Bristol Association for Neighbourhood
Daycare Ltd.

BAND helps to support and
develop Childcare provision in
and around Bristol. We provide
services to providers, people
working with children, families
and employers.
We advocate the importance of
good childcare, and we support
providers to achieve sustainable
delivery of high quality services.
In our work we promote service-user involvement, help address
social needs, mobilise volunteers, encourage every form of
inclusion.
BAND is a locally rooted charity dedicated working
collaboratively organisations in Bristol and across the UK.
Part of our work is to support the voluntary & charity sector
raise funds & access grants. This guide is a summary of the
knowledge experience we have built up over the life time of our
organisation. This guide can be downloaded from our website @
http://bandltd.org.uk/band-ltd-help-with-getting-funding-forchildcare-groups Where you can also browse our up-to-date list
of funding bodies along with a summary of the work they support.
Best of luck, & we hope these resources help you Fund Your
Way!
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Sufficient funding is the foundation for good quality, sustainable childcare.
Making the effort to think consistently and creatively about fundraising
opportunities is what can put your club on the road to long term success.
The parents of children attending your setting and government funding
agencies are certainly worthwhile funding sources to explore, but just as
valid and lucrative are local opportunities for funding. Some examples
include:



Fundraising from local businesses;



Charitable trusts and foundations;



Community trusts and foundations;



Local fundraising events and projects



Individual giving.

In fundraising, resourcefulness and imagination matter just as much as good
business sense. These sheets are designed to help childcare settings and
youth organisations access various funding streams and explore new
fundraising ideas.
The most important thing to remember when raising funds is to plan ahead.
There are very few ways of raising substantial funding in a short space of
time, so organise yourselves, allocate funders and plan ahead.
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Whether you are fundraising for charity, a club, a school, a church,
a PTA, a sports club, college, or any other local organisation or
good cause, you are
sure to find some ideas here that catch your interest.
Try to think of a mixture of events so that you’re targeting the
general public as well as those who use your group.

All day event – try to arrange an all-day sponsored fundraising event like a
dance marathon or sponsored silence. Have other ‘smaller’ things going on
for spectators (e.g. raffle) and something big at the end and local press.
Art with a heart - use pupils' artwork and turn it into fundraising products
for parents to purchase (e.g. tea towels or xmas cards)
Art Attack – run an arty competition for pupils to create artwork based
around a fun theme
After school party
Auction - Try to get people to donate a gift, the promise of their time or
use of their belongings. You can even ask people to donate themselves as
'servants for the day'! Remember to ask local businesses, celebrities, MP’s
etc. for donations.

Bring and buy sale
Book sale
Battle of the bands – Great fun for everyone. Ask older children / young
people to lead on organising the event
Bingo – try to get volunteers involved to lower your costs and ask other
organisations to help e.g you might be able to borrow bingo equipment from
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your local social club etc.
BBQ
Bad hair day - Hold a bad hair day event and collect a donation from
everyone that takes part.
Bag it up - Simply ask your local supermarket if you can bag customers'
shopping and ask for a donation for your service.

This is a great

fundraising idea if you have many young hands at your disposal whose time
you do not need to cost out.

For example it's a perfect fundraising event

for a scout or guide group, or a school.
Bad taste day - Ask colleagues or friends to go to work in their worst tie or
most bizarre clothes. If they refuse, get them to pay a fine.
Baking day - Ask someone to help you and your friends bake some cakes.
Then hold a bake sale at your work, club or school.
Bike Ride – organise a sponsored bike ride
Beat the goalie Challenge your friends to a beat the goalie competition. Pay
to play.

Carol singing
Car wash – get the sponges out and get the whole group involved in
washing parents’ and staffs’ cars. Perhaps best as a summer term activity.
Car Boot Sale - Get together with friends and family and those using your
group and clear out unwanted items from your garage, cupboards or loft,
then sell them at a car boot sale.
Cheese and wine evening – ask local companies to donate the cheese and
wine.
Coffee Morning - Get all friends together and have a coffee morning event.
Concert – get the children to put on a concert
Cricket match

Disco – sell tickets and encourage your children to get their dancing shoes
on
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Design and sell items depending on the time of year – calendars, Christmas
cards, or Easter cards are all great ideas
Daring exploits

- Get staff / parents to take part in a parachute jump event

or sponsored abseil encourage your friends and colleagues to take part.
Double the money – seek matched donations from local businesses or
suppliers.
Donate day’s wage - Donate a day's wage and encourage others to follow
your example. You could designate a specific date of national or local
importance.
Dress down day - Organise a dress down day and collect a donation from
all those that take part, and double that amount from those that don't
participate.

Easter egg hunt – Hide chocolate treats around the setting and set hints
and clues for children
Easter egg decorating – ask children to paint and decorate eggs for parents
to purchase
Eco day - Dress green and do good deeds for the day, like litter picking
and recycling your rubbish. Remember to get sponsored for all the activities
you do.
Eating baked beans with a cocktail stick - Challenge your friends to a baked
bean eating competition – how many can you eat in a minute using only a
cocktail stick?

Fancy dress – ask all the children (and staff too) to dress up as their
favourite character for a day and pay £1 for the privilege
Fun day – take a few fun ideas from this list and run an all day event
Fête
Fashion show – This might be something your older children might like to
run themselves. Ask children to bring in old clothes to be recycled.
Fun run event - Organise a sponsored fun run event.
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Requires energetic fit

people but a lot of supervision.
Facebook

- Promote your event via Facebook, or any other social

networking site.
event.

Invite friends, family and colleagues to your fundraising

Facebook is a fantastic tool for promoting fundraising events.

Football match
Face Painting – good way to secure donations at a local event or fayre

Guess the number – this could be everything from buttons in a jar to ping
pong balls in a bucket – charge 20p, 50p or £1 to enter depending on the
prize
Games day – Let children bring in toys and games to play with on the last
day of term and ask for a donation in return
Grow your Own - Buy a packet of seeds, plant them and let them grow.
Then sell off the plants, flowers, vegetables or fruit for a profit.

Halloween – party/fancy dress/quiz – anything ‘scary-themed’
Hula Hoop Contest - How many times can you spin the hula-hoop? Organise
a hula hoop-athon. Don’t forget to get sponsored by the spin, or the length
of time you keep the hoop going.
Hair beading, braiding and plaiting - Put your creative talents to good use.
Make your friends look cool and raise money at the same time.
Hopscotch - Organise a Hopscotch contest in the playground, and challenge
your friends. Pay to play.

Ice Skating - Get people to sponsor you for how many times you can go
around the ice skating ring without falling over or needing support.
Indoor games - Organise an indoor Olympics. Rain won’t stop play and you’ll
have fun challenging your friends and raising money for us too.
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Jumble sale – Ask children to bring in one toy, book or item each and hold
a jumble sale. You could also hold a cake sale at the same time to raise
even more.
Jokes – Ask each child to bring in their favourite joke and a £1 or £2
donation and hold a class or assembly dedicate to joke telling.
Justgiving - Set up a Justgiving page. Email everyone you know to publicise
your event and ask them to support you by donating via your fundraising
page.

Great opportunity to bolster funds from any fundraising event ideas

on this page.

Justgiving take care of the financial side too by facilitating

tax deductions for donations from HMRC and administering the financial
transactions.

They charge a fee of just 5%

(after credit card charges).

Jewellery making/selling - Put your creative jewellery making skills to good
use and hold a sale with what you make. Share your skills with others and
teach your friends how to make that perfect accessory.
Jigsaw marathon - Have you got an eye for a jigsaw? Challenge your friends
to a speed jigsaw puzzle race. Get your friends and family to sponsor you
too.

Karaoke Night

Lunch Money - Ask all your colleagues to bring in sandwiches for their lunch
and donate the money they saved to charity.
Lunchtime Quiz - Stimulate the mind before heading back for the afternoon
slog. Get teams together and charge to take part.
Litter picking - Get yourselves sponsored on a mass litter pick afternoon and
look after the local environment too.
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Mufti day – tried, tested, and loved by pupils everywhere! Ask children to pay
a set donation (£1 or £2 each) to wear their own clothes to school
Music show/concert/practice – This could be an existing concert, asking
musical children to play in a gig or getting sponsored to practice their
musical instruments.
Match pet to owner competition - Ask your colleagues to bring in one photo
of themselves and one of their pet. Charge a fee to try and match up the
photographs.

Non uniform day
Nominate a Staff member – to have their legs, beard or head shaved.
Challenge a teacher / youth leader to have a shave or wax for a good
cause. Remember to get sponsored too, or charge people a fee to watch it
happen.
Nature trail - Organise a nature trail, learn about your local flora and fauna
and raise money too.
Nearly new sale - Outgrown those jeans? Only worn something once? Why
not sell or swap your unwanted things with your friends? Pay £2 for each
item you take.
Name the teddy - Does your mascot need a name? Charge your mates to
come up with the most interesting suggestion. You could raffle the teddy at
the end too.
Netball tournament - Challenge your friends, teachers or parish to a netball
tournament. To add an air of interest, why not play your matches in fancy
dress too? Remember it’s pay to play.

Olympics themed fun day – get excited about the Olympics all over again by
holding your own version – you could even split pupils into teams and give
them names of countries
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Obstacle course - Have fun with an obstacle course and get sponsored too.
Odd clothes day - Turn your non-uniform day into an odd clothes day – mix
up those socks and clash for cash.
Odd job Day - Charge a fee for all those odd jobs around the house that
need doing.

Pantomime
Pyjama day – Ideal for nurseries and younger children but fun for everyone,
ask pupils to come to school in their favourite pyjamas with a donation in
hand
Poets corner – run a writing competition for all of those budding poets in
you setting
Publicity - Send a press release to all your local papers describing your
event, your good cause and asking for sponsorship from companies and
individuals.
Photography competition - Invite your friends to get their baby photos out
and charge to 'guess the baby'.

Quizzes - This works well run by staff for children, by older children for
younger groups, or even young people setting quizzes for parents or staff
after school. Source prizes from local business and get quizzing.
Quiet in the Club - sponsored silence - Remain quiet for a few hours, or
even a whole day. Remember to get sponsored too!

Raffle – Exactly what it says on the tin – you could source prizes from local
businesses and/or parents and sell tickets
Readathon is a sponsored reading event encouraging children to read for
pleasure
Recycling – recycle textiles (see www.bag2school.com/) or look into recycling
Page | 11

ink cartridges or stamps
Rugby – Hold a collection at a match
Rounder’s tournament
Recipe swap

Smartie Tube fundraiser – give out tubes of smarties to children and ask
them to bring the tube back full of money!
Sponsored - walk, swim, run, sing, dance, skip, or sit in a bath of beans and ask for sponsorship while doing so. If the children are small – get them
to do a combined event.
Sports day – Tie in your fundraiser with an existing sports day to make it as
easy as possible.
Sponge throw! – Ask children to donate in return for getting to launch soapy
sponges at you and your fellow staff. Best done on a sunny day!
Swap shop
Spell-athon

Talent contest – Do you have a child who thinks she’s the next Kylie, or
thinks he should be in Diversity (a dance group)? Hold a talent contest for
them to showcase their skills! You could make it TV show style by
nominating judges to pick the winners.
Treasure hunt – Put together a treasure hunt, split pupils into pairs or teams
and let the detective work begin! Ask a local business to donate a prize for
the winning pair/team, and set a suggested donation amount for entering
Theme days/nights - Jazz up the winter months and hold a themed event.

University Challenge - Organise teams and hold a challenge to see which
team comes top.
Uniform day for staff.
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Variety show – You know that your children are talented, so why not let
them share that with the world? This is a fun way to build children’s
confidence while raising funds at the same time. Invite parents and friends to
attend. Sell refreshments.
Volunteering

Wear a wig day – encourage the children to make and wear wigs, this could
be themed with historical events or culturally based.
Walk (sponsored)

X-Factor singing competition
Xmas card recycling

Yoga – get your children involved in a fun keep fit class

Zoo quiz - Organise a zoo quiz
Zombie party - Organise a zombie party and charge your setting an
entrance fee.
Zzzzz

– Hold a sponsored sleepover. To make this event even bigger you

could join up with other settings and hold one big sleepover
Zumbathon
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Many funders will request a copy of a budget or some form of financial
document or statement as part of their grant-making process.
This request can either be a copy of the latest budget from a project or
one that is produced for inclusion with the application when applying for
funds. This section aims to raise awareness of how important budgets are
within the grant-making sector and to provide some useful tips and hints on
how to create your own successful budget for inclusion with a grant
application.
No matter what size your business or setting is, budgets can play a vital
role. Neglecting to budget, or ignoring the need to compose and maintain a
budget correctly, can result in the failure of a project or the business as a
whole.
So what is a budget?
Budgets are financial forecasts or plans expressing the predicted income and
expenditure for the year to come. Simply put, budgeting is planning ahead to
enable your setting to make informed and confident financial decisions. The
advantages of preparing and composing budgets are as follows:
•
•
•
•
•
•
•
•

To
To
To
To
To
To
To
To

help you manage money
help with future planning
help you meet objectives
provide confidence in your setting
help identify problems before they occur
improve decision-making
increase staff motivation through targets
monitor performance

There are many different types of budgets and this sheet aims to help you
identify which type of budget you need to use in your grant application.
Different funders will have different requirements and will need to check your
budget to ensure that your proposal is viable. Some funders will require a
budget for the whole organisation, others will specifically request a budget
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for the particular project for which you are requesting funding.


Line Item budgets - the most common type of budget required by
funders is a line item budget, which represents expenditure in specific
budget categories such as personnel and non-personnel. The line item
budget works by developing a total amount for each budget line item,
and all the lines are then added together to create a project total.



Functional or performance budgets - contain more information than a
line-item budget. It organises expenditure according to a specific
programme or project objective. Using a functional budget, you can
determine the cost of performing each part of the project.

Preparing and writing a budget
This section aims to help you identify key headings to be included within
your budget and how to scrutinise the figures you will use. The first step to
drawing up a budget is planning. You will need to decide what the budget
will cover, what items will need to be included, and the likely categories of
expenditure and income that will be needed. The basic principle is that the
budget will be split into two, expenditure and income.
Expenditure may be further divided into capital and revenue budgets, where
capital refers to the costs of fixed assets (medium to long-term) and revenue
refers to daily working costs including rent and utility bills (short-term).
Income can be further split into three categories of confirmed; probable; and
possible.
The second step of budget-making is preparing the figures that you will use.
It is essential to be as realistic as possible at this stage. To get ideas of
figures to include in your budget expenditure section use the following guide:
• Talk to people in similar organisations, equipment suppliers, builders and
contractors and request three estimates for work you know will need
doing.
• Use local trade union scales to gather salary information and pay scales.
• Use catalogues or the internet to estimate the cost of office supplies and
equipment like fridges, desks and stationery.
Once you have costed your expenditure, start to look at the income section
of the budget and estimate the likely amounts of funding to be received
from each source. In order to aid you in future, it’s always a good idea to
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keep a clear note of how you arrived at each figure and of those which you
are not sure about.
Once the rough figures are in your budget it would be a good idea to show
others in your organisation for three reasons: (i) to make sure that you have
not omitted any details; (ii) to ask those concerned about any figures you
are unsure about; (iii) to ensure the budget is viable and will not place
unsustainable financial pressure on the setting.
You now need to consider whether the income is less than expenditure and,
if it is, how you are going to deal with it. There could be a fundraising
shortfall or one of your applications may fail. You need to consider the
following:
• Can the project be scaled down?
• Can parts of the project be postponed or cancelled?
• Is there enough time to submit applications to other funders?
• Can the project be split into phases, with the budget referring to the first
phase?
Once you are at this stage, the budget may have to be presented to the
management committee for their comments, alterations and approval. This
simple checklist can be used for aiding you to prepare to write your budget:
• Work out how much will be needed under each heading
• Visit other groups similar to yours and be prepared to learn from their
experiences.
• Do not guess figures if there are other groups in the same building. For
example, you could ask them what their heating bills are like
• If you can’t find the correct price of something, again don’t guess; get
quotes from three suppliers and use the average price of the three
• Use the relevant local authority pay scales to help you estimate staff
salaries

and

contributions,

remember
pension

to

include

contributions,

costs
holiday

of

National

entitlements

Insurance
and

salary

increments etc.
• Take into account inflation, especially if you will be budgeting into the
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next financial year.
An important factor to remember is to note down how you arrived at a
figure for inclusion under one of the headings so that, if asked, you can
explain this at a later date.
Finally, look at the budget you have drafted, make sure it is honest and
accurate; don’t under-estimate costs leading to debts which have to be met
and/or failure of the project. Don’t over-estimate costs, claiming for costs
you won’t incur, as this could be seen as fraud.
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Grant making trusts are established to donate grants for
charitable purposes - they can be extremely diverse in
their visions, purposes, aims, activities, assets, structures
and procedures.

Grant-making trusts have a greater degree of
independence than almost any other sector or
funder. They are extremely diverse – not only in the
scale and number of grants made - but in their age, their style of grantmaking and in the areas they support. They can be local or national and
each trust will have its own funding criteria. These may be geographic or
cause specific e.g. one trust may only fund work in Bristol, whereas another
may only fund work with children.
Most grant-making trusts and foundations get their income from an
endowment, i.e. a capital sum given to them by an individual, family or
company. Consequently, the amount of money trusts may have to distribute
will vary greatly. Some will have millions of pounds to allocate, others will
only have a few hundred. Because grantmaking trusts are often privately
endowed they are able to be creative, flexible and sometimes unorthodox in
the use of their funds, and to take risks that other funders – in particular
statutory bodies – are constrained from taking. Trusts like to concentrate
their funding on:
• new methods of tackling problems
• disadvantaged and minority groups which have trouble using ordinary
services or are inadequately served by them
• responses to new or newly discovered needs and problems
• work which is hard to finance through conventional fund-raising
• one-off purchases or projects, including research
• short and medium-term work which is likely to bring a long-term benefit
and/or to attract long-term funding from elsewhere
Charitable trusts and foundations will often support capital projects (items
like equipment), revenue (ongoing costs), core, as well as project costs.
Some will be willing to pay for funding over a long period (e.g. 3 years
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salary funding) while others will only support you with a one-off donation.
Because trusts vary enormously in their policies, styles of working, and
administrative capacities, there are three golden rules about applying for
funding:
• do your homework beforehand
• prepare your application carefully
• give yourself plenty of time

Researching Charitable Trusts
Identifying charitable trusts and foundations for funding can time-consuming,
but it is worth putting in the extra effort before making an application to
ensure you are applying to the right fund and meet all their criteria.
 Directories – whether in print or electronic format, directories of grant
givers are an essential starting place when trying to find an appropriate
funder. Some will be indexed by subject, or beneficiaries, or even by
geographical area. You can access information on current programmes,
previous beneficiaries, donation amounts, eligibility, and exclusions. They
should also provide contact details and sometimes even a web address –
allowing you to research the funder in greater detail. You can access
information on charitable trusts and foundations through various published
directories and online resources. The Directory of Social Change website
(www.dsc.org.uk) produces a useful publication called the Directory of
Grantmaking Trusts (which is available on loan from BAND or libraries).
Similarly VOSCUR provide a detailed funding directory online, as do BAND.
Alternatively
the
Charity
Commission
website
(www.charitycommission.gov.uk/) lists all trusts and includes basic information on
contact details, what they will support and how much they distribute each
financial year.
 Finding Trusts – if Directories are not an option you can always look for
trusts online. Sometimes researching who has funded organisations similar
to you can be a good starting point, or even asking other fundraisers for
recommendations (e.g. joining online fundraising communities).
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 Shortlisting – Once you have found funder’s who might support your
project, it is important to research them in more detail to ensure they are
a suitable funder. Things to look for include:
- Giving interests – such as location, age range, cultural background, social
background etc
- Exclusions – most trusts will give detailed information on what they will
not fund e.g. capital costs or salaries
- The size of the grant – is this appropriate for the project you are seeking
funding for. If a trust only gives small donations, see if they would
contribute towards the total cost of your work.
- Deadlines – some trusts will accept applications all year round, others will
have specific times when they meet to discuss grants, so make sure your
project falls within these guidelines.
- Grant-giving history – Most trusts and foundations will publicise past
grants. It is worth looking at these to see if there are any patterns, for
example, grants being given in a particular area or the amount of grants
given.
Ineligible applications cost you time and money. If you are unsure about any
of the criteria, contact them and ask.
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Corporations may donate to a charity or not-for-profit organisations by
means of a company sponsored foundation, or through a separate corporate
giving programme.
Corporate giving programmes are often managed by a company’s community
or public relations department and is usually limited to benefitting
employees, their families, or residents of specific locations where the
company conducts business. It can include donations, employee matching
gifts and in kind support. Company sponsored foundations work more like
trusts and foundations and will have specific grant giving criteria and
guidelines. Information on these can often be found on the company’s
website (usually under the ‘About us’ section).
Donations are items or cash given to you by a company. As a rule, but not
always, these come from community giving budgets. Most companies from
mainstream banks to supermarket stores have one of these. Companies are
not expecting a brilliant return for their donation or gift. However, it is good
practice to mention funders in your newsletter, annual report, or issue a
brief press release through the local press.
Some businesses set guidelines on voluntary sector funding (for example
Lloyds Bank Foundation, Tesco Charity Trust, Co-op Foundation), others do
not. You will find that the bigger the company the more likely they are to
have their own funding criteria. Smaller, locally based businesses, are less
likely to offer large grants. Some donate money or volunteer time, purely for
the good PR it attracts or because they want to be seen supporting the
local community. Companies ‘give’ out of a sense of community responsibility
and self-interest. They give to create goodwill within the communities where
they operate and live, to be seen as good citizens; to be good neighbours
supporting local charities; and to create good relations with their employees.
Some will donate money raised by staff, or even match funding to monies
raised by staff. Some will donate gifts in kind - such as old computers or
office equipment, whereas others will donate staff time, facilities and skills.
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If the company is local, it is likely that a personal approach will work best.
Keep in mind that, in the case of corporate funding, what you hope to use
the funding for should govern the type of companies you contact. If you
require items for an auction you are running, you will need to approach a
different kind of company than if you need money/expertise for repairing a
roof.
Many companies are looking at novel and creative ways of continuing or
increasing their charitable involvement without actually giving hard cash.
Therefore you need to be very creative in your fundraising requests. Think
about including a shopping list of things you need, items that could cost
you a lot to purchase, but maybe donated by a business with very little cost
to themselves e.g. rental of meeting rooms, stationary and office equipment,
use of payroll or financial advice.
Who might support an After School Club?
This will depend on what your club is trying to secure funding for. For
example, if you are looking for items for an auction or a raffle, you are
going to draw up a different list of companies to approach than if you were
looking for funding for an extension to your club. For raffle prizes and
auction gifts you could compile a list of high street stores, local
manufacturers, tour operators, local restaurants, leisure and sport facilities
etc. For a building extension, you might draw up a list of builders merchants
and architects. Don’t forget to ask local MP’s and TV or Radio celebrities.
Remember that different companies are going to support your club for
different reasons. A company with a policy of supporting children’s charities
might support your club because you provide a safe and stimulating place
for 4-11 year olds to play, learn and develop. However a company with a
predominantly female and part time workforce may prefer to support your
club because your service could enable employees to work productively, safe
in the knowledge that their children are well looked after and happy.
With these sorts of applications remember to check that your application is
going to the right contact within the company. In a small company it would
usually go to the Managing, Financial or Personnel Director. Larger
companies are more likely to have their own departments to write to whether Community Affairs, Public Affairs, or Corporate Support and
Marketing. If you are seeking sponsorship then the Marketing Department is
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usually the best place to start. It’s always worth a phone call to ensure you
specifically target the right person, in the right department, for the right sort
of request. This also saves you wasting valuable time.
The Directory of Social Changes’ Guide to UK Company Giving, and/or other
company guides (e.g. Business in the Community) include contact details for
charitable appeals. If this fails, you could just look through your yellow
pages for a list of companies in your area. Again, always remember to keep
a record of whom you have approached and their response. It is important
to remember to write a thank you letter to anyone that agrees to give you
funding or support.
Inkind Support - Only around half of all company giving is in cash and it is
often easier to persuade a local business, particularly one that you may not
have had much contact with before, to give you something tangible, than it
is to convince them to give you money.

Asking for items to auction or offer

as raffle prizes is often a good approach - restaurants can be asked to
donate a dinner for two or a local grocers might be persuaded to offer a
hamper.

Other forms of non-monetary support might be to include a flyer

for an event you are holding in a staff mailing or allowing you to sell
Christmas cards or raffle tickets around the office. They may also help with
things like printing costs (local printers) or donate free goods.
Sponsorship is altogether different. Sponsorship money usually comes from a
larger marketing budget and the businesses will almost certainly expect
something in return. It is usually larger companies that offer sponsorship
deals and more often than not, sponsorship will only work with charitable
organisations. Generally, sponsorship of voluntary organisations is dealt with
in the same way as sponsorship of sporting events. Think about what you
can offer the company in return. If they are sponsoring the cost of a new
playground facility, you might want to erect a plaque on the site with the
company name on. In this way, you and the sponsoring company both get
something out of the deal - you get the money you wanted to raise for
your project, they get free advertising to the local population and
association with your charity by supporting your work.
Often it is a good idea to try and approach companies that have a direct
link with your work e.g. children’s play equipment manufacturers who you
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might purchase goods from. This is called Cause Related Marketing. In any
application to a corporate donor try to think about what you can offer to
benefit their business e.g. free advertising through press releases, informing
parents at the scheme of the company’s contribution, producing a ‘thank
you’ poster for display purposes and so on.
Remember that companies spend a great deal of money on advertising, so
by making the partnership mutually beneficial. A final word on commercial
donations and sponsorship - think about where the money is coming from.
Make sure you are happy to be associated with the company that is giving
you money. Are they ethical? Are they producing products that may be
harmful to children or that you are actively opposed to, or that might
dissuade other potential funders from supporting you e.g. would it be right
for a childcare organisation to receive funding from an alcohol based
company or tobacco firm.
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There is a range of varying funding options available – all have different
criteria and may need a different approach.
 The public – support can come in the form of donations; in response to a
designated fundraising appeal; through local events; and / or through inhouse fundraising projects (e.g. raffle tickets).
 Grant making charities – these exist to offer financial support through
grants. They are extremely diverse in their structure, outlook and
procedures. They can be local, regional, national or international. Some
will support only charities – others will fund organisations, not-for-profits
and individuals.
 Online / Digital Fundraising - programmes such as Crowdfunder which
allow individuals to support your project with a donation. Other similar
schemes include: GoRaise, JustGiving, GoFundMe, Crowdrise, Everyclick and
Virgin Money Giving.
 The Big Lottery – the lottery has many varying schemes and it is
recommended to search their website for the most up-to-date information.
They will have their own funding guidelines and application form. These
can be very time consuming so plan ahead!
 Companies – give in a number of ways from cash donations to gifts in
kind, sponsorship, matched donations, and even staff time. Larger
companies like banks and supermarkets will have their own funding criteria
which can be found on their websites. Smaller businesses (particularly local
ones) can be approached as well. It is a good idea to focus your efforts
on businesses with a connection to your work or a link to the local area.
 Local Authorities – receive funds from central government to provide
services for communities. These are always changing so be sure to
contact your local authority to discuss any applications you might be
thinking of making.
 Central Government – central government grant programmes currently total
£1.4 billion – much of this is aimed at service delivery by larger national
organisations. There is also some European funding available through
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schemes such as the European Regional Development Fund (ERDF) and the
European Social Fund (ESF). The Government also supports smaller groups
through local organisations such as community foundations like Quartet
Community Foundation.
 Community Foundations – will offer support to local communities through
funding from individuals, families, entrepreneurs, companies, charitable
trusts and public sector bodies. There will often be a range of different
grants available – each with their own criteria and application forms. Your
local Foundation (Quartet) website would be the best starting point to get
information on these schemes.
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Fundraising is an important core income stream especially in times of
recession. So what elements of your cause's business should you continue
to find funding for and where should you be looking for those all important
funding streams?
Deciding what part of your business is expendable
The impact of recession isn't usually felt until about 18 months after the
initial blow when confidence in the economy is at a low and when
everyone's belt will need to be tightened. It is therefore beneficial to look at
how these changes will affect your business in terms of lost income and
where, in turn, you may need to make cuts and savings in order to survive.
The first cost cutting exercise must surely be streamlining your operation.
Remind yourself what your organisation was initially set up to do. Are you
still doing this as part of your core business or have you moved away from
this? Do you have lots of add-on's which reflect a very small part of your
business but are not essential to the core? If the answer is yes then your
first steps are to look at what you can pare back, at least for the interim, in
order to keep the essential core business going within limited income
streams. This will allow you to discover where other savings can be made.
Look at your most recent accounts and identify major expenditure headings.
Can these costs be reduced by taking some services in-house / or
contracting out to someone else? Could you get quotes for services from
other suppliers? Even though you may experience a significant drop in
fundraising this doesn't necessarily mean that your business has to suffer.
You need a good fundraising strategy
Ok, so you know how much you'll need to keep the main area of your
business going but how are you going to get it funded? For those nonprofits
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that have been going a while they should already have money that is under
their own control. But for all organisation’s including the many young or
newly started nonprofits, it will mean forming a realistic strategy on how
you're going to attract donations and grants.
Keeping up good relationships is key
No matter where you have gained income from in the past, this doesn't
necessarily mean you'll be able to rely on it in the future. However, a few
choice decisions now about how to continue to network with existing as well
as attempting to attract new donors, will enable your organisation to gain its
much needed funds.
So keep past and existing donors informed of what you're doing and how
successful you are at doing it. Keep information current, especially that
which can be easily accessed, send out regular newsletters about your
achievements. Do as much as you can with the resources you have to keep
your organisation uppermost in the minds of the donor. They may say 'no'
at the moment but it is more likely that they will help out as and when they
can if they believe you're still fully active.
It is therefore also extremely important that when it comes to deciding what
items need to be cut from the budget, advertising, marketing and publicity
should not be included amongst them. You need to maintain visibility within
the sector, not only by addressing past and existing donors but also
prospective donors as well.
A general rule of thumb - if you've been heard of or seen at least three
times by an individual then that individual is three times more likely to
donate to your cause.
This doesn't have to be costly to be effective either, a simple web marketing
strategy can help spread the word about your organisation. Get involved on
Twitter, at Facebook and set up a blog. You'll soon see the benefits of
keeping people informed.
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Where to look for funders
Corporate donations are not quite as freely available as they used to be.
However, if you can prove to a corporation that your organisation’s core
business directly responds to the work that the corporation wants to
encourage as part of their business then you are more likely to get funding.
Trusts are not likely to be able to give out grants as they have been able
to in the past due to the uncertainty of the imminent government cutbacks
in spending. That being said they are more likely to support less popular
causes. If your organisation fits the bill make sure that you build even closer
relationships with those trusts that are likely to consider supporting you.
Regular donations from individuals are likely to decrease, but you can still
hold events or in-house fundraising projects such as selling raffle tickets or
selling cards coming up to Christmas etc.
Finally,

there

is

community

fundraising.

Considerable

interest

always

surrounds local causes and concerns. It might also be worth approaching
local groups such as Rotarians, Masons and Inner Wheel, who will all
fundraise for local causes.
Last but by no means least
It's a given, the economy will get better and hopefully many of us will
weather the storm particularly well for as long as it continues. Just
remember:
• Fundraising is not about rational thinking - there are no hard and fast
rules and every opportunity should be researched if not followed through
• Delay major capital investments - but don't stop planning them
• Plan for the future - but don't expect quick fixes
• Never be embarrassed asking for money – if you're a nonprofit
organisation, it's expected
• And above all - remain positive, it will be noticed and rewarded!
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Even though nonprofit organisations aren’t required to produce an Annual
Report

like

publicly

traded

companies

are,

most

nonprofit

managers

recognise the value of producing one. An Annual Report can help you
demonstrate your accomplishments to current and future donors, cultivate
new partnerships, and recognise important people.
It is difficult to know what information should be included in an Annual
Report and what should be left out. The following ten tips will help you craft
an outstanding nonprofit annual report.
1. Focus on accomplishments, not activities in your Annual Report.
2. We want to know what you did, but more importantly, we want to know
why you did it. What were the results? Why did you spend your time and
money the way you did? What difference did it make? Connect the everyday
activities of your organisation to your mission statement. Don’t assume that
readers will automatically understand how your activities help you achieve
your mission.
3. Keep it simple and concise, you do want people to read it!
4. Getting a high-speed connection in the office and new accounting
software may be big accomplishments from where you sit at your desk, but
they have nothing to do with your mission. Inspire donors with
accomplishments related to your mission in your annual report and leave all
the administrative items for your board report.
5. Donors expect you to raise money, but fundraising accomplishments
should not be celebrated in your Annual Report on the same level as your
mission-related accomplishments. Readers are more interested in what you
did with the money than how you raised it.
6. Include photos - many of the people reading your Annual Report won’t
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actually read it. Show them what you’ve been doing with photos. If you don’t
have a digital camera, fundraise for one now.
7. Now that you’ve got them looking at the photos, tell a story with your
captions. Don’t just state what’s in the photo. Connect the photo to an
accomplishment. If people read nothing but the captions in your annual
report, they should still get a sense for the good work you did last year.
8. Include personal profiles. Donors will be more impressed with real stories
about real people than general summaries of your work. Explain what you
have accomplished overall, then humanise your statistics with some personal
profiles. Highlight how your work helped a
specific individual. Share a volunteer’s story of how they made a positive
difference.
9. Explain your financials. Many of your donors won’t know how to read a
financial statement or won’t take the time to read it. Include a paragraph or
two that explains in plain English what the tables say. Where does your
money come from and how do you spend it? What are your main
fundraising strategies? Did you implement any cost-savings measures this
year?
10.
Look at other groups Annual Reports – this will indicate what works
and what doesn’t.
Finally, check, check, and check again that all the information submitted is
correct and fits into the right timeline that your Annual Report is discussing.
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A good e-newsletter can be an invaluable tool in communicating with
parents, families and other clubs. Things you'll need:




Email marketing software
A database of emails
A website or blog

Choose a punchy, inspiring subject line
Many people will choose whether to open your email based on how exciting
its subject line is. Effective subject lines think about what the recipient wants
to hear: maybe they offer a solution to a problem, suggest something unique
or exclusive, perhaps have a strong call to action. Bad subject lines tend to
talk from the sender's point of view, with poor descriptions like 'March 2015
newsletter'.
'Frontload' the content of your newsletter
Recipients of your newsletter will tend not to read it
from start to finish, rather they will read the first line
or two and skim the rest for any topics of interest.
Make sure the stuff you need people to know about is
at least referenced in those first few lines, so people
don't miss it.
Use plain English, short sentences and calls to action
Avoid using jargon. Keep your word count down to an average of 10 or 12
words per sentence. Think carefully about what you want people to do
having read your newsletter. Do you want them to read something on your
site, buy something, attend an event, or give you feedback. Be clear and
concise about what action you want your reader to take.
Don't get too hung up on design
It's very easy to get side-tracked from writing good, punchy copy by worrying
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whether your newsletter looks good. Don't fret too much about this. Flashy
designs will often make your newsletter more onerous to produce, and
there's no guarantee that every browser and email client will see that flashy
design in the same way. Concentrate on writing focused, user-friendly copy
and you're 95% there. Some of the most successful newsletters on the web
have been sent out using just plain text.
Give options to share, find online and unsubscribe
You'll want to empower your reader to take action after reading your
newsletter. This may be to share it with friends - so add 'share on Twitter /
Facebook' icons, or 'email to a friend' options. Importantly, you'll also need
to allow people to remove themselves from your email list. So every
newsletter needs an unsubscribe option.
Do some testing
Don't assume that just because your newsletter reads well that it's as good
as it can be. The only way to improve is to get feedback from your readers.
Ask people what they think, or ask for them to contribute, and don’t forget
to monitor how well it is received.
Be careful about overloading with images
In the early days of modern e-mail marketing it was common practice to
load up emails with lots of different images. Due to filters on most e-mail
and spam sites, many images will be un-viewable, so concentrate on fewer
images and better text.
Make links accessible
You can make links to other sites in your e-newsletter.

But avoid including

inline links (links from words within body of copy). When you wish refer to a
link create a clear title explaining what the resource the link is referring to.
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This section provides ideas and information based on raising funds from
individual donations.
It is estimated that individuals donate around £9.5 billion to charity annually,
around 1/3 of fundraising charities’ income. Let's start with an introduction
to individual giving.
Individual giving refers to the many charitable gifts made by the general
public and is by far the largest source of charities’ income from donations.
Individual giving and fundraising are two sides of the same coin – most
giving is a response to an ‘ask’.
People can give in many ways - through cash, cheque, direct debit, credit or
debit cards, charity and affinity cards, shares, property and other assets and
by setting up charitable trusts.
People can give through many routes - post, telephone, banks and,
increasingly, online.
Fundraisers’ skill is knowing which methods will yield the most in which
circumstances - combining the how, who and what of individual giving.
How do people give?
Cash or non-cash giving? Cash giving is spontaneous, immediately rewarding,
and the most popular way of individual giving. Almost half (48%) of
individual donors make cash gifts in pubs, shops, churches and club
collections, face-to-face fundraising, tins in street collections, in envelopes
distributed door-to-door, sponsorships, fundraising events from jumble sales
to gala dinners, and one-off initiatives at special occasions.
Planned, committed and regular – or spontaneous giving? The largest gifts
are made through non-cash methods such as cheques, direct debits and
cards. Sometimes called ‘regular giving’, such approaches involve more
considered giving, and usually bigger donations. Cheques are still the most
popular non-cash method. But the fastest-growing non-cash approach is
direct debit. This is now used by 29% of donors, it is the holy grail of
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individual giving - regular, committed and longer-term.

Gift Aid
The most popular approach is Gift Aid, which accounts for 90 per cent of
tax-effective giving. Gifts made through Gift Aid mean that the charity can
claim up to 25p in the pound back from HMRC on every gift made by a UK
tax-payer, a substantial boost. UK charities receive an £850 million pound
bonus on individual giving through reclaiming tax. To claim tax back through
Gift Aid, charities need a donor to provide basic contact details, and to sign
a declaration that he/she is a tax-payer and wants the charity to claim back
the tax. For major national TV fundraising campaigns like Comic Relief, this
can be done over the telephone, as long as donor details are captured and
later followed up. Higher-rate-tax payers get a personal income tax-relief, in
addition to the basic rate tax paid back to charities.
Payroll giving
An alternative way for people in work and on PAYE to give regularly and taxeffectively is ‘payroll giving’. Donations to charity are automatically deducted
from pay before tax is paid. So, unlike Gift Aid, the tax-relief goes directly to
the donor. Some people think this way of giving is a no-brainer, and yet
only 3% of the workforce gives in this way. Payroll giving takes a little
setting-up, as employers need to sign up to the scheme, and a payroll giving
agency is needed to distribute donations. But once it is going, it provides for
regular long-term tax-effective giving.
Gifts of shares, and property (and of course, legacies)
Individuals give around £350 million of shares and property to charities each
year, attracting personal income tax relief on the full current market value of
such gifts. And charitable legacies are exempt from Inheritance Tax.
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Direct Marketing
Direct marketing is talking to supporters so they end up responding with a
donation. There’s lots of ways of talking to supporters, the main four are
these:
mail (often called direct mail)
telephone
email
Social Media – Facebook, SMS, Twitter etc.
Good copy starts with great stories.

You might have a project you need

funding for e.g. playground equipment, so you might start by writing to all
your members or clients, asking if they can support your project with a
donation. Use photos and try to be engaging, and be clear about your ‘ask’.
Local/community fundraising
A local or community approach to fundraising is by definition very specific
and targeted. It involves building a relationship between your organisation
and the people who give you money and support your aims and activities.
Think about your community in broad terms. It could include:
• individuals: how are you targeting them, communicating with them?
• companies: approach companies for sponsorship as part of their Corporate
Social Responsibility (CSR) initiatives.
• government/grant making bodies: what are you entitled to?
• other organisations: who complement your work.
Choosing fundraising activities - there is a multitude of potential fundraising
ideas available. Key points to remember with fundraising activities
1. Have you run these activities before? Have they worked before? It is safer
and normally more effective to improve and expand on an existing method
rather than developing new ones which are not tried and tested. However, if
you are reliant on only one method, then add another in case your main
method hits a downturn.
2. How suitable are your activities? For example, a faith organisation may
not want to run lotteries as gambling is against its principles.
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3. Manage and predict your budget. This is crucial and has to be realistic
based on previous activities. If it is the first time you have run something
like this, then ask other organisation’s for their figures and reduce the figure
by 30-40%. You will need to think about:
• What is your total projected income?
• What is your total cost?
• What is your net contribution (the money that you have available to carry
out the aims and goals of the organisation ) or why are you fundraising
in the first place?
4. Work with your community to develop a plan of activities which appeal to
them! It's all very well coming up with a great plan, but if it doesn't work for
your community, it doesn't work.
Fundraising events
Numerous small events are labour intensive but can turn around money
quickly. Example include:
•
•
•
•

lotteries and raffles
fairs, street parties, fetes and bazaars
collections: street, in churches/shops, house-to-house, work
sponsored events (swims, walks, pub crawls, etc.)

Large events are complex to organise and plan but can generate significant
money. Examples include:
• organised bike rides/fun runs
• dinner dances/gala ball/other fundraising events.
Be sure to tell people about what you are doing: get local press involved,
include community leaders, pay for advertising. Use your website if you have
one, to check information and pass on information.
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Implementing your fundraising activities
Make sure:
•
•
•
•
•

someone is in charge and that they and everyone else know!
that they know the budget and the limits of their authority
that they have a timetable of what needs to be done by when
that they have a team of volunteers helping them
that they know to whom to turn if they have unresolved problems or need
to check something out or just need support
• in particular that they have the name and telephone number of the person
who ran the activity last time
• that they and their team are always thinking of what the people who are
likely to give are wanting from the activity – they have to be donor
focused.
Collections
Collections can be an effective way of raising money. They can be cheap to
run and can also help raise your profile within your area. Standing on your
local high street means you can directly talk to people and let them know
what you do.
How to run a collection - Other than the initial costs of buying tins/buckets
for people to put their money in, there is little financial outlay. There is a
big cost in time and people. Think about the following to get the most out
of your collection:
law: follow the face-to-face fundraising code (Institute of Fundraising)
location: where can you find lots of passing trade who are likely to give
money? Think about your cause and where you can find people who are
likely to be sympathetic to it.
permission: get permission from the supermarket/station where you plan to
stand
timing: 9am on a Monday morning may not be the best time to stand
outside a station.
Safety: always collect in pairs (at least).
Think about when people will have time to engage with you.
people: finding people to volunteer to rattle a tin in the rain can be a hard
ask, agree how long they will be needed for and promise to buy them a cup
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of tea during/afterwards!
getting donations: make it clear what you are raising money for. You could
wear tabbards/t-shirts with your logo on, get a sign, wear costumes or do
something to show people what you are about.
information: if you have flyers or promotional items to give away (even
stickers) people are more likely to remember you. Be prepared to answer
questions about what your organisation will do with the money.
the money: who is going to sort and bank all the coins?
Other types of collections
• House-to-house collections: knocking on doors asking for money.
• Paid for collections: paying people to raise through collection tins for you.
• Leaving collecting tins in shops/schools/churches where people are likely
to donate spare change.
Legacy fundraising
Legacies are a major source of income for many non-profits. Effective legacy
marketing and promotion can pull in legacies quicker than most people think
(as soon as two years) but it is a medium term strategy.
Many non-profits benefit from legacies not just charities, but the charity
sector is a major beneficiary getting a round 6-7% of their income from this
source. While non-profits of all sizes benefit from legacies, the larger
household

names

benefit

most.

But

this

need

not

be

so.

Smaller

organisation’s which have good affinity with supporters can achieve legacy
income if they seek it appropriately, but relatively few do seek out legacies.
There are two kinds of legacies:
Pecuniary legacies are where someone, in a will, specifies that, say,
£2,000 should be left to a person or organisation.
 Residuary legacies are where, after all the pecuniary legacies have
been paid out, the remainder (i.e. residuary) of the dead persons
estate goes to a person of organisation.
The codicil is a short, simple legal document which can be appended to a


will which can easily amend an existing will to add a fixed sum (effectively a
donation) to be given to a non-profit.
Getting started with legacies - If you are at the beginning of seeking legacies
actively, the best place to start is among your existing supporters and/or
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existing service users. Tell them clearly how they can mention you in their
will and encourage them to tell you, so as you can build a relationship.
Digital fundraising
There are more ways than ever before to raise money online. That can be
empowering for charities, especially those with limited budgets, but it can
also be hard knowing where to begin. Some types of digital fundraising
include:





Websites
Twitter
Facebook
Emails

In terms of online fundraising, you may be asking for:
giving a one-off donation
setting up a regular donation
signing up to an event (marathon, trek) and getting sponsorship
buying merchandise through an online shop
finding out about how to leave a legacy
What makes for an effective digital fundraising?
1. Clarity and ease of use - Make sure it’s instantly clear to supporters
where they can donate by having a “donate now” button, and consider a
dedicated donation tab.
2. Information - If you’re asking for money, you’ll need to prove it’s being put
to good use. Your website should contain information about your aims,
work and reputation. It should also contain the kind of engaging content photos, video, audio, and case studies – that will support your case.
3. Include offline options - Don’t just provide facilities for those giving
electronically: ensure your website includes information for people who
wish to give by phone or post. And, particularly in the case of legacies,
trusts, major donations etc. provide a named contact as donors may want
to talk through the process. Finally, remember not to exclude those
wishing to donate in other ways: for example, offer the means to register
interest in volunteering.
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A good example of a fund raising website is JustGiving which allows you to
create a page for your charity or group and then share it through friends
and other networking sites to raise money. More information on this scheme
can be found at: www.justgiving.com/
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Responsibility for different provisions will fall under different departments at
different authorities! You need to know which department to apply to as
different departments have different addresses. Some local authorities
produce explanatory leaflets to help direct you or put up-to-date information
on their website. These are your starting points.
When applying to local authorities, remember that budgets are planned well
in advance. Each local authority will have its own criteria, but as a rule you
will need to have a strong case for funding. You will need to show that you
provide a valuable service to your local community and clearly demonstrate
why you require funding, the amount, and how it will be used. Support your
financial request with statistics; demonstrate the need for your project and
the benefits it will have.
Remember! Get as much information as you can about the department that
you are going to apply to. Find out what they do, what they are planning
and see how your organisation fits in with and compliments their future
plans. And don’t forget – it’s good to make friends and champions out of
your supporters. This can be especially important when seeking grant aid
from local authorities.

As democratic accountable bodies, it is worth making

your case to local councillors. They may be able to help signpost you to
funding ‘pots’.
Bristol City Council does not currently have any ‘open’ funds that settings
can apply to. There are various pots of one-off funding that come up from
time to time, but no rolling programmes. As a rule, Bristol City Council will
notify eligible Ofsted registered providers of these pots. If this is not
applicable to you then we would suggest contacting Bristol City Council
and/or EYCS and asking them for advice.
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Some useful contacts are:
• Bristol Children’s & Young People’s Services
www.bristol.gov.uk/nav/children-and-youngpeople
• Bristol City Council
www.bristol.gov.uk
• Business Link from Government
www.gov.uk/browse/business
• European Structural and Investment Funds
www.gov.uk/european-structural-investment-funds
• European Regional Development Fund
www.communities.gov.uk/regeneration/regenerationfunding/europeanregional
development/
• Government Funding Streams
www.governmentfunding.org.uk
• Local Authorities - Department for Education
www.education.gov.uk/
• Quartet Community Foundation
www.quartetcf.org.uk/
• West of England Local Enterprise Partnership
www.westofenglandlep.co.uk/
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Community Foundations are charities located across the UK dedicated to
strengthening local communities, creating opportunities and tackling issues of
disadvantage and exclusion.
They target grants that make a genuine difference to the lives of local
people. They manage funds donated by individuals and organisations,
building endowment and acting as the vital link between donors and local
needs, connecting people with causes, and enabling clients to achieve far
more than they could ever by themselves.
Community Foundations often operate within a restricted geographical area
and are independent bodies, allowing them to respond more effectively to
the needs of the local community. Each grant giving Foundation will have its
own grant giving criteria. Some will only give to organisations with full
charitable status, so remember to check the guidelines carefully before
submitting an application.
Local Community Foundations in the South West include:
Somerset Community Foundation - www.somersetcf.org.uk
Community Foundation for Wiltshire and Swindon -https://wiltshirecf.org.uk
Glouc. Community Foundation - www.gloucestershirecommunityfoundation.co.uk
Quartet Community Foundation (Bristol, N. Som, S. Glouc, B&NES)
www.quartetcf.org.uk
Devon Community Foundation - www.devoncf.com
The Quartet Community Foundation is a charity that helps donors in Bristol
and the surrounding area to support the local causes and charities they
care about. They manage a range of funds, all of which have their own
funding criteria, priorities and closing dates. There are so many different
types of fund we recommend you visit their website to ensure information is
up to date.
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Open Quartet grant schemes as of November 2015 include:



Bristol Youth & Community Action — Grants of up to £1,000 are
awarded to young people-led, community safety projects.



Bristol Youth & Community Action Leadership training Grant - This
scheme funds the development or training of young people who are
involved with local community organisations. For example, an
application could be made to cover the cost of a DBS check or first
aid training where this would enable the young person to take on
extra responsibility within his/her role.



Churngold Environment Fund — Grants of up to £4,000 support
projects that aim to protect the environment. Currently closed.



Comic Relief Local Communities - build skills and community cohesion
and increase access to sport. Opens Spring 2016.



Community Games Grants Programme - Community Games is a great
opportunity for you to bring your community together to take part in
sporting and cultural activities inspired by the 2012 Olympic and
Paralympic Games. Maximum grant £500.



Express programme — Grants of up to £2,000 are awarded to small,
local voluntary and community organisations working in disadvantaged
areas. The work must benefit people who are disadvantaged or
isolated.
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Mall Fountain Fund — Grants of up to £1,000 are awarded to local
voluntary and community organisations, within 25 miles of the Mall,
which help people in need. Opens Spring 2016.



North Somerset Council Children and Young People’s Fund - This Fund
has been set up by North Somerset Council People and Communities
Directorate to support organisations working with children and young
people aged up to 25 years old who live in North Somerset. Max
grant: £1,500.



Southmead Fourteen - It is a grants programme for activities and
projects in Southmead. Southmead has been chosen to receive
£200,000 of funding from Fourteen of which £73k has been allocated
for Small and Medium Grants. The overall award has been given to
Southmead in recognition of the work that has gone into the
Southmead Community Plan and how this aligns with the priorities of
the Fourteen funding.



Stoke Park Group Friend’s Fund Grant - The programme particularly
welcomes applications for activities that help to integrate individuals
with learning disabilities into the community, preventing them from
becoming socially isolated; or provides them with an opportunity for
personal achievement that they otherwise would not have.



The Mayor’s Fund for Bristol Grants - Grants from the Mayor's Fund
for Bristol are awarded to local voluntary and community organisations
where a small amount of funding can make a significant difference.
The fund will have themes for each year selected by the Mayor. The
first theme will be groups and organisations that benefit children and
young people (0-19 years of age). Maximum grant is £2,000.

How to apply: Most funding streams have their own application form which is
downloadable from the website. For more information please phone 0117
989 7701, or Email: info@quartetcf.org.uk or visit www.quartetcf.org.uk
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This guide shows how you can use the internet to achieve your fundraising
goals, including:
•
•
•
•

improving fundraising skills;
searching for news and information about funding;
carrying out research to support funding applications;
developing your website for raising funds online.

Improve your fundraising skills
Most people who raise funds have little training and it is often not even in
their job description. Whatever your experience and skills the web can help
you learn to fundraise like a pro. Help can be sought from:



NCVO - www.ncvo-vol.org.uk/
Know How - http://knowhownonprofit.org/

Find news and information about funding
Whilst there is no lack of information online about funding that may be
available, it isn’t always easy to find. Get to know one or two key sites and
use bookmarks to keep track of what you find.

One of the best is Funding

Central (www.fundingcentral.org.uk/default.aspx ) where you can sign up for
email alerts and the Charity Commission website is brilliant for looking up
trusts and foundations (www.charitycommission.gov.uk/). Useful local sites
include:
1. Quartet Community Foundation – www.quartetcf.org.uk/
2. VOSCUR – www.voscur.org/
3. BAND – www.bandltd.org.uk
Data that supports your fundraising
The best funding applications include compelling data that demonstrates a
need for your work. Neighbourhood and locality based organisations can use
the Office for National Statistics to download Census data and other public
information. You can also access useful statistics from Church Parish
Spotlights.
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Raising funds online
Online fundraising is often considered the preserve of large national charities
but as more and more people are willing to donate or spend money online
there are opportunities for charities and causes of all sizes. Web-based
fundraising can help you:
• raise awareness of what you do, how you do it and your latest successes
• process donations by credit card or PayPal, 24 hours a day
• recruit supporters and volunteers, and share success stories with funders
and other supporters.
Get a website that works
Don’t get stuck with a website that you can’t update. Whatever your
fundraising strategy, your website is a showcase for your work and must be
accurate, up-to-date and well-presented.

Take money online
A large proportion of the population is now happy to spend money online,
so make sure you’re ready to receive it and use an online payment system
to take funds and add Gift Aid (for registered charities). The top three
services charge different fees, so do your homework and make sure you’ll be
receiving enough funds to cover your set up and running costs:






Just Giving - www.justgiving.com/
Bmycharity – www.bmycharity.com/
Virgin Money Giving – http://uk.virginmoneygiving.com/giving/
Crowdfunder - www.crowdfunder.co.uk/
GoRaise - http://www.goraise.co.uk/

Fundraising services
The Paypal ‘Donate’ button and schemes like Everyclick earn you money
every time one of your supporters uses their search engine or shops using
their portal. Anecdotal evidence is that most people find that only a very
small proportion of supporters change their search engine so, unless you
have thousands of supporters, you are not likely to earn much from it. If
you do go with these schemes always read the small print as some take a
large chunk of the deal, for example EveryClick takes 50%.
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Events are an ideal way of bringing together potential funding and showing
local people how your out of school club / school or playscheme is an
asset to the community.
Many clubs have organised small fundraising events of some kind, serving a
variety of different purposes. Everyone can get involved, they are fun and,
most importantly, you can make much needed revenue from them. Any funds
raised will be ‘free’ money, as it will not be earmarked to a particular
project. Identify upfront if there is a potential funder or matched funder for
an event you may want to hold. If there is, they might even get involved
with generating ideas for out of school events from jumble sales to auctions
and fetes. When you are considering potential events, try to keep in mind
the following points:















Choose something which is popular with the children in your club
Give yourself plenty of preparation time
Set a date well in advance
Publicise the event you are running – use social media to generate
interest
Talk to local companies and shops about supporting the event with
donated prizes, money or matched funding e.g. Marks and Spencer /
Debenhams or even smaller local businesses like Bristol Boats or Avon
Railway etc.
Would other schemes in your area want to join in?
Produce forms or leaflets that can be distributed if you are seeking
sponsorship
If you are running a sponsorship event, don’t forget to collect
sponsorship money as soon as possible
Thank everyone who took part
Make sure you have insurance for any event that you manage
Check to confirm that you don’t need permission / authorisation for
the event that you are planning e.g. a permit from the local authority
to cover money collection from the street etc.
If you are serving food in public remember that there is legislation
covering hygiene and food safety
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Ensure Health and Safety is maintained - check things like do you
need a fire officer to check the hall where you are holding your event,
or do you need to organise police / stewards for crowd control
purposes

Small local events can be very rewarding and are a great opportunity to
become involved in your local community. Think about what is suitable for
you and your team to manage. Do you just want to organise one big event
or would it be better to hold a number of smaller events throughout the
year? Research what other people have done in the past and what people
are planning to do in the future. Maybe you could organise a stall at
someone else’s event and raise funds through face painting? Or perhaps you
would find it easier to run a raffle at Christmas. Don’t be afraid to get
parents and users involved. Planning is an essential part to any event you
may decide to run.
With any event - always make sure you work out how much the event is
going to cost you and how much you envisage you will be able to raise.
Take into account everybody’s time; will you make enough profit? How could
you improve things and bring your costs down? Can you use volunteers?
Avoid putting a maximum effort in for a minimum return.
Remember!










Choose something that is popular with the people involved in your
club
Choose something that will attract people outside of the parents who
normally use (and pay fees to) your group e.g. bingo night
Decide on a date well in advance in order to give yourselves
preparation time
Establish a planning group to define the aims and objectives of the
event you are holding e.g. to look at: organisation, venue, speakers,
volunteers, workshops, games and fundraising, budget and evaluation
Try to attract local support from like minded groups, press, local
companies and shops
Make sure it is a fun day e.g. if you organise a BBQ have other
events going on like Punch and Judy or a raffle or face painting
Take photos of the event for press releases or future publicity e.g.
leaflets etc.
Celebrate your success - let other people know how much you raised
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Don’t forget if you are a charity you can Gift Aid all public donations
increasing the value of your gift by 25%. For more information on this
scheme
please
visit
the
Inland
Revenue
website
at:
www.hmrc.gov.uk/charities/gift_aid/basics.htm
Where appropriate you can opt to run your event jointly with other
local community organisations, for example other users of the building
you rent, or perhaps your nearest school etc.
Don’t forget to hold a post-mortem – what worked / didn’t work, any
areas you would change to maximise income next time if you repeat
the same event.

There is more information about the various events you can run in the A-Z
of Fundraising Ideas (also downloadable from this website).
Licences
In England and Wales, premises on which the event will be held must have a
current premises licence under the Licensing Act 2003. Under this act certain
short-term, small-scale events may be held, provided the organiser’s send a
Temporary Event Notice to the local licensing authority and police ten
working days in advance of the event. Licences cover the supply and sale of
alcohol,

the

performance

of

various

types

of

regulated

entertainment

(including live or recorded music), and the supply of hot food and drink late
at night. Guidance is available from the Department of Culture, Media and
Sport. Depending on the type of event you are running, you may also need
to contact your local authority, the police or local ambulance service.
Health and Safety
It is important to carry out a risk assessment before organising an event.
This will help you foresee any potential problems and how they can be
avoided. Volunteering England provide some helpful information about risk
assessments. You will also need to think about accessibility. Is the venue
fully accessible to all? It is important to make sure that you address any
concerns before opening the event to the public. It is generally the
responsibility of the venue to complete an access assessment and to take
'reasonable' steps to prevent discrimination but there is no fixed definition of
'reasonable'.
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Food and Drink
If you wish to have food and drink at your event, there are additional
requirements that you need to meet. Any food that is being supplied must
comply with the Food Safety Act 1990, the Food Safety (General Food
Hygiene) Regulations 1995 and other regulations applying to specific types of
food. In general, the Food Hygiene and Labelling Regulations don’t apply to
food that isn't prepared as part of a business. So, most food sold for
charity won't need to be labelled, including food sold at one-off events.
However, with food that is regularly packaged and sold for charity (e.g. jars
of jam or boxed cakes), regulations may apply even when there is no profit.
Even if there is no legal requirement to label the food, it can be done
voluntarily. Ideally, give the product name, a list of ingredients and details
about ingredients that could cause an allergic reaction, such as nuts. Ensure
the information is accurate.
Insurance
Public Liability Insurance is not mandatory, but it may be prudent to get if
your event is open to the public. If hiring equipment or a service, you will
also need to check that the provider has full insurance before signing the
contract.
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The Big Lottery Fund is the largest distributor of Lottery money to good
causes.
They are committed to bringing real improvements to communities and the
lives of people most in need. The Big Lottery Fund will offer a selection of
different funding programmes. For up-to-date information on these please
visit www.biglotteryfund.org.uk or call the Big Lottery helpline on 0845 410 20
30.

Appropriate Lottery projects as of



April 2017 include:

Awards for All – is a UK wide lottery Big Lottery Fund grant scheme
for local communities. There are different schemes in each of the four
countries. Awards for All England makes grants of between £300 and
£10,000 to organisations wanting to run projects that aim to help
improve local communities and the lives of people most in need. They
want to fund projects that meet one or more of the following
outcomes: People have better chances in life– with better access to
training and development to improve their life skills; Stronger
communities – with more active citizens working together to tackle
their problems; Improved rural and urban environments – which
communities are better able to access and enjoy; Healthier and more

active people and communities.


Building Better Opportunities – BL is matching funds from the
European Social Fund for projects across England that tackle poverty
and promote social inclusion. Deadline end of November 2015.
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Fulfilling Lives: Headstart – Funding partnerships working in schools,
with families, community groups and charities so that young people
suffering with mental health problems can benefit from joined-up
support. No deadline supplied.



Parks for People: The Parks for People programme is a joint initiative
between the Big Lottery Fund and the Heritage Lottery Fund. Their
vision is that everyone should have access to a local park for
enjoyment and recreation – to bring real improvements to local
environments by making a lasting impact on the lives of local people
and the places where they live.



Reaching Communities – Grants: £10,000 – £500,000. BIG aims to fund
projects that respond to needs identified by communities, and those
that fund projects that help those most in need. No closing date
supplied.
Village SOS – support for isolated rural communities.
Youth Investment Fund – The Youth Investment Fund will support
voluntary, community and social enterprise (VCSE) youth organisations
to deliver, expand and create high quality local youth provision in
targeted communities across England. Successful applicants will have
funding available up until 2020, enabling organisations to invest and
plan for the future.




All of these funds will have their own criteria, guidelines and application
forms, so be prepared to dedicate some time to filling it in and collating the
numerous bits of information that they will request. Always read the
guidelines thoroughly and do not be afraid to call them and ask for advice.
You will need to gather information about your accounts, bank statements,
as well as signatures from trustees or management committee members.
Should you be awarded funding, make sure you monitor the project closely
and feedback to the Big Lottery at the agreed times - it is a good idea to
allocate grant monitoring to one person within your organisation to ensure
these deadlines are met.
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If your organisation wants to start using social media to support your work,
then you may be worrying that you've no time to start doing this new task
on top of everything else you have to do. So how can you make the best
use of social media without breaking the time bank?
Think about what you're trying to achieve
What does your organisation hope to achieve by using social media? Is it
greater recognition of your brand, your campaigns or your purpose? Is it a
way to connect with new or existing supporters? Is it to develop another
channel for your marketing or fundraising efforts?
Have a read of your marketing or business strategy if you have one, to find
out where you're wanting to go as an organisation and think about how
social media can help get you there. By having a clear idea in your mind
about what you want to achieve, you can arm yourself against the potential
'mission creep' that will have you running around trying to do too much in
the time you've got available.
Pick your social network(s)
It's easy to set up Facebook, Twitter, Flickr or YouTube accounts. But before
you go leaping in, spend a bit of time 'lurking' on the different social
networks and see how similar organisations are using them. Are they
broadcasting or listening? Do they respond to any and all mentions of their
name or campaign topics? Who do they follow?
If you've inherited a load of accounts across the different networks, then
cast your eye critically across them and work out which ones are useful to
you right now. Don't waste time on things that don't fit with what you're
trying to do - there is no rule to say that your organisation has to be on
all of the social networks. Different social networks are good for different
things so pick the ones that fit best with what you're trying to do and
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ignore the others for the moment.
So, how to choose?
• Twitter is good for announcements, for quickly responding to queries or
mentions of your organisation, and for general awareness raising of your
work amongst funders, supporters and the press.
• Facebook allows you to get into longer conversations, and can provide a
way for people to connect with you, ask questions, and share experiences.
It's also easy to upload photos (and get others to upload their photos too)
and advertise events.
• Pinterest is a quick and easy visual way to spread your message. If you
have photos from an event, or want to pin up images that your supporters
have sent you about how they've worked for your cause, then this is for
you.
• YouTube allows you to put all your videos in one place, or channel, and
then link to them from your website or other media with easy to use sharing
options.
• Flickr is a great photo sharing site and photos can be protected to allow
for only members to access
• Blogger is a blog publishing service that allows multi-user blogs with time
stamped entries. It could inform parents of your activities and help them feel
involved.
A good, standard combination of social networks is Facebook and Twitter. If
you're an organisation that generates or receives a lot of video or images,
then you may want to add Pinterest or YouTube as well, but Facebook and
Twitter together will give you many of the options you want in terms of
enabling conversations and reaching new audiences for your messages.
Find out what else your organisation is up to
Social media is not something that thrives in a vacuum: instead, it's best
used

as

just

one

more

weapon

in

your

marketing/

fundraising/

communications strategies. So find out what activities, events or campaigns
your organisation is planning for the next few months. Mark these down on
your calendar and think about how you can use social media to support
these activities.
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For instance, your organisation may want to increase the number of its
younger supporters. You may also just be launching a new campaign about
saving the bumblebee. So why not launch a competition on Facebook for
people to upload photos of bee pictures their children have drawn? Got a
video of a gardening expert explaining how to use bee-friendly plants? Then
shove it onto YouTube and link it to your Facebook and Twitter accounts.
Start using a relevant hashtag on Twitter, like #saveourbumbles, and ask
followers to use it in their sightings of bees in their own gardens.
Using social media to support the excellent work your organisation is already
doing, and bring it to new audiences in new ways, will save you lots of time
and will make your new social media tools really earn their keep.
Don't be bullied
Social media can be very demanding: it's built to be updated minute by
minute and keys into all sorts of psychological pressure points to make us
look at it again and again. Don't be bullied! Think of social media as just
another sort of email: you wouldn't spend all day looking at your inbox and
not doing anything else, would you? Set yourself a routine of when you
check what's happening on your social media accounts - perhaps three times
a day. Spend a few minutes at each of those points responding to people,
or posting new content, or saying hello to new followers. Then leave it alone
until the next day and so on.
Monitor how you're doing
Invest 15 minutes every week on looking back at how your social media
efforts have gone, and use that information to decide what to develop or
tweak.

Facebook

Insights and

many

Twitter

monitoring

sites,

such

as

Twentyfeet, will let you see who came, who saw and who shared your
content. You can then fine-tune your efforts to concentrate on the ones that
bear you more fruit.
Don't just monitor social media in social media, either. Keep an eye on the
monitoring your organisation uses to capture how its campaigns and
activities are doing. Are your donations up? Have you got more younger
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supporters? Are more people signing up for your newsletter? Do people say
they saw your charity on social media when asked how they heard about
you?
Your time is not only precious to you, but also to your organisation.
Showing how your social media work is helping support your group’s work is
an excellent bit of information to give your boss! It will also make you and
your colleagues feel that the time you have invested in using these new
tools is worth your while, and is really making a tangible contribution to
your organisation's cause.
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What sort of volunteers do you need?
Think carefully about what kind of volunteers are needed. Where do you
need them? What kind of skills and experience would be most beneficial?
Will you offer any formal or informal training or induction? Also think about
how long you need volunteers for, and what kind of expenses you will want
to pay. When the role description is ready, make it available from your
website or newsletter, so you have somewhere to direct interested parties in
the first instance. Be sure to ‘sell’ your charity – recruiting volunteers can be
competitive business.
Recruiting the right people – Marketing
Once your volunteer role description is ready, the next step is to get your
request out. There are many easy and free ways to do this. Ask people who
are already connected to your charity and see if they would like to
volunteer e.g. staff, trustees, donors or even friends and family of employees.
Using social media is also a great way to get the request for volunteers out.
Other means such as advertising on your website or newsletters or you
could search online:
•
•
•
•
•
•
•
•

www.volunteering.org.uk
www.do-it.org.uk
www.ncvo.org.uk/ncvo-volunteering

www.timebank.org.uk
www.goodwillgallery.co.uk
https://vinspired.com/
www.volunteermatch.org
http://www.volunteerbristol.org.uk

Recruiting the right people – Selection
The responsibility of the role your volunteers will depend on how harsh the
selection process will be. In some cases a simple informal chat about the
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charity and work will be sufficient. In others, a formal interview and
references will be needed. Working with children or vulnerable adults will also
mean a method of safeguarding the clients and the volunteers will be
needed, this may mean a Disclosure and Barring Service (DBS) check.
Getting your volunteers ready
It is important that the full potential of your volunteers should be used. They
must be informed and motivated constantly for them to want to contribute
towards your charity. Regardless of the role, each volunteer should have
some type of induction – from a telephone call or training course, depending
on the type of role. Take time to reinforce the message of the volunteers
work and have some sort of written agreement, which makes the volunteers
duties very clear.

Volunteers and Fundraising
A report by the NCVO Civil Society Almanac highlighted that 73% of adults
in England had volunteered at least once in the previous year, of these,
65% were involved in raising and handling money. Volunteer fundraisers are
clearly a valuable resource. Volunteer fundraising is one of the most
prevalent forms of fundraising and is the most frequent way in which the
majority of the public engage with and encounter fundraising practice.
Effective volunteer management can help maximise the value of volunteers
and ensure they feel valued. As with all supporters, stewardship is key.
Defining types of Volunteers
There are two main types of volunteers - 'on behalf of' and 'in aid of': 'On
behalf of' volunteers are volunteers that have authority from the fundraising
organisation to fundraise. The organisation knows that they are raising
money and may help the volunteers by providing advice and resources. 'In
aid of' volunteers have no authority from the fundraising organisation and
are acting on their own initiative. The first that the fundraising organisation
knows about this activity is often the receiving of the cheque.
The distinction between the different types of volunteer can be important in
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terms of establishing liability should anything go wrong. It is not always clear
if a volunteer is acting 'on behalf of' or 'in aid of' but it is something that
you need to be aware of.

Volunteer fundraising: more than shaking a tin?
Once you are more familiar with the rules around using volunteers to
generate income for your organisation, you’ll need to think about what kind
of fundraising you actually want done. Volunteers are commonly encouraged
to run fundraising events, or generate sponsorship, but they are often willing
to help in lots of more specialist ways, particularly if your organisation is
small.
Like all volunteers, a volunteer fundraiser will need training and support,
particularly around issues such as Gift Aid for instance. You might also want
to give a volunteer fundraiser income generation targets – do you have the
resources to support and manage this?
Do you have good volunteer inductions in place?
It’s hard to be passionate about something you don’t have direct experience
of. Existing volunteers should already know your work well, but if you’re
asking new people with specialist skills to help, make sure you’re able to
enthuse them by showing them what you do.
How much financial access and responsibility are you prepared to hand
over?
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Defining the limits of a fundraising volunteer’s responsibility is essential given
the high level of external relationships they will hopefully develop. Having
standard communication standards (for instance a case for support) and
agreed limits of authority in place will help.
Once you are clear on which types of income your organisation is ready to
pursue, then you will be able to start asking your supporters for more
specialist help. How about getting a tax specialist, or a marketing expert on
board? And if you need to look further afield, your local volunteering centre
should be able to help you craft an enticing advert, or you can take a look
at Volunteering England’s guide to creating volunteer roles:
www.Org.uk/component/gpb/creatingvolunterroles
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Trust fundraising is not rocket science, yet there is a certain degree of skill
and knowledge involved, and certain tried and tested methods can be
employed to enhance your chances of success. Although not an exhaustive
list, here are some important tips to get you going, using the acronym
TRUST to help you remember them easily!
T - Tell a story
Everyone likes a good yarn, not least trustees. Tug on those heartstrings
and make the message you are trying to get across more personal. Case
studies are vital in trust fundraising so keep a constantly updated supply to
hand, with quotes if possible. Look at the rhythm of your proposal – does it
come together well and flow as an entire document, or is it a bit disjointed?
It should be easy to read, just like a story, with a beginning, middle and
end. However, do make sure that there are some hard facts along with the
emotional side of things (see the section on Specifics below).
R- Research and relationships
Always do your research. An enormous number of worthy bids end up in the
trustees’ bins because the applicant has not done their research properly.
Read the guidelines or giving criteria closely and do not apply to trusts that
will not fund your particular type of project. Build relationships where
possible with the administrators and trustees. If any of your major donors or
Board members know the trustees, make contact and develop their interest
in your organisation and project. Remember, relationships are not a shortterm undertaking and take careful planning and cultivation.
U - USP
What is your organisation’s (or project’s) Unique Selling Point? Are you the
only one to do what you do in your local area/region/country? Do you do
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something differently to others? Can you offer better or wider-reaching
services? What will be the consequences of not receiving a grant? Learn to
really sell your organisation and its work.
S - Specifics
Trustees do not appreciate vague applications. Be specific with facts and
figures when writing about why your project needs their money, and be
specific again about exactly how much money you are asking for. Finally, be
specific when you are telling them what you will do with their money, how
many people/animals etc will benefit, what the intended aims and outcomes
of your project are, how much have you already raised, and what is your
timescale.
T - Timing
Linked in with undertaking proper research, find out wherever possible when
the trustees’ next meeting is and when the cut-off date is for you to send in
your bid. Ensure you leave yourself plenty of time to write the bid, obtain
any signatures or referees’ details required, and allow time for others to
critique your bid and make amendments. Also under the heading Timing,
thank any trust that gives you a grant immediately and do not forget to
note the date by which you need to submit a grant report, allowing plenty
of time for you to collate the relevant information from all parties.
Remember:









Keep it short
Send all the information requested
Use supporting information such as clippings, endorsements, feedback
and clear statistics to show your success.
Describe the problem and the solution – demonstrate the key problems
faced, how you aim to address them, what difference the donation
might make, how will you measure your success.
Be specific – funders like to give money to something tangible and are
reluctant to fund ‘vague’ asks (e.g. Admin costs). Try to be specific
about a project, put it in a time frame, set a deadline for your results.
Always use positive language and avoid jargon.
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Be engaging – use photos or ‘real’ stories to demonstrate your work.
Support any claims you make with evidence.
Ask for money – you can either ask for a specific donation for a set
project, or request funding for a long term project (e.g. over 5 years),
or part funding towards a target goal, or offer a shopping list of
needs allowing the funder to pick what they would like to support.
Provide a budget – explain how the money will be spent, include all
the relevant costs (it is also good practice to demonstrate how you
determined these costs, such as including quotes or accounts)
Check your application before sending it!

10 Top Funding Application Errors
1. Applying for grants you can’t get – that don’t meet the criteria
2. Asking for too much money or too little
3. Providing too much information
4. Avoid jargon and buzz words
5. Stylistic problems – no paragraphs walls of text
6. The budget doesn’t add up
7. An invitation to talk to the funder isn’t taken up
8. Forgetting to tailor the application to the funder
9. Assuming the funder knows all about you
10. What difference will you make
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Many fundraisers state that writing these sorts of letters is one of the most
difficult parts of their job. Here are a few basic rules to follow to help you
on your way.
 Understand your target audience
Don’t even touch your computer until you know whom you’re writing for.
Your target audience will determine everything about your letter from the
words you use and the format you write in, to the way it’s laid out.
 Make it personal
Once you can visualise a member of your target audience, make sure your
copy speaks personally to them. Refer to them as “you”. Instead of using “I”
or “me” use “we” or “our” so the reader feels like they’re making a
connection with your organisation. Try to get the name and position of
whom your letter is addressed to.
 Grab your reader’s attention from the start
People remember good opening lines and fundraising letters are no different.
You only have a few seconds to grab your reader’s attention so start in a
way that you know will keep them reading. For example, compare: “I’m
writing from a charity called Befriending England” to “Sometimes your
neighbour Ethel doesn’t see anyone for two weeks.”
 Use case studies
Make sure you provide a personal story that allows readers to look past the
statistics to the human stories beyond. You can either use direct quotes
from a case study or tell their story.
 Be specific
“We help homeless children on the streets of London” sounds a little vague.
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What readers really want is concrete information about what your charity
can achieve. Sentences like “We have 50 homeless shelters in the capital
providing the warmth and food which could save over 150 young people’s
lives this Winter,” make a strong, specific case for your work.
Don’t ramble
Try to keep your letter brief – no more than a couple of pages long. Try not


to fill your letter with just text, use bullet points and a neat layout to
improve presentation and make it more ‘reader friendly’. Photos can help
build a picture – but don’t go over the top!
 Be clear about your ‘ask’
There’s a purpose to writing your letter, so make sure you are clear about
your ‘ask’. Be specific. Your reader should start and finish the letter knowing
what you want them to do.
 Rewrite and revise
Using plain English isn’t about dumbing down your message. It’s about
ensuring that every one of your readers understands what you have to say
and has the opportunity to respond. Get feedback from other staff members
and amend accordingly.
And don’t forget, if you do successfully obtain a grant – don’t forget to
thank the funder!
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