SBRO Conference

FUNDRAISING TIPS

Foundation Fundraising—Where to Find Prospects

· The foundation directory

· Ask other funders

· Regional/statewide grantmakers associations

· Competing organizations

· Board members

· The national office

· A web search

Foundation Fundraising; What is a Quality Grant?

As an SBRO most Foundation grant opportunities will be focusing on providing support to organizations working with students in underserved areas. It is harder to sell a foundation on supporting a more affluent population. That said, Foundation funding is “needs-based” and therefore if there is a state-wide need or issue you provide a solution for – then you could be in business. For example, if 30% of students are overweight in your state, participating in 4-6 hours of rugby each week (practices and playing) provides them with more than the recommended national minimum of physical exercise.

Here are some general considerations when researching & approaching foundations:

1. Start the grant by first studying the foundation webpage—what changes in the world do THEY want to make; what language do they use; what specific words are they using which you should repeat in your grant—then, repeat their argument, their change, their language and their words.  (Use their language at your site visit as well.)

2. Keep in mind that your grant should read as one solid “compelling” argument as to why you should be funded

3. Write the goals and objectives for your grant before you write the grant so you can develop a compelling argument throughout the grant.  Remember: Goals are the present tense in the future: Children are regularly participating in exercise and have an appreciation of physical health and fitness.  Objectives are the future tense steps to get there.  140 teachers will be trained as soccer coaches.  380 children will take place in soccer activities 3 days a week.  Etc.
4. Regardless of whether they ask for one, write an Executive Summary—a few sentences saying why that foundation should care about your program, what you do differently, what you are proposing in this particular grant and how much you will need to accomplish this…Set the tone from the beginning.  Include your “ask” here!

5. As you write the grant, repeat the question from the RFP and then answer it directly!  Rewrite the entire questions on your proposal in the order in which they are asked.  

6. Two additional places that should start with a restatement of your “compelling argument” are the Executive Summary (Intro) and the Project Description

7. Don’t forget all the attachments

8. If you can send additional materials, your promo materials, news clippings, letters of recommendation, letters from schools that want your program, letters from other funders telling them how much they love you and how much they gave you (to raise the ante!).

9. Get letters of recommendation from principals / clubs / youth directors, etc

10. Get letters from the above who want your program

11. Get letters from other funders that support the program

12. Provide statistics on your targeted neighborhood for the grant as an attachment to show you know your community (and to save space on the grant or LOI itself)

13. BE SURE YOU HAVE NO SPELLING AND GRAMMAR ERRORS!

14. Include a cover page with a photo or an attached collage-page of color photos of the program

15. FOLLOW THE PAGE GUIDELINES—NO exceptions!

16. Always personalize the grant to the right person at the foundation, which means call and find out who you should send it to…Never send it to “Program Officer”…Find the name!

17. Consider writing a conclusion

18. Wherever possible, break up your grant by using bullets to show statistics, objectives, etcs. 

19. BE SURE YOUR STASTICS AND QUOTES are up to date—don’t use old statistics and quotes from 2000!  

20. When you re-read the grant, cut any repetitive language, content, and words—be as concise as possible.

Foundation Fundraising—Recognizing Your Funders

· Treat every funder as if they are the only ones in the world who are important to you

· Always call a funder on the same day that you get a grant

· Write a handwritten note to all funders thanking them—if possible do this on postcards which your kids design during the season / program

· Stay in constant communication with your funders; think of reasons to call them

· Always try to have an anecdote in your mind about the program and/or a particular student—funders love hearing anecdotes of how they are making a difference

· Once a year, award one particular foundation for their support at a special event and tell them that they are exclusively being awarded

· Call and ask foundation folks for advise—for example, call and ask them how to write a grant (“since you see so many grants, I figured I can learn from your expertise on what really makes an effective proposal”).

· Recognize funders in SBRO newsletters, correspondence, website, etc

· Invite funders to events even though they probably can’t go to them.

· Follow up on rejections within a week: “I received your letter, I’d like to get feedback.  Is there something I didn’t say in the proposal…I write grants but I don’t read them, I’d appreciate your help in writing more effective proposals...”

· Ask funders if there’s any way that you can help them

· Also mention your partnerships to funders.  They love to hear about your partners and know that you have finger on the pulse of your communities.

Corporate Fundraising-What Corporations Want from a Nonprofit

There is potentially a good fit between corporations and SBROs in certain states. This can be both philanthropic but also provide a corporation with opportunities for positive exposure, connection with families and existing / new customers. Corporations are looking for:

· Opportunities to attach their names to special events because this helps them get their brand into the community—especially if there is media at the event and they can add signs, be on invitations, speak at ceremonies.

· Volunteer opportunities

· A connection to the nonprofit in terms of similar values, cultures, goals.

· A great idea, concept or program, especially something that is visual.

· Opportunities to expose their product to potential consumers.

· Kids who they can point to who have graduated your program and are success stories.  

Corporate Fundraising—What to do At the Meeting

· Consider your message for that particular corporation:  Do you share values? Which ones?  Do you share markets?  Can you be a philanthropic arm into the city for them?

· Shut up—don’t talk too much—let your funder talk, ask questions, and let them finish their own statements uninterrupted

· After telling them about the SBRO, ask them how they think we fit into their companies marketing initiatives

· Before the meeting, consider doing a google search on the person you are meeting with—maybe this will help you to identify and speak to their interests—or, at least, to know more about their background

· Be confident—tell them how many we serve across the county and in your city; tell them how many more we reach because we are visible in their schools to other kids and parents rely on us; tell them how we measure results before they ask.

· Be sure to ask them what they think they’re company can provide to you—they may have new ideas or resources you haven’t thought of

· Tell them who’s on your board—speak confidently of your board members and their accomplishments-they lend credibility

· Do not think of yourself as “begging”—you have something to offer their company, their corporate image, their customers’ view of them

· Ask the funder questions about their life, if their children / family members play rugby, what they like about their company—engage them!  The more they talk, the more successful the meeting!

· Think of a vision of the future with that company and share it

Inkind Donations—A List of Items, Sources and Lead Solicitors

Remember to record all in kind donations, so that they can be recognized in appropriate publications, website, etc. Some general examples are below:

· Printing Services/Copying:  

Executive Directors-City Councils/Company Print Shops/Law Firms
ED & Clubs--Newspapers/School Districts (for the curriculum)/Printing Companies/Kinkos/Unions (teachers).

Board--Company Print Shops/Law Firms
· Office Space:
Board members

Real Estate Persons

· Shipping/Mailing:

Executive Directors—Mailrooms at Corporations (especially for specific events—they can sponsors)
Board—Mailrooms at Corporations

· Transportation:
Executive Directors—talk to rental companies, local car dealerships

ED & Clubs —talk to local schools, parents, universities about vans, buses

· Snacks:
ED, Volunteers, Clubs—should be responsible for seeking all snack donations
· Office Equipment/Supplies
Exec Dir—READ YOUR LOCAL BUSINESS PAGES—look for corporate mergers/relocations
ED & Clubs—Banks
Board—Corporate mergers, upgrades

Individual Donations -

· Exec Directors: Pre-season mailings, event-based mailings

· Exec Directors / Board: Introductions, invites to events, supporter-specific events / networking

· Exec Directors: package of support / benefits:

· $XXX sponsor a team for a season. Logo placement, website placement, e-news placement, SBRO Championship placement, announcement at events, etc

· $XX to sponsor a player for a season.

Fee for Service—

· Exec Directors: If you can establish some local partnerships with Parks and Rec, YMCAs, Schools, etc – charge an hourly coaching fee for your RDO’s services (some free / promo, some fee-based). This could support RDO providing free coaching to member teams and individuals

