▸ a ttem pts to find an optim al m ix of funding,
appropria te for part of or a ll of your opera tiona l needs ,
and ult im ately m axim is es va lue.

24



Notes: 

▸ There are many different ways to develop a fundraising 
s tra tegy. 

▸ It  needs  to be appropria te to the na ture of your charity and 
proport iona te to its  s ize. 

▸ Does n’t  have to cover 3-5 years !
▸ It  needs  to m eet  identified object ive(s ) s uch as  

▹ achieving exis t ing funding needs
▹ organis a t iona l growth to increas e im pact
▹ or m aybe a  s pecific m ajor project  goa l

25



An overview of a Fundraising Strategy
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The document you produce examines the following elements in more 
detail:
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Introduction (E.g. Summary of your vision, mission, and organisations’ operations)

Nationa l/ Regional/ Loca l 
Context  

(External Analysis: Fundraising Climate & PESTLE)

Current  Pos it ion (Internal analysis: Income Spectrum & SUN Tool)

Stra tegic Approach, 
Audience, End 
rela t ions hip

Example text: Our strategic approach is to further professionalise and grow our T&F programme through improved 
research, targeting and reporting on impact. We are targeting T&F’s with an interest in giving to grassroots children’s 
projects. We will expand our base of T&F supporters by making applications to some of the bigger T&Fs for our flagship 
programme X. We will maintain our relationships with medium T&Fs through improved reporting and invites to events. 
We will acquire new, smaller T&Fs through an unrestricted Christmas appeal.

Objective 1 (us e SMART) Example text: We will increase our income from T&F from £55,000/pa to £75,000/pa by the end of FY2018/19 through 
improved research and targeting, and by introducing a Christmas Appeal to generate unrestricted income of £5,000.

Activit ies  (&  include res ources  and budget*)

Object ive 2 Example text: We will acquire three new corporate partners, bringing in £21,000/pa by the end of FY2022/23. Our focus 
will be on multi-year funders for projects.

Activit ies  (&  include res ources  and budget*)

Ris ks

Budget*

Monitoring – s et  t im es  to as s es s  progres s  and revis e plans  if required



Section 1: Where are we? 
Situation analysis and its implications
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Section 1: Where are we?

This section means looking at the following elements:

▸ EXTERNAL
▹ Fundraising climate (review push/pull factors & future trends).
▹ Assess external position = use PESTLE

▸ INTERNAL
▹ Review your income spectrum and assess the value of your funding 

portfolio
▹ Assess internal position = use SUN Tool

29

Then draw all this together – what are the implications?



External Context: 
Fundraising 
Climate

30
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Over to you…

Discuss the following in your groups: 

What trends are happening or do you
think are happening in the funding
climate?

Let  everyone know what  
your thoughts



Trends in the 2020s?
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Understanding the Fundraising Climate

The climate in which you fundraise includes  
pus h/ pull factors  and s ector t rends . Donor and 
funder behaviour can be influenced by external 
factors .

▸ Exam ple: giving to charity t rends , m edia  a t t itude 
towards  charit ies , digita l fundra is ing, public 
expecta t ions , Clim ate change, Equality, divers ity 
&  inclus ion, com petitors  s uch as  Led by Donkeys  
or Good Law Project , etc.

33
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What about 2022?

CAF’s UK Giving 2022
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What about 2022?

CAF’s UK Giving 2022

Trust & visibility 
of charities 
back to pre -
pandemic 
levels



Understanding the Fundraising Climate
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NICVA’s Individual Giving Survey 2021

Cash donations decreasing

▸ 51% preferred donating digitally 

▸ with 48% believing this to be convenient 

▸ 23% cited a lack of contactless “tap and pay” 
terminals were a barrier to donating digitally.

Concerns/barriers

▸ security of their card (41%), 

▸ don’t use/carry a card (27%)

▸ a lack of understanding of how digital donations 
worked (14%).

Need to invest in engaging with ‘reluctant/wary’ supporters 
or offer both digital and traditional fundraising options.

37



* Trends seen in Funders

▸ Funders are s upport ing s ocia l
is s ues s uch as clim ate change,
Equality, Divers ity & Inclus ion,
Living Wage, Fas t Fas hion, etc.

▸ Donors are als o choos ing who to
donate to bas ed on that
organis at ion’s at t itude to thes e
is s ues
▹ Could thes e be ris ks to

your organis at ion and its
program m es ?

How?

▸ Specific funding s cehm es
▸ Your applica tions  to cons ider in  

planning 
▸ Reques t ing policies
Or 

▸ Beyond policies  – evidence of 
im plem entat ion in  your 
applicat ion
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Exam ple s ugges t ions : 
• If you  want  to reduce your carbon footprint , does  your project  focus  on reducing 

t ravel by s elect ing local tu tors / experts ?
• To increas e divers ity, do you  u t ilize virtua l s es s ion to s upport  dis abled volunteers ? 



External Context: 
PESTLE
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Income Generation in Context

▸ You cannot control the outside world - but  you 
can res pond to it .

▸ Us e the PESTLE tool to help you ident ify any 
potent ia l external factors  tha t  m ay im pact  
your organis a t ion.

▸ Not a ll will apply! Select  m os t  appropria te to 
you.

▸ As  with  a ll s t ra tegies , it  is  the quality of 
th inking tha t  m atters , not  the proces s , s o do 
not  be put  off by the term inology.

40
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Cancer charity example

42

Political

Gov announces increased
funding for cancer screening
‘Cancer Catch Up’ after criticism
cancer has been neglected during
pandemic, public and private
companies will be involved in
bidding to run screening
programmes and a new ‘Cancer
Tsar’ has been appointed

Economic

NHS trusts are bidding for money
available on the new programme
but do not propose any new
approaches

Social/Socio -cultural

Health insurance companies
want to use their facilities to help
the new screening programme
but have poor uptake in some
areas and have approached us for
advice in the past

Technological

A start up with a new cancer
screening technology is
interested in raising venture
capital . They need help to
establish credibility after positive
clinical trials but don’t have
enough data in some patient
groups

Legal

As part of the new ‘Cancer Catch
Up’ programme - there is a plan to
legislate to avoid ‘postcode
lottery’ of cancer screening

Environmental

Not applicable to this project
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Over to you…

The Talking Wall
1. Around the room  is  flipchart  paper with  

each of the PESTLE topics .
2. Grab a  felt  pen and add to the contents  

– th ink about  your organis a t ion and 
locality – what  drivers  are occurring?

3. Shh – let  your pen do the ta lking!

Take th is   t im e to have 
a  com fort  break too



Resources – do your own research

▸ Chartered Ins t itu te of Fundrais ing - Res earch round-up (ciof.org.uk)
▸ CAF
▸ Enthus e
▸ Blackbaud
▸ Mas s ive’s Virtua l Fundrais ing Monitor found virtua l events in 2021 rais ed on average

twice as m uch as 2020 and the num ber of events ra is ing m ore than £1M als o doubled.
▸ Sm ee and Ford’s Legacy Trends 2021 highl ighted that charitable es ta tes are growing

YOY.
▸ NCVO Civil s ociety Alm anac – an annual publica t ion which analys es incom e and

expenditure data for over 165,000 voluntary organis a t ions acros s the UK. The data is a few
years old due to report ing delays but gives s om e good broad indices .

▸ PBE’s Mind the Giving Gap revealed that a typica l top earner gives les s than 0.2% of their
incom e to charity each year, if this changed to 1% then charit ies would receive up to £1.4
billion addit ional incom e annually.

▸ 360 Giving’s Analys is of Grant Giving found 26% of grant recipients had not previous ly
received funding from the grantm akers in the report , s ugges t ing increas ed outreach by
funders and m ore flexible funding program m es .

▹ Data - 360Giving (threes ixtygiving.org)
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https://ciof.org.uk/events-and-training/resources/research-impact-of-coronavirus-(1)
https://www.cafonline.org/about-us/publications/2022-publications/uk-giving-report
https://enthuse.com/insights/donor-pulse-report-autumn-2022
https://www.blackbaud.co.uk/industry-insights/resources
https://wearemassive.co.uk/the-virtual-fundraising-monitor/
https://smeeandford.com/whitepaper/post?title=legacy-trends-discovering-potential-through-data
https://data.ncvo.org.uk/
https://civilsocietycommission.org/news/charity-donations-from-uks-richest-down-20-despite-higher-earnings/
https://covidresearch.threesixtygiving.org/
https://www.threesixtygiving.org/data/


Internal Context: 
Income Spectrum
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Internal Review

For any strategy, it’s important to look internally at what approaches the organisation currently 
takes , what  it  has  achieved over recent  years  and what  res ources  a re a t  it s  dis pos a l.
By thoroughly unders tanding and ana lys ing in terna l factors  you can  es tablis h  where the 
potent ia l opportunit ies  lie and what  the current  barriers  to growth  a re. 
You can  a ls o take s tock of the wider s t ra tegic direct ion  of the organis a t ion and cons ider how 
th is  m ay affect  fundrais ing direct ion .

The internal review could include:

▸ Organis a t ional a im s  and object ives
▸ Organis a t ional s t ra tegic plans  and ta rgets
▸ Fundra is ing res ource breakdown
▸ Incom e ana lys is  by s ource and t rends  over t im e
▸ ROI ana lys is  and t rends  over t im e
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Internal review of your income portfolio

1.Review where you obta in  your incom e.

2.Identify where you are dependent  or a t  ris k of being dependent  on a  certa in  type of incom e.

3 .Cons ider the following ques t ions :

▸ Current funders: what a re your rela t ions hips  with  current  funders  like?

▸ Potential funders : Do you have any routes to developing rela t ions hips with other funder audiences ?

▹ E.g. Could your Board ‘open doors ’ for you for Corpora te funding? Do you have an excit ing
cam paign com ing up tha t could a ttract a certa in type of funder s uch as a Major Donor? Could
the cam paign include hybrid events or s pons ors hip dea ls ?

47



Income Spectrum
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There is also social 
inves tm ent  (m iddle 
of s pectrum ). This  

includes  loans , 
bonds , capita l, equity 

and other types  of 
inves tm ent . 



Income Spectrum Tool
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**Some charities 
s et  a  % ta rget



Income Spectrum Fundamentals

▸ Reduce risks to your organisation by diversifying across the s t ream s , or with in  one 

type of incom e. 

▸ Cons ider the fu ll cos t  of genera t ing different types  of incom e and focus  on  the 

s t ream s  tha t  offer a  good return  of inves tm ent .

▹ E.g., Digita l fundrais ing m ay have les s er cos ts  but  do you have the s kills  

and capacity, if not , what’s  the cos ts  to im prove th is ?  

▸ Increas ing the proport ion  of unres t ricted incom e can  help you to be m ore flexible. 

▸ Securing incom e tha t  is  a  good m atch  for your organis a t ion’s  m is s ion  and 

s t rengths  helps  you to be financially s us ta inable.
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Don’t  put  a ll your 
eggs  in  1 bas ket!



Internal Context: 
The Sustainable 
SUN Tool
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Income Generation in Context

The Sustainable Sun Tool can
The Tool has  ident ified s ix key as pects  tha t  contribute to 
financia l s us ta inability to help you work out  where you 
are doing well, and where you need to take act ion.

1. Stra tegic approach
2. Incom e divers ity
3. Financia l m anagem ent
4. Com m unica t ing s ucces s
5. Externa l pos it ion and m arket ing
6. Rela t ions hips
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A financia lly 
s us ta inable 

organis a t ion, is  an 
organis a t ion tha t  can 
cons is tent ly s upport  

and deliver it s  
m is s ion, m aking the 

m os t  of changing 
m arkets  and funding 

environm ents . 
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Sun Tool Guide– us e with  your s takeholders ; 
review progres s



How to use the Sustainable SUN Tool

▸ Complete as a team or individually. 
▸ Look at  each s cale and decide what  s tage of the journey 

fits  your organis at ion current ly.  
▸ There are 5 s tages . Stage 1-2 m eans  you’re a t  the 

beginning; further away from  the centre m eans  you’re 
doing bet ter.

▸ Mark your s core for each s cale on the s un s heet , then 
join  up the dots  to s ee what  s hape you are in . 

▸ Return to the SUN Tool (6-12 m onths  la ter) and repeat  to 
as s es s  your progres s .

Example (Communicating Success)

‘ We have jus t  s tarted m eas uring outcom es  in  one of our 
projects  but  haven’t  got  very far with  it ’ would be a 5.

‘ We have com pleted a  pilot  project  and are learning how to 
interpret  the data  we have collected’ would be a 6.
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Over to you…

Think about your own organisation and spend a few 
minutes completing the SUN Tool

Let everyone know what 
your thoughts



Where do we want to be? 
Articulating your vision and SMART 
objectives
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Diversifying 
your Income
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Sweat the Assets

A colloquial phrase meaning to extract more value from an
asset beyond its original intended value -exchange .

▸ Do you have a spare room to rent out/hours it’s not in use? 

▸ Could you extend hours of delivery?

▸ Have a café – could you host children’s birthday parties, 
etc?

▸ Provide training – can you record and charge for webinars?

▸ Can you replicate your services elsewhere, e.g., counselling 
in the workplace or provide consultancy to businesses?
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Setting objectives

In this section, write SMART objectives to say where you want to be by the 
end of a  given t im e period. 

Objectives are your targets to be achieved. They help you measure 
success whether financial or non -financial and assess your progress.  

To s hape your object ives , cons ider:

▸ The acquis it ion , retent ion  and developm ent  of funder audiences

▸ The am ount  of incom e you in tend to ra is e and how th is  is  com pris ed

▸ The proport ion  of res tricted and unres tricted incom e you will ra is e

▸ Infras tructure object ives , e.g., for digita l fundrais ing cons ider pers onnel, 
t ra in ing, data  m anagem ent , technology, external com m unicat ions  
(webs ite, s ocia l m edia), etc.
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SMART:

Specific
Meas urable

Accurate
Realis t ic

Tim ebound



Example Objective
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We will increas e our incom e from £100,000/ pa to £181,000/ pa by the
end of FY2025/ 26, through bet ter res earch and target ing of T& Fs ,
in troducing corporate fundrais ing, and generat ing m ore earned
incom e through new products .



How do we get there? 
The Action Plan
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How do we get there?

This is your route map to how you will achieve your objectives. 

This  s ect ion could include:

▸ Statem ent  of your overarching s t ra tegic approach

▸ Audiences  – how thes e will change and develop 

▸ Specific act ivit ies  and who is  res pons ible

▸ How you will m onitor and m eas ure your s t ra tegy and plan

▸ How you m anage ris k

▸ Your budget
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Activities

Look at your objectives and what actions need to happen to achieve your target. 
Then s equence them  in  order. Note who is  res pons ible for each act ion.

Example activities:

▸ Launch new delivery program m e
▸ Write m arket ing plan
▸ Write a  cas e for s upport
▸ Undertake funder res earch
▸ Update webs ite

▹ Legacy giving
▹ Fundrais ing events  &  challenges
▹ Regular/ one-off giving page

▸ Train s taff
▸ Recruit  volunteers
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Example
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Strategic Aim

We will increas e our incom e from £100,000/ pa to £181,000/ pa by the end of
FY2025/ 26, through bet ter res earch and target ing of T& Fs , in troducing
corporate fundrais ing, and generat ing m ore earned incom e through new
products .

Stra tegy Object ive 1:

We will acquire three new corporate partners , bringing in  £21,000/ pa by the 
end of FY2023/ 24. Our focus  will be on  m ult i-year funders  for projects .

Action Who When Meas ure Res ources

Develop cas e 
for s upport  
for 
corporates

Jan  2023



Inputs: What do you need to fundraise for 
current and potential new methods?
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People

CommunicationsFinance

IT

What fundraising resources do you actually 
have?

People:
• Board/Fundraising sub -committee
• Staff (General or Fundraising Staff)
• Volunteers
• Allies, Networks, Contacts
• Suppliers 
• Beneficiaries (Case Studies?)
• External Agencies
• Consultants
• Skills?
• USPs?

Finance
• Fundraising investment
• Facilities
• Reserves

IT
• Hardware/software
• CRM or Database

Communications:
• Newsletters
• Website
• Social media – Twitter, Facebook, etc.



Budget

▸ Budget Overview

▸ Expenditure

▸ Direct fundraising costs: 

▸ Salary costs 

▸ Income - (Note each income stream and its 
contribution)

▸ Gross income

▸ Net income
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What are the risks & impact on 
objectives?
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Risk

(Des cribe th is  
including the 
im plica t ion)

Likelihood

(1-5, low-
high)

Im pact

(1-5, low-
high)

Ris k level

(Your 
organis a t ion 
decides  what  is  
H/ M/ L)

Action to m it iga te (or accept) Lead pers on

E.g. Do not  m eet  
funding ta rget  
res ult ing in  funding 
to s ervices  being cut

2 5 10 = M Quarterly financia l report  with  
explana tion s howing incom e 
tra jectory to help colleagues  
m anage their s ervices  within  
budgets .

Head of FR



Risk Management

Many organisations, particularly in times of crisis such as with 
increas ing energy cos ts , regularly review their ris k m anagem ent  
s t ra tegies .

Here they play with ”what  if” s cenarios  and produce s olu t ions .  

Exam ple: Chancellor’s  budget  m ay have a  knock-on effect  in  public 
s ector funding. If you los e funding, what  could we do?.
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Risks: The Ansoff 
Matrix Tool
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The Ansoff Matrix
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Example:

71

Market penetration

A couns elling charity a lready offers  teen  boys  
one-to-one couns elling for addict ion in  
Belfas t , bu t  they want  to increas e their 
incom e. They m ay expand to offer s es s ions  a t  
the weekend.  The charity s ells  m ore of it s  
s es s ions  in  the s am e m arket  where they 
a lready have s ucces s .

Market  developm ent

A couns elling charity a lready offers  teen  boys  
one-to-one couns elling for addict ion in  Belfas t , 
bu t  they want  to increas e their incom e. They 
m ay expand to offer their s ervice in  Lis burn .  The 
charity s ells  m ore of the s am e product   in  a  new 
m arket  (geographic).

Product  developm ent

The s am e couns elling charity wants  to 
provide a  new product  to the s am e m arket . 
They m ay develop group couns elling for teen  
m ale addicts  in  Belfas t .  The charity s ells  a  
new product  to the s am e m arket  (m ales ). 

Divers ifica t ion

The s am e couns elling charity wants  to provide a  
new product  to a  new m arket . They m ay provide 
one-to-one and group s es s ions  for fem ale 
teenage addicts  in  Belfas t .  The charity s ells  a  
new product  to a  new m arket  (Belfas t  fem ales ). 

RISK - market

R
ISK -product



Making it 
Sustainable
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Monitoring, evaluation and 
measurement

▸ Monitoring your activity:
▹ are the activities on schedule – try using quarterly KPIs 

such as activities delivered as per schedule, Trustees 
introduced x new potential major donors post appeal, etc. 

▸ Measure success with your audiences:
▹ Have financial (i.e. income) and non-financial measures: 

number of new members, conversion and attrition rates, 
increased giving per campaign, etc. 

▸ Evaluate your strategy: Along with financial and non-financial 
success, assess internal operations and processes, lessons 
learnt, interventions implemented, etc. 
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Resources

▸ TORUS-FOUNDATION-FUNDRAISING-
STRATEGY.pdf (torus foundat ion.org.uk)

▸ paper-81b-appendix-yas -charity-
fundra is ing-s tra tegy-201.pdf

▸ Micros oft  Word - Toolkit  fundra is ing 
s t ra tegy tem pla te.doc (cvs ce.org.uk)

▸ Fundra is ing t im eline plan  tem pla te |  
Charity fundra is ing (eccles ias t ica l.com )
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https://torusfoundation.org.uk/wp-content/uploads/2019/06/TORUS-FOUNDATION-FUNDRAISING-STRATEGY.pdf
https://www.yas.nhs.uk/media/1353/paper-81b-appendix-yas-charity-fundraising-strategy-201.pdf
https://www.cvsce.org.uk/sites/cvsce.org.uk/files/Fund%20raising%20Strategy.pdf
https://www.ecclesiastical.com/documents/fundraising-timeline-template.pdf


T&F – Formal 
Approach
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Map out your Funding Needs
▸ What do you need to raise money for? 

▹ Lis t  a ll your different  funding needs  – including for project  
work, capita l needs  and organis a t ional developm ent . 

▸ For each funding need, es t im ate the m inim um  and ideal am ount  
needed
▹ E.g., £30,000 would a llow us  to run a  project  a t  it s  current  

capacity, bu t  £50,000 is  what  we ideally require to reach 
everyone in  need. 

▸ Give each funding need a  priority ra t ing (e.g., low, m edium , or high) –
this  will help you  to focus  your efforts  in  the next  s tages  below.



Research Current T&F Funders
Answer these questions for current funders:
▸ Who are your current funders, how much and what do they 

fund you for, and when does it run out?
▸ Do they still fund the same areas? Make sure you revisit their 

funding criteria/priorities – the pandemic caused many 
funders to alter their programmes.

▸ Do you have a good relationship with them? Can you go back 
to them for further funding of the same programme , or would 
it have to be an extension of current programme ?

▸ Can you improve the relationship by sending them 
reports/updates before key dates? Share good news stories 
by email, online or invite them to events? Have you thanked 
them?

▸ Consider contacting them before your grant runs out to 
discuss future applications? 



Research Potential T&F Funders

▸ On a spreadsheet, record key information for each funder
▹ Their nam e, areas  of interes t , how and when you m us t  apply, 

average grant  s ize, and s im ilar charit ies  they’ve s upported 
previous ly. 

▹ Helps  you  decide which are the bes t  fit , how m uch to apply for, 
and by adding a  priority level (e.g., low, m edium , high), decide 
which funders  to focus  on firs t . 

▹ How long does  a  decis ion take?
▹ Have the funded s im ilar projects / program m es ?

▸ Look a t  what  you  do and ident ify s m aller elem ents  tha t  could be 
applied for in  grant  applica t ions  or through ‘Gift  Econom y’. For 
exam ple, could you  apply to MSE Charity to s upport  the financia l 
wellbeing of elderly s ervice us ers  to avoid online s cam s  ra ther than a  
funder s upport ing the whole 60+ program m e? 



Keep spreadsheet up to date

▸ Work through your prospective funders in priority and/or 
deadline order m aking s ure you ans wer ques t ions  fu lly and 
check/ read their guidance (us e your cas e for s upport*). 

▸ Plan carefully for deadlines  to m ake s ure you don’t  m is s  them  
and review your s chedule regularly. 

▸ Keep track of every applicat ion  you m ake, the date you 
s ubm it ted it , what  the outcom e was , and any feedback from  
the funder. 
▹ Helps  to chas e up funding decis ions , when you can  re-

apply, and us ing any feedback to im prove your next  
applicat ion  

▸ Rem em ber to thank funders  and m eeting any report ing 
requirem ents  rela ted to your grant .



Getting your 
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The Fundraising Cycle

81

Internal Preparation External Com m unicat ion

• The fundra is ing cycle m eans get t ing the
behind the s cenes right before you go in
front of your audience

• Your audience - donors , corpora tes ,
s upporters , funders and others

• In front of audience = your webs ite, in an
applica t ion form , a let ter, a m eet ing, etc.

• You’ll do a bet ter job when you’re prepared!



Communications 
& what funders 
look for?
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3 Questions to Answer

Whether you are focus ing on t rus ts , corporates , m ajor donors  or your 
s upporters , they will a ll want  to know: 

▸ What is  the need?
▸ What is  the s olu t ion?
▸ What will the outcom e be?

You can use these questions to create quick and punchy
fundraising messages on your social media, donation forms,
newsletters, fundraising posters, etc .

▸ They are also the basis for many funding application forms.

▹ Funder ques t ions  will vary, but  they typically expand on thes e 
ques t ions  to gain m ore deta il from  you. 
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Funders  - typical topics

▸ Theneed for your work or project
▸ The difference the project will m ake and the reas ons why

you are bes t placed to do this .
▸ Your outputs and outcom es
▸ Tim efram e - what will happen when (*capita l

projects / s a la ried pos it ions )
▸ The ASK- accura te cos ts
▸ How the project will be delivered and s us ta ined.
▸ Monitoring and evalua tion – what will s ucces s look like

and how will you know?
▸ Perm is s ions / policies in place for the project to s ucceed.
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Writing – tips 1

Create a Case for Support

▸ This  is  an  in ternal docum ent  tha t  collects  a ll 
the inform ation you need in  one place.

▸ It  ant icipa tes  the ans wers  to funders  
ques t ions .

▸ It ’s  your writ ten  argum ent  (da ta  and logic) 
telling donors  and funders  why you des erve 
funding!
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See handout



Prove you’re a worthy investment

Funders want to be confident about investing in you, so remove 
ris k for a  funder and provide evidence:

▹ Dem ons tra te you are credible, experienced, and have a  
clearly thought-out  approach

▹ Financia lly healthy &  well governed; correct  and up-to-
date policies ; experienced team  

▹ Sys tem s  to m onitor &  evaluate im pact

▹ Acknowledge and addres s  potentia l change/ ris k - e.g., 
increas ed energy cos ts

▹ Have an  exit  s tra tegy to dem ons tra te tha t  you are 
cons idera te of beneficiaries

▹ Mention other funding and s upport
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Writing – tip 2

87

Do more than just saying what the money will buy. Explain what it will 
achieve!

• Features are des cript ive facts  about  
your program s , products , and s ervices .

• Benefits are what  res u lt  from  
the features.



Writing – tips 3
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The Good

The Bad

Only use stats/feedback that strengthen 
your points  – no num bers  without  
s tories ; no s tories  without  num bers !



Writing - Tell vs Show
When using case studies and quotes, there’s a big difference between showing 
and telling. 

Telling :
After getting laid off from her job, Molly couldn’t afford to put food on the table .

Showing :
Her heart sank, the fridge was empty . It felt like the walls were closing in . “Life was
very difficult after I got laid off from my job,” said Molly, “but that same day when I
peered into my empty fridge, my neighbour encouraged me to visit the Bangor
Food Pantry.
When my daughter and I arrived, the outreach coordinator touched my arm and
told us everything would be all right . I didn’t believe her at first . We were just so
hungry .We visited the Pantry every day for several weeks for hot, nutritious meals .
Because I didn’t have to worry about where our next meal was coming from, I was
able to focus on getting a new job. Bangor Food Pantry even put me in touch with
a job skills training program . Words cannot express how grateful I am to have a
steady job and food on our table every day.”
Your contribution to the Bangor Food Pantry can help feed other families just
like Molly’s .
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Writing - Impact first

Think: 'impact first, activity later’
Tell funders/donors about the impact your work has first
rather than what you do or your outcomes .

Telling people that your beneficiaries will be more
independent with better parenting skills is more powerful
opening than saying you ran ten workshops and 100 people
came along.
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Questions?

91



THANK YOU
Tel: 028 9087 7777

jocelyn.horton @nicva.org

@nicva_FRAdvice
Fundraising Advice NICVA

www.nicva.org
www.grant -tracker.org
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http://www.grant-tracker.org/
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