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INTRODUCTION TO THE TOOLKIT 

SCAT recognises the extraordinary role that its grantees play in their 
communities and the necessity for them to find a way to continue their work 
in the future and to improve and grow their services. This requires them to 
be resilient and sustainable. This SCAT toolkit on fundraising for community- 
based organisations provides a framework to achieve the above. The contents 
are appropriate to the requirements of CBOS, particularly in rural areas, and 
take into account the conditions and constraints under which they operate. 

Critical to resilience and sustainability is the need to raise money for our 
organisations as it is difficult to provide the services the community needs 
without these resources.

This toolkit will take you through a process to ensure that you are able to raise 
funds, but also to enable you to set up a system that will help to attract support, 
which will make fundraising easier. The basics of good fundraising practice 
are included as well as information on proposal writing and budgeting.

We hope that you will find this toolkit helpful and that it contributes to your 
organisation’s success.
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WHY FUNDRAISING?
Fundraising is about looking for financial support so that your organisation 
has enough money to undertake its work. 

In order to raise money, organisations and their leaders need to identify 
possible supporters, make contact, build relationships and then negotiate an 
agreement for support. This work is outward-facing. In other words it is work 
that happens outside of the organisation’s operations and programmes.

Why fundraise?

Some organisations rely on unpaid volunteers, but most organisations need 
money to run their programmes and pay their staff. In addition, organisations 
have other costs such as transport, stationery, phones, the internet and wifi.

Why are people nervous to fundraise?

Many people feel uncomfortable asking for money. It is important to 
understand that fundraising for your organisation is not the same as begging 
for money. You are offering the donor an opportunity to make a difference by 
partnering with you. There are benefits for donors such as:

• A chance to do something that they cannot do on their own.
• A chance to connect with people that they would often not ever meet.
• A chance to understand South Africa in a broader way.
• Being part of social activism, even if they are not doing this themselves.
• Leaving a legacy of good work by partnering with you.

In order to move away from thinking about begging, rather think about how 
to attract donors to your organisation. This would include:

• Building relationships with potential donors before discussing funding
• Sharing what you do with those potential donors so that they become 

interested in your work
• Building trust and confidence between the potential donor and the 

organisation.
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What to think about before fundraising?
Fundraising is important to the survival of the organisation. However, the 
organisation, and especially the management committee, needs to think 
about some things so that it can be clear what money it needs. It should ask 
itself questions about sustainability and resilience.

What are sustainability and resilience?

SUSTAINABILITY is when you have ways to secure your financial and human 
resource needs, whilst ensuring your community and stakeholder relations 
are strong, so that your organisation can continue its work in the future. 

In this toolkit we will focus on your financial needs and look at what you can 
do to ensure that you have enough money for the longer term. Key things that 
can help an organisation to be financially sustainable include:

• Having more than one donor
• Having different kinds of donors
• Having other sources of income such as membership fees or fees for 

services
• Keeping aside some money for an emergency (reserve funds)
• On-going fundraising all year
• The co-ordinator needs to keep building relationships with all stakeholders, 

including donors with the support of the Management Committee.

RESILIENCE is when an organisation can survive a crisis, especially when 
our world is changing so fast.

Our environment is always changing and we need to be alert to those changes 
and adapt what we do.  There are many things that can affect our communities 
such as Covid-19, increased unemployment, community disputes, political 
changes or natural disasters. There are also things that can affect our 
organisations such as loss of donors or a breakdown in relationships with 
community leaders.
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Key things that can help your organisation to be resilient include the following:

• Leadership should regularly think about risks to the organisation and what 
can be put in place to deal with those risks in advance so that you can 
avoid crises

• Keep pace with and watch changes in the country and your community so 
that you can adapt and react quickly

• Good stakeholder networks to support you in times of crisis
• Collaborating with partners
• Proper planning on a regular basis
• Well-managed finances
• Look after your staff and volunteers, recognise their work and involve 

them in decisions
• Check in with staff about issues that affect them from doing their work.

some questions to ask to assess your organisation’s 
resilience

1. If your organisation faced a crisis, would it have good leadership 
within the organisation to deal with this?

2. Do people in your organisation work on a problem until it is solved?

3. Do you regularly check in on issues that affect the community we 
serve to ensure you have early warning on issues that might occur?

4. Can you make tough decisions quickly?

5. Do you build relationships on an on-going basis with others who 
you may need to work with in a crisis?

6. If some of your key people are not available, do you have others 
who can take over their roles?

7. What stops you from working with other organisations and can you 
find a way to deal with the issues that prevent co-operation?

8. Do you have reserves to see you through a crisis or change?

9. Do you think your organisation can respond to unexpected events 
and be flexible or are you bound by your own internal processes?

10. Is your management committee knowledgeable about the issues 
that the organisation faces?
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How to think about fundraising
Many people are scared to fundraise or don’t enjoy raising money. As 
mentioned before, this is usually because they feel as though they are begging 
and that makes them very uncomfortable. It is important to understand that 
in the modern world, donors are looking for good projects. They want to play 
a role in making a better world and actively seek partners. You are therefore 
offering a donor the chance to do something that they cannot do without you.

It is also important to focus on the donor and not the money. Donors are 
people and the funds will come in when they trust you and feel confident in 
your organisation. 

If you are focussing on the donor, you can start to think about what would 
attract them to the organisation.  You could consider the following:

 √ Being clear about the purpose of the organisation so that you can 
communicate well

 √ Ensuring that the Management Committee has been governing the 
organisation effectively

 √ Understanding the role of your leadership in networking and building 
relationships

 √ What kind of messages your organisation sends out to the public and if 
they are in line with your purpose

 √ Monitoring and measuring your work and its outcomes so that you have 
information for the public and donors

 √ Ensuring there is news about your organisation in the media, local media, 
social media.

• That you have an up-to-date website.
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What should be in place to ensure  
fundraising success

We often wonder why some organisations receive funds, whilst others do not. 
What makes the difference between success or failure? Why do donors prefer 
some organisations over others?

These questions are asked frequently and the answer is very simple. 

Organisations receive funds when donors know what they do and have 
confidence in their leadership.

This means that for successful fundraising, organisations need to think 
about what they should do to reach out, build relationships, create trust and 
a common understanding of their purpose.  This also contributes to their 
resilience as donors will continue to assist organisations in crises, if their 
relationships are strong.

Once a donor has decided that they are interested in your organisation, they 
do their “due diligence”. That means that they check various things about the 
organisation. These can include the following:

 √ Legal and tax status
 √ The Management Committee and organisational leadership
 √ Purpose of the organisation and its programmes
 √ Financial systems and financial reports
 √ Data and evaluations 
 √ Website
 √ Other donors

To make things simple for donors, these can all appear on your website.
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some questions to assess if your organisation Would be 
attractive to donors

Yes No

1. Does your founding document or constitution have a 
clear purpose for the organisation?

2. Does your leadership and staff know that purpose?

3. Are you focused on achieving that purpose or are you 
doing things that do not fit that purpose?

4. Have things changed since the organisation was 
formed? If so, have your reviewed your programmes?

5. Is your leadership actively developing networks that will 
support you and connect you to others?

6. Are you building relationships with potential donors?

7. How do you make the public aware of your 
organisation?

8. Do you monitor and measure your work so that you 
have information for your donors?

9. Do members of your Management Committee and your 
Co-ordinator spend planned time meeting potential 
donors or inviting them to visit your community?

10. Are all your registrations up-to-date (NPO Directorate, 
SARS Tax Exemption, UIF, PAYE)?

11. Do you have a financial report?

12.  Do you have a budget for the next three years?

13. Do you have a website? If so, does it include:
• Your purpose
• Your staff
• List of Management Committee members
• Your programmes
• Data on beneficiaries
• Your annual report
• Your annual financial report
• Your founding document, NPO and PBO status
• List of donors
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ORGANISATION FOCUS

A focus on organisational purpose
It is difficult to raise funds if there is no organisational clarity about your 
purpose. Have you checked if there is agreement on the organisation’s 
purpose?

questions to ask yourselves about purpose:

1. Why does our organisation exist?
2. What do we want to be remembered for?
3. What is our key purpose?
4. Is our purpose clear in our constitution/founding document?

If an organisation has no clear purpose, it is difficult for donors to understand 
what it does. Donors will ask what your purpose is. Sometimes we answer by 
explaining what the organisation does, such as training, vegetable gardens or 
running an advice centre.  But these aren’t the purpose of the organisation. 
Why does it do training, develop vegetable gardens or why does it have an 
advice centre? That would explain its purpose.

The purpose is the basis for all organisational strategies and plans.
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Organisational strategy

What is a strategy?

A strategy is WHAT you agree to do to achieve your purpose. For example, 
if your purpose is to ensure food security, you may have two or three strategies 
such as 
• A community garden
• Training for future farmers 
• A food purchasing co-operative.

Your strategy focuses on what you want to do to improve your community. 
When the organisation is evaluated, the success of your strategies will show 
if you have made an impact, been effective and that your purpose has been 
achieved. When the situation changes, you can change your strategies.  For 
example, if government provides farmer training, then the organisation may 
wish to adopt another strategy.

STRATEGY

WHAT

EXTERNAL EFFECTIVE
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questions to ask about strategy

Taking into account that your strategies are what you want to do to achieve 
your purpose:

1. Has your organisation reviewed its founding document to recheck its 
purpose?

2. Has your organisation changed its strategies over the years? Why?
3. What strategies worked and what did not?
4. Have you considered what strategies you might want to implement this 

year that are different from previous strategies?

Organisational planning

What is planning?

Planning is HOW you will implement your strategies.  For example: How 
will you establish your community garden:
• What resources will you need (land, staff, equipment, seed, fertiliser)?
• Who will do it (staff, community members)? 
• When it will be done (timeline)? 
• Who do you need to bring on board?
• Will you partner with any other organisations or government?

PLANNING

HOW

INTERNAL EFFICIENT
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• How many programme participants will you work with?
• How many people will benefit?
• What it will cost (budget)? 

These issues are under the control of your organisation and are therefore an 
internal matter. Measurement of your output will show how efficient you are 
if the tasks were done well, on time and that the budget was well spent.

Organisational financial planning
It is important to plan at least three years ahead rather than work on an annual 
budget. This means that when you speak to a donor you can discuss the future 
as well as your immediate needs. Some donors provide for three or five year 
grants, so you need a longer term budget.

It is important that all costs linked to your programmes are covered in your 
budgets, including your overheads. Overheads should not be separated 
from your programmes because every programme uses some of your 
overheads including:

• Staff (all staff who have any link with the programme) including salaries, 
UIF, medical aid, insurance, staff development, recruitment and induction

• Rent and utilities (water, electricity, sewerage, rates)
• Supplies such as stationary, printer ink, cleaning materials, tea and coffee
• Communications such as mobile phones, wifi, internet, computer systems 

such as Microsoft, post, courier
• Travel costs such as vehicles, taxis, flights and accommodation
• Maintenance, insurance and security
• Equipment such as computers, printers, switchboard, fridge, kettle
• Marketing costs such as website
• Governance related costs such as audited financial statements, annual 

reports and board meetings
• Fees for services such as your lawyer, accountants, evaluator, facilitators or 

other consultants
• Administrative costs at 10% of the overall budget to cover bank fees and 

other administrative elements.
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questions to ask about planning

Taking into account that planning is how you will implement your strategies:

 √ Is your annual planning linked to purpose and strategy, or do you mainly 
repeat the same things you have always done?

 √ Are your plans written down each year with clear objectives?
 √ Is it clear who is responsible for delivery of the plans?
 √ How are they accountable for their work and delivery?
 √ Are you able to deliver everything you plan?
 √ Do you have the knowledge and skills for your programmes to be efficient 

and effective?
 √ Are your plans fully costed with budgets that are tracked?
 √ Do you have all the resources you need?

questions to ask about effectiveness and efficiency 

Donors are interested in whether your organisation is effective and efficient. 
It is important to know what these terms really mean so that you can respond 
to questions.

Effectiveness is measured by the amount of change you have made in your 
society. This is linked to your strategies and purpose.

 √ Did you meet your intended outcomes?
 √ Did you make an impact?
 √ Can you measure the change you made?
 √ Is this all because of you, or are there other factors?
 √ Have you achieved your purpose?
 √ If you did not achieve your purpose, what would you change?

Efficiency is measuring how well you performed.  This is linked to your 
planning and delivery.

 √ Did you have the right staff doing the work?
 √ Were the programmes run well?

 √ Well attended?
 √ On-time?
 √ Good facilitators?
 √ Good evaluations?

 √ Did you stick to the budget?
 √ Overspend?
 √ Underspend?

 √ Did you make mistakes?
 √ What did you learn from your mistakes?
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The role of leadership in fundraising
Successful fundraising depends on donor confidence in organisational 
leadership. This could be the Chair of the Management Committee or the Co-
ordinator. Donors and supporters need to be confident that the organisation 
is well led, well governed and well run. They especially want to be sure that 
the organisation delivers the promised programmes and that the funding is 
used for those programmes.

Organisational leaders are responsible for fundraising and therefore need 
to be at the frontline when it comes to meeting and speaking to donors. If 
potential donors do not know the leadership, they cannot build trust which is 
important in the relationship. Without a full understanding of who is leading 
the organisation and who is accountable for its results, donors will not commit 
to a grant.

It is therefore important to find ways to create interest and trust in the 
organisation and put its leadership up-front.

questions to ask

• Does your co-ordinator play a clear leadership role?
• How much time does you co-ordinator spend on building external 

stakeholder relationships each month?
  0%................................................................................................................100%
• How much time does your co-ordinator spend specifically on fundraising 

each month?
 0%................................................................................................................100%
• Who is the first point of call for donors when engaging with the 

organisation?
• Who is the main communicator with your donors?
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Organisational message and voice
In order to attract support, it is helpful if people learn about the organisation. 
One way to create awareness of your organisation, its work and its values is 
by creating more “voice”. This goes beyond marketing and a website, and is 
about engaging more broadly with other stakeholders and publics. However, 
the key messages that constitute “voice” need to be clearly developed in 
line with the purpose and strategies of the organisation so that there is no 
confusion.

A strong voice is important for the following reasons:

• It strengthens your brand.
• It differentiates you from other organisations and shows what makes you 

unique.
• It connects you to others, including those you may not have met personally.
• It builds on your existing relationships.
• If it is aligned with your purpose and strategies, it clarifies your specific 

role in a consistent way.

Creating “voice” can be done in many ways including:

• Writing articles or opinion pieces for newspapers and other publications;
• Attending forums, gatherings and conferences where you can do a 

presentation or ask questions and participate in discussions;
• Adding your opinion and response to articles on social media;
• Maintaining relationships with existing stakeholders and building new 

relationships so that your views are clear to those who support you;
• Building relationships with journalists, especially if you are involved with 

advocacy;
• Connecting with government at all levels so that officials know your views 

on issues that pertain to your community and sector;
• Creating partnerships with other non-profit organisations to strengthen 

your joint voice. 

Donors are attracted to organisations with the same values as their own and 
your voice (opinion and beliefs) will lead them to you. 
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questions to ask about organisational voice

1. What is your key message that should be communicated?
2. How do you communicate beyond your own circle of stakeholders and 

existing donors?
3. How would you like to expand your “voice” to a wider audience?
4. What steps can you take in the next six months?

Metrics
The more data you have about your organisation, the more interested donors 
will become. It is important to provide data relating to your work, especially 
how effective you have been. Can you measure the impact you have made 
on your community? Putting monitoring systems in place to ensure that 
your plans are efficient, and then undertaking an evaluation of your work 
will enable you to provide evidence that you have been effective in creating 
change. It is also important to recognise that your organisation cannot claim to 
have created all changes as there are always other people involved, including 
your own beneficiaries.

questions to ask in relation to metrics

Have you played a role in 
• changing lives and conditions in your community? 
• changing people’s behaviour? 
• changing circumstances?
• building competence and capacity?
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FUNDRAISING 
READINESS
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FUNDRAISING READINESS
Fundraising is an on-going activity, but this first section on attracting funding 
is critical to your success. You do not have to wait until everything is in place, 
but the key elements outlined above will help to make fundraising more 
successful and easier. 

No matter how good you are at what you do and how well-known your 
leaders are, it is important to put in place fundraising management systems 
so that you can plan for fundraising, continue to gain support and ensure 
that fundraising is managed efficiently.

Fundraising management systems
Fundraising is not an ad hoc activity. There are some basic systems that need 
to be in place to ensure effective and efficient fundraising. There are five key 
activities in this system as follows:

1. Development of a Case for Support
2. Donor research
3. Relationship Building (Cultivation of relationships)
4. Meetings with potential donors and other forms of “asking” such as 

proposals
5. Donor care (Stewardship)

It is important to note that fundraising does not take place in a silo in an 
organisation and that effective internal systems and controls are essential for 
efficiency and effectiveness in fundraising. These include:

• Systems to ensure that donor reports go out on time, both narrative and 
financial;

• Systems to ensure the funding is tracked and that the organisation can be 
fully accountable for the use of funds in line with donor agreements;

• A data base of donors to capture elements of the relationships between 
donors and the organisation such as contact details, meeting records 
including summary of discussions, contracts, funding received, any other 
pertinent matters pertaining to specific donors. This record is essential for 
organisational memory, especially when there is a change in leadership;

• Invitation list that is used for events in which all donors, potential donors 
and other key stakeholders are included.
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Developing a case for support
Every organisation should develop a Case for Support. This is a written 
document that outlines why you should receive donor support and is a key 
message for your existing and potential donors.  A case for support is not 
about the organisation’s needs (eg it needs money to pay its rent or staff). It is 
about why you should be supported to make an impact on society. It is initially 
an internal document but should be produced as a resource for all other 
documents that are required in the fundraising process, such as material for 
your website; letters to potential donors; proposals; brochures and strategy 
documents. The use of infographics to back up the text is helpful and makes 
the document easier to read and understand. 

The Case for Support can include the following:

• What is the problem you are trying to address (including data)? 
• As this is the opening section of the Case, it should exhibit passion 

for the issues you face. The way it is written will encourage donors to 
keep on reading and this opening section needs to be well crafted to 
hook the reader. 

• Never start with the history of the organisation – the donor is looking 
for a cause, not an organisation, and therefore the issue you want to 
address is the most important element of the Case.

• What are your suggested solutions?
• Information on your organisation

• History of the organisation
• Your purpose
• Your strategies
• Your plans
• Your leaders
• Your strengths
• Your beneficiaries with information and data (you can use infographics)
• The impact you have made – use data such as graphs and statistics. You 

can include stories of the work you have done as well as photos and/
or comments from beneficiaries, partners and your existing donors

• Your budgets for the next three years, including what has already been 
raised

• Your staff and why they are best equipped to do the work
• Your existing donors

• Why this is important and urgent
• How donors can support the organisation (or specific programmes). This 

section is very important and should be written in a way that will encourage 
your potential supporters to feel part of your work in addressing the 
challenges you face.

• An invitation to donors to join you in your work.  
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Each Case for Support is unique to each organisation. The content provided 
above is a guide and each organisation should seek its own descriptions for its 
content. For example, instead of calling a section “Impact” you could provide 
a heading such as “Providing Food Security for a Thousand Children!” and 
then include detail of how you achieved that. 

Once you start to use the document as a way to engage with donors, the 
issue of professional design needs to be considered as it can impact on the 
impression your organisation makes on potential donors. Use your brand so 
that the document clearly relates to your organisation. If you don’t have funds 
for a professional to assist, you can use PowerPoint as a way to develop the 
Case. When you do this, make sure that the document is user friendly as follows:

• Ensure your text is readable, that paragraphs are well numbered, that 
headings are clear in bold or underlined. 

• Instead of long complicated paragraphs, break up the content and use 
bullet points that are easier to read.

• Use high resolution photographs
• Use text boxes to make a strong point
• Use colour where it will make a difference.
• Use data such as graphs, charts and infographics.

questions to ask about a case for support

1. Who is responsible for gathering the information required for a Case for 
Support?

2. Who is responsible for writing the document?
3. Should such a document be part of a workshop for staff and your 

management committee?
4. Should you ask your important partners, stakeholders and existing donors 

for feedback?
5. Can you think of various ways this material can be used in your organisation?
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DONOR
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DONOR RELATIONSHIPS

Donor research
As mentioned previously, fundraising is not an ad hoc activity. There has to 
be a plan and in order to develop that plan, some research needs to take 
place to create a potential donor list. Based on that plan, decisions can be 
made as to how to approach those donors. 

Donor research is an on-going activity. It can be done by the co-ordinator, 
a staff member, a volunteer or by an intern. The main element is to find 
donors that are interested in the kind of work that you do. For example, if 
your purpose is food security, you will not choose a donor who provides 
university bursaries. However, you can look at your work and think of it from 
different perspectives. If your purpose is again food security, this can be seen 
in various ways such as community development, women empowerment, 
food gardens, agricultural training or even entrepreneurship if some of the 
excess is sold.  You would therefore have a range of donors to approach, 
rather than just those that focus on food security.

The most likely prospective donors (prospects) include:

• Your existing donors
• Donors who are interested in the kind of work you do
• Donors who support other organisations doing similar work to yours
• People who have shown interest in your work and visited you

There are many different kinds of prospects in the “donor market”.  
They include:

• Philanthropic foundations, both local and international
• Companies through their corporate social investment
• Government at all levels
• International agencies
• Individuals who share your values and understand the work you do.

It is important to have more than one or two donors, so that you are not 
dependent on one who may stop funding you  Donors sometimes shift their 
interests when the context changes. For example, Covid-19 has had a big 
impact on how donors do their grantmaking and this could change their focus 
in future. In addition, if something badly affects the economy such as Covid-19 
or corruption, donors may find that their funds are inadequate and they cannot 
give as much money as usual. It is therefore important to have different donors 
so that if one stops their support, the organisation can still continue.
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What information is required for donor research?

• Is the donor focused on some area of your work?
• Has the donor funded you before or other similar organisations?
• What is the size of their grants?
• Who would be the best contact person?
• The contact email and/or phone number
• Are there any deadlines for board meetings or donor decision making?
• Has anyone from your organisation ever met them in the past?

Where can the information be found?

• Company websites: 
• Look for their corporate social investment menu
• Look for their focus area and who they are funding
• Check if there is a specific geographical area that they fund
• Check the size of their grants
• Check if there are any deadlines
• Check if they give advice on how they like to be approached
• Check if there is a proposal format or on-line application form
• Find the contact person and their email. You may have to call the 

company and ask for the person or their personal assistant in order to 
get the email. 

• Foundation websites: 
• Look for their focus areas
• Look for their list of grantees
• Check the size of their grants
• There may be a special menu of information for grantees
• Check if there is an on-line application form
• Check deadlines
• Find the contact person and their email and phone number. 

• Websites of other organisations similar to your own
• Check who funds them
• Then check those donors and see if they are interested in your area 

of work
• Facebook sites: lots of donors have facebook sites. Look at the kind 

of articles they place on those sites and see if they share the same 
interests as your organisation

• LinkedIn: this is more for professionals, but it provides a lot of 
information on up-coming publications and conferences

• Websites and PDF downloads of organisations such as Trialogue that 
research corporate social investment in South Africa
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• Your own networks: people in your networks often know what donors 
are doing.  These include members of your management committee, 
your current donors, your colleagues in your sector, government 
connections as well as any evaluators or consultants that you have used.

keeping a prospect data base

All the information that you are able to collect on an on-going basis should 
be kept in an accessible place. This is valuable information and must be kept 
up to date.  You will not need an expensive special data base, but can start 
with a Word or Excel document with columns.  Storing this information is 
important in case your co-ordinator or researcher leaves, you will still have 
the information. 

donor research and the fundraising plan

Once you have your list of prospective donors, you can develop a fundraising 
plan. You can decide, based on the research:

• Which donors should be a priority
• Whether anyone in your organisation has had a connection with a possible 

donor before
• How will they be approached, including a personal approach, a meeting, 

a letter or a proposal.
• How will relationships be built
• Who would be the best person from the organisation to connect with them
• Which ones you will not approach. For example, you may not want to be 

associated with a company that is involved in environmental damage.

preparing for a meeting With a potential donor

The information you have is important for your co-ordinator when meeting 
a new donor. Knowledge about the prospect is helpful for a meeting so that 
you can steer the conversation in the direction of the work you do. This would 
include knowing the interests of the donor, their focus area and any past 
connection with your organisation. 

If the meeting is not on-line, but in person, the researcher should also help with 
the exact address for the meeting and contact numbers in case something 
happens that will make you late for the meeting or you are lost. 
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AWARENESS ATTENTION ACCEPTANCE
ALLEGIANCE

questions to ask about prospect research

• Who will do the prospect research for our organisation?
• Who will keep the information up to date in case a donor’s focus area 

changes or their staff leaves?
• What categories does our work fall under?
• Who is in our networks who can advise us?
• Should we have a focus group including the management committee to 

start the prospect list?

Donor relationships 
Successful fundraising is based on relationships.  If people don’t know who you 
are and what you do, they cannot develop the interest and trust in your work 
and your organisation that is essential to making a donation. It is therefore 
important to build relationships across your networks and stakeholder groups 
in order to fundraise effectively. Building relationships is not an ad hoc activity, 
but needs to be consciously undertaken, particularly by the management 
committee and the co-ordinator or Director.

The key elements in building relationships are:

aWareness

The beginning of all relationships is awareness that the other person or 
organisation exists. In order to build awareness, the organisation needs to 
put in place a programme to build awareness. This can include the following:

• Producing an attractive annual report and sending it to your donors, 
potential donors and other stakeholders.

• Write letters to the newspaper about your views on things that affect your 
community.

• Connect with your local community radio station and see if you can 
develop a partnership with them in order to provide your news to the 
community and further afield.
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• Have an open day and invite people to attend.
• Use Facebook and other on-line platforms to grow your visibility

Questions to ask about awareness

• What are the most attractive things about your organisation?
• What are some things you could do to make donors aware you exist?
• Could you deliver a plan for the year to get the news about your 

organisation to a broader audience, including the donors that you have 
identified in your donor research?

• Who would be responsible for creating the plan?
• How will the plan be implemented?
• Who is the spokesperson for your organisation?

attention

Once donors and the public are aware of your existence and have some 
interest in what you do, it is important to attract their attention further so that 
they can get to know you better. It is important for them to understand the 
values you stand for, the activities that you undertake and the impact that you 
are making.  This cannot all be on paper, but needs to be more personal in 
order to ensure that the potential donor starts to become invested in your 
work and that they understand the social problem that you are addressing.

You can gain attention in a variety of ways that suit your organisation and can 
include the following:

• Meetings with leadership and staff.
• Introductions to your beneficiaries.
• Arranging a donor forum which can include prospective donors. They will 

be interested in hearing what your existing donors have to say about the 
organisation

• Invite the prospective donor to join a panel or a session in a programme 
to see how you work.

• Keep the prospect informed of your progress and achievements, including 
any exciting news.

Questions to ask about attention

• What does your organisation do now to gain the attention of donors you 
have identified as possible partners?

• Can you develop a way to show potential donors what you do and what 
your impact is?

• Who would be the key point person for potential donors?
• Where can you include potential donors in your current programmes  

or work?
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acceptance

Acceptance is when a donor has decided that they are really interested in 
your organisation. However there is still more to be done to ensure that the 
donor has enough trust in the organisation to actually make a grant.  The 
donor has to start feeling part of the organisation, talking about “we” and not 
just “you”. Some of the issues that will lead to a proper commitment include 
trust in the leadership, trust that the funds will be spent well, trust that the 
programmes will be delivered efficiently and on time as well as trust in the 
impact that you say you can make. 

Trust is based on respectful personal relationships and it is important to be 
sincere about these relationships. They should not only be about money, but 
they can become a partnership as the donor’s goals should be the same as 
your own.  It is important to think about a longer term relationship where both 
the organisation and the donor achieve a jointly agreed outcome, based on 
their shared values and objectives. In this respect the organisation plans for the 
future, based on purpose and strategy, are shared with the prospective donor.

Trust is also built when a donor sees who else funds you and who your other 
partners and stakeholders are. The donor feels more comfortable when your 
associates are also respected people or organisations with good reputations. 
It is therefore important to encourage the donor to meet with your broader 
stakeholder group. 

Questions to ask about acceptance

• What steps can you take to build trust with a potential donor who has 
shown great interest in your organisation?

• Do you introduce potential donors to your wider network and other 
donors?

• Is your organisation positioned as trustworthy and effective?
• Does this need improvement?
• What can be done to build its reputation as a trustworthy and reliable 

partner?

allegiance

This is when the prospective donor has made the actual decision to fund your 
organisation and a new relationship is developed, based on agreements, 
contracts and a joint vision going forward. It is a basic shift in the relationship 
with more formal elements, combined with the elements of trust already 
mentioned. Most importantly, the organisation must maintain its relationships 
with the donor to ensure that the trust and commitment is maintained in the 
longer term. This includes ensuring the relationship remains respectful and 
honest with full compliance of any contractual obligations.
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Negotiations with donors

requesting support from the donor

The relationship rather than the funds should be the priority. If you build 
strong relationships, support will be gladly given. It is best to wait until both 
you and the potential donor are comfortable to talk about funding and not 
to jump ahead before that point.  The donor is likely to ask you what support 
you need and then you can discuss that. However, if you have met with them 
several times and they have visited your projects, they may need a nudge and 
you could ask for an exploratory meeting to discuss possible support.

Questions to ask about “asking”

• Are you nervous about meetings to discuss funding?
• If so, why?
• Have you made an effort to build relationships before discussing funding 

with donors?
• Can you give an example of a successful fundraising meeting?  Why do 

you think it was successful?

The best way to raise funds is face to face meetings, yet many people are 
nervous about meetings with donors. If you already have a relationship with 
donors, then these meetings should be relatively easy as it is possible that the 
meeting has been requested by the donor.

arranging the meeting

If the donor already knows who you are, then there should not be a problem 
setting up a meeting. However, if you are making a first call, it may be more 
difficult. Tips for arranging the meetings include the following:

• Very often the donor’s emails go through their personal assistant or 
secretary, and it is therefore useful to find out who she is from the 
organisation’s switchboard.

• Call him/her and ask for the donor’s email address. Use his/her name 
when introducing yourself. He/she may suggest that you use her email 
and will then forward it to the person you want to see.

• If the donor has asked you for a meeting, say so.
• You may have to write a short email about the purpose of the meeting. It 

should be short and to the point – describe the issue that you are dealing 
with and ask for a discussion about possible support for the organisation.

• Build a relationship with the secretary or PA – thank them for their assistance 
and use their name.
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• If a meeting is agreed to, follow up with an email confirming the date, 
time and venue. If it is on-line, confirm that you will send a zoom/teams 
invitation. 

• Do not send your proposal beforehand unless they ask for it. You will need 
to see what the outcome of the meeting is before you submit a proposal.

letter of inquiry

Sometimes donors ask organisations to write letters of inquiry so that they 
can respond to say if they would be interested to meet or not. Your letter, in 
the form of a short email, can include the following:

• Outline the issue that you are addressing
• Provide your solution
• Add some information on your organisation and its record
• Why you are capable of delivering a solution
• Ask if you can meet to explore possible support or to submit a proposal 

or grant application.

You can also attach your founding document, your financial report, a list of 
your management committee members and your other donors. 

Do not send a proposal at this stage.

meeting preparation

It is useful to prepare for a meeting and your preparatory notes can include 
the following:

• Notes from the donor research you have done.
• Some personal information about the person with whom you are meeting 

such as their work history, age, gender, position in the organisation.
• Any information about their relationship with the organisation such as 

past meetings or visits.
• A check on the size of their existing grants to other organisations (you 

can often find this in the annual reports of other organisations on their 
websites, or on the donor’s website).

• Check if they can give. For example, a company that is failing is unlikely to 
give money.

It is wise to give thought to questions that they may ask you including:

• Information on your board and your staff.
• What your programmes have achieved.



35FUNDRAISING TOOLKIT 

• What new programmes are you planning.
• Information on your organisation’s budget and what new programmes 

will cost.
• What data you have to indicate the size of your beneficiary group and to 

measure your success.
• What impact you have made on your community.
• Who your other donors are.

If the meeting is at an office and not on-line, additional practical preparation 
includes:

• Address of the meeting, a map or GPS on your phone
• Contact phone number
• If you are not going by car, then uber or taxi, train or bus routes
• A notebook and pen
• Business cards and pamphlets
• Back up documentations that might be requested such as your annual 

report, financial statement and any evaluations that you might have done.

the meeting

It is useful to have two people from the organisation at a fundraising meeting, 
such as the co-ordinator or management committee member to lead the 
discussion, and then one other person to take notes and to assist with further 
information if required.  The notes from the meeting are important as they will 
remind you what was agreed, what questions still require answers and what is 
required going forward. 

People are busy so the meeting needs to be short and to the point. Make sure 
you are clear what the meeting is about and what information you want to supply.

some does and don’ts for a meeting

• Be on time, don’t be late.
• Know the person’s name.
• Don’t smoke or chew gum.
• Switch off your mobile phone.
• If you have dealt with the person’s assistant or secretary, make sure you 

introduce yourself and greet them. Thank them for their help.
• Show enthusiasm for your organisation.
• Don’t overwhelm the donor with lots of talking.
• Listen carefully to the donor and respond with interest.
• Do not place pressure on the donor.
• Do not ask for money up-front. Wait until the issue of budget comes up in 

the discussion.
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What happens in a meeting?

in person on-line

Greetings • Shake hands and 
introduce yourself and 
anyone accompanying 
you, with your roles in the 
organisation.

• Provide your business 
card so they can use it as a 
reference in the meeting.

• Accept refreshments if 
offered.

• Thank the person for their 
time and ask how much 
time they have for the 
meeting.

• Thank the person for 
meeting with you.

• Introduce yourselves 
including your roles.

• Confirm how much 
time they have for the 
meeting.

Purpose of meeting • Explain the purpose 
of the meeting as (1) a 
discussion around what 
your organisation does 
and (2) whether they 
would be interested in 
supporting you.

• Do not ask for money.

• Explain the purpose 
of the meeting as (1) a 
discussion around what 
your organisation does 
and (2) whether they 
would be interested in 
supporting you. 

• Do not ask for money.

Description of your 
organisation

• Describe the issue that 
your organisation is 
dealing with (including 
some data if you have it).

• Explain your solution to 
the problem.

• Explain exactly what your 
organisation has achieved 
and what it plans to do.

• If you are seeking support 
for a specific project, 
outline what that entails.

Describe the issue that your 
organisation is dealing with 
(including some data if you 
have it).
Explain your solution to the 
problem.
Explain exactly what your 
organisation has achieved 
and what plans to do.
If you are seeking support 
for a specific project, outline 
what that entails.

Their response • Allow the donor to 
comment and ask 
questions.

• Listen carefully and take 
notes.

• Don’t interrupt.

• Allow the donor to 
comment and ask 
questions.

• Listen carefully and take 
notes.

• Don’t interrupt.
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in person on-line

Your response • Answer the questions 
clearly. If you don’t have 
an answer, say so. Don’t 
make things up.

• When answering, identify 
common ground.

• Answer the questions 
clearly. If you don’t have 
an answer, say so. Don’t 
make things up.

• When answering, identify 
common ground.

Further discussion • Allow the discussion to 
come naturally.

• Let the donor speak and 
ask further questions or 
make comments.

• Allow the discussion to 
come naturally.

• Let the donor speak and 
ask further questions or 
make comments.

Offering or asking • The donor is likely to 
indicate whether they will 
support you or not.

• If not, thank them for the 
meeting and ask if you 
can contact them next 
year.

• If yes, then ask specific 
questions:
• Do they require a 

proposal?
• What specific 

elements would be 
important for them?

• Is there a deadline?
• Could they guide 

you on the amount to 
request?

• Is there a specific 
proposal format 
required?

• The donor is likely to 
indicate whether they 
will support you or not.

• If not, thank them for the 
meeting and ask if you 
can contact them next 
year.

• If yes, then ask specific 
questions:
• Do they require a 

proposal?
• What specific 

elements would be 
important for them?

• Is there a deadline?
• Could they guide 

you on the amount 
to request?

• Is there a special 
format required for 
the proposal?

Closure • Summarise what has 
been agreed and confirm 
that you will send any 
documentation requested.

• Thank the donor for the 
interesting meeting and 
indicate that you look 
forward to further contact.

• Summarise what has 
been agreed and 
confirm that you will 
send any documentation 
requested.

• Thank the donor for 
the interesting meeting 
and indicate that you 
look forward to further 
contact.
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after the meeting

There should always be follow-up from the meeting in order to maintain 
contact with the donor. This can include:
• Writing a contact report for your own files so that you don’t forget what 

happened at the meeting. The person who accompanied you and took 
notes can draft this for you. It will also provide a record for any new leader 
if they need to know what the relationship with the donor has been. It 
need not be a long detailed report, just a summary of the key issues.

• Writing a thank you email to the donor confirming what was agreed at the 
meeting and that you will follow up accordingly.

• Send the documents requested as well as your proposal which should 
reflect what was agreed at the meeting. Check the proposal deadline and 
make sure it is not late.

• If the donor has indicated that they cannot fund you, it is still important to 
write and thank them for their time and indicate that you will connect with 
them in future.

folloW up

A good donor will acknowledge receipt of your email and confirm any action 
that they will be taking. However, if you have not received any response, 
you can follow up about ten days later to ensure that they received the 
documentation. Do not pressure the donor, but if you know a board meeting 
has taken place where decisions were to be made, you could follow up about 
ten days later to ask if there has been any progress on decision-making. 

Often the donor or their board may have further questions and they should 
be answered fully and quickly in order to have the proposal resubmitted to 
the next board meeting.

Questions to ask before you accept the funds

• Are you being donor led, or is this really what you want to do?
• Are there other costs involved as a result of your accepting these funds?
• Can you service the donor requirements, such as very complex monitoring 

and evaluation, or reporting every month for a small donation?



39FUNDRAISING TOOLKIT 

Donor care and donor renewal
The most likely source of funding in the future comes from your existing 
donors. It is therefore important to maintain these relationships as a priority.  
The donor’s experience with the organisation should be easy and even 
enjoyable. Key elements of donor care include:

• Receipting and thanking
• Reassurance
• Recognition
• Reporting: narrative and financial – see contract
• Rebuilding the relationship
• Reducing stresses in the relationship

thanking and reassurance

Besides being good manners and the right thing to do, thanking donors 
reassures them that you have received the funds. It is also a form of recognition 
and acknowledgement. There are many opportunities to thank donors 
including:

• After a meeting with the donors
• When receiving confirmation of the grant
• When signing contracts
• When funds are received
• At site visits
• In your annual report
• Having a special thank you event to announce the funds have been 

received

recognition

Some donors like to be publicly recognised, whilst other prefer quiet 
recognition. There are various ways an organisation can recognise donors 
including:

• In your annual report
• In your financial statements
• Putting their name and logo on your website
• Putting up a sign or plaque in your offices
• Naming a programme or space after the donor
• Sending them a certificate of appreciation – this can be made on your 

computer or you could ask someone to design this. Often donors, 
particularly companies, like to hang these on their walls.
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reporting

There is nothing more irritating for a donor than late reports, or no report at 
all. It shows that the organisation lacks management systems and does not 
care about accountability. Reports, both financial and narrative, should be 
submitted on time as agreed in your contract, and in the format requested 
by the donor. Check the contracts for dates and special content required and 
diarise these at the beginning of the year so you do not forget.

If something negative has happened, it is best to alert your donor quickly 
to explain what happened and how the organisation intends to correct the 
problem. It is better that they hear from you than someone else and they will 
appreciate your communication and honest. 

Whilst many donors provide a reporting format, but if they have not, you can 
include the following:

• A narrative report that explains your project progress, including how your 
activities have furthered your objectives;

• A financial report showing how the funds were spent and explaining any 
over or under-expenditure. It would be useful to include a statement from 
your financial officer confirming the accuracy of the report;

• Any copies of articles, evaluations, reports or recommendations received 
from other donors or your beneficiaries; 

The report should be submitted by your co-ordinator or Director by email and 
again, the donor should be thanked for their contribution.

rebuilding the relationship

Relationships with donors need to be enhanced and deepened. This needs to 
be a special effort and can include:

• Sending information on the successes of your programmes (not too often, 
but when something special has been achieved);

• Inviting them to visit the project or programme and spending quality time 
with them when they are there;

• Asking them to participate in workshops as a resource person if they have 
special knowledge in an area of your work.
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reducing stress in the relationship

Keep in mind that those who represent philanthropic foundations and 
companies also have to report to their managers or directors. If it is thought 
that they have made a bad grant decision, it affects them, so they are invested in 
your success. Try to make the relationship as smooth as possible by providing 
news and sending in reports as requested. Transparency and accountability 
are essential to good relationships and will help make your partner feel more 
comfortable. 

The following can create stress in a donor-grantee relationship:

• Not answering the phone or responding to messages;
• Poor administrative procedures such as a loss of documents;
• Confusion around who is accountable in the organisation and who is the 

point person for the donor;
• Late reporting or lack of reporting;
• Non-delivery of what was promised in the contract;
• Unprofessional relationships – over-familiarity, casual attitudes to the 

funding;
• Lack of respect including:

• Being late
• Getting names wrong
• No response to queries
• Rudeness.

Questions to ask about donor care

• What do you think it feels like to be a donor to your organisation?
• How do you maintain your relationships?
• Why do you think some of your donors have lapsed?
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FUNDRAISING
PROPOSALS



43FUNDRAISING TOOLKIT 

FUNDRAISING PROPOSALS

The role of the proposal
Sending out lots of proposals to all the potential donors on your list is 
unlikely to be a successful way to fundraise. The most successful proposals 
are those written after a meeting and a possible grant has been agreed by 
the donor. The proposal should reflect the agreed relationship between the 
donor and the recipient and is specific for each donor. Besides providing the 
information that has been requested, proposals help donors with their “due 
diligence” (their background checks to ensure that you are trustworthy and 
reputable) as well as forming the basis for any actual contracts between the 
organisation and the donor.

If you have developed a Case for Support, you should have all the information 
that you need for your proposal and can probably cut and paste certain 
elements. Take care to write the proposal in the way your donor has explained 
in the meeting. Sometimes they have forms on their websites, sometimes 
they just want a short email or a three page document with a budget. 

Proposal basics
The following are key elements of a general written proposal. At your donor 
meeting, the donor may have asked for specific issues to be addressed and 
they will need to be included, even if they are not on this list. 

• Title Page – include the following:
• Name of the donor
• Name of the organisation
• Title of the proposal
• Date
• Contact details      

• At the beginning of the proposal, your first paragraph should outline the 
issue in your community that you want to address.

• Then provide information on how your organisation will address this 
problem.

• Information on your NPO –history and achievements 
• How is the organisation equipped to deal with the problem you have 

outlined. 
• The purpose of your project (if project funding) or your organisation (if 

general funding) 
• Your strategies to deliver on the purpose – specific measurable activities 
• Your plans including”
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• How you will do this
• Who will do it – information on leadership and staffing
• Delivery outputs and timelines – start and end dates with specific 

targets
• Measureable outcomes – what happened when the services were 

delivered?
• Details of project partners including other organisations with whom 

you are working
• Impact and benefits of project – how many people will benefit and the 

changes that will result in the community (both short and long term)
• Project Evaluation – how will you measure your project’s impact
• Project sustainability – outline other donors or other sources of income 

that will ensure the project will continue in the future
• Request to donor – the amount you are requesting from this prospect 
• Project Budget – the full breakdown of costs, including budget notes at 

the bottom showing how you calculated those costs
• Conclusion – a convincing final paragraph that will show why the prospect 

is the right partner for your project.

executive summary

After you have written the proposal, it is useful for the donor if you write a 
short (not more than one page) executive summary of the key points of the 
proposal, including the amount requested.
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cover letter

The proposal and the executive summary should be emailed to the donor 
with a “cover letter” in the body of the email. If the donor has asked for other 
documentation such as our financial statements, your founding document or 
an annual report, these should also be attached. Your email text need not be 
too formal and could look similar to this:

“Dear Mr Nkobo,

Following from our discussion at our on-line meeting on 1 December 2020, I am 
pleased to attach our proposal relating to food security in our rural community 
in the Eastern Cape. As requested, I have included data about the size of the 
community and what the key challenges are that currently affect food security 
in the area, as well as our solutions to those issues. I have also attached the 
following:

• Financial statements
• Latest evaluation of our project
• PBO Certificate.

Should you require any further information or documentation, please 
contact me. 

Thank you again for the meeting. We look forward to working with you in the 
future.

Your sincerely,”
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the contract

Most donors will supply you with a contract that reflects what is in your 
proposal. It is important to read this contract and specifically to check:

• That the outputs and outcomes fit with your proposal;
• Reporting dates (you can negotiate to change these);
• Timelines of the project fit with your proposal
• That the size of the grant is what was agreed;
• When payments will be made;
• That no other extra conditions are in the contract that will be difficult  

to meet.

Do not be scared to write back if you have any problems. Most donors are 
happy to adjust the contract to ensure that you can deliver on the grant.

Proposal budget
Budgets represent your financial plan that records what it will cost for your 
organisation to implement its action plan.  It is best to do medium to long 
term financial planning and keep in mind that the budget is a tool and can be 
adapted over time.

financial management

Long term financial management is required for good budgeting. This 
includes:

• The preparation of budgets;
• Looking after the funds, including efficient paper trails so you can account 

for how the funds were spent and with the correct approval signatures;
• Paying bills and salaries on time and making sure there are still funds in 

the bank;
• Making sure that the funds are used as agreed with your donors;
• Checking how much money is coming in and going out so you can predict 

if you will have a shortage or a surplus;
• Your financial manager should work with the co-ordinator and the 

management committee to make sure what the organisation’s spending 
priorities are;

• Reporting to the management committee to ensure transparency;
• Providing the co-ordinator and the programme staff with monthly budget 

accounts so they can see what they have spent and what is left.
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preparing the budget

After you have done your organisational plans, then you can start working 
on the budget which needs to be approved by the management committee. 
Budgets can change during the year as your work changes, but it must reflect 
your real costs.

One of the biggest mistakes organisations make is to separate their overheads 
from their project or programme costs.  Every project or programme must 
make a contribution to overheads. There is no point in raising money for 
a project in isolation from the organisation. You can land up with a situation 
where you have programme money, but nothing to pay your receptionist, your 
rent or your stationery. It is best to prepare a full budget for your organisation 
that can include the following:

• Personnel costs
• Salaries
• Staff development or training
• Staff benefits eg UIF, pension, insurance, medical aid as appropriate
• Recruitment costs (if you are seeking new staff in a particular year)

• Running costs
• Rent and parking
• Utilities (water, electricity, sewerage, refuse)
• Rates and taxes
• Insurance and security
• Supplies (stationery, memory sticks, power banks, cleaning materials, 

toilet paper etc)
• Printing (photocopier, printer ink etc and outside printing)
• Communications (internet, wifi, courier, post, telephone, email, 

software, etc)
• Maintenance (offices, furniture, equipment, server, computers)

• Programme costs (what is specific for your programmes that add to your 
overall costs)

• Travel costs
• Petrol (refunds or for organisation’s vehicles)
• Public transport (train, taxi, uber, bus)
• Flights
• Car hire
• Accommodation
• Other travel costs (insurance, visa, per diem to cover meals and 

incidentals – see tax rates) 
• Marketing

• Website 
• Social media
• Brochures
• Business cards
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• Pull up banners
• Design of letter head and logo

• Furniture and equipment
• Computers, printers, electronic screens
• Data projectors, screens
• Switchboard and telephones
• Furniture such as desks, chairs, filing cabinets, flip charts, kettle

• Governance and Finance costs
• Board meetings
• Annual report
• Financial statements or audit
• Bookkeeping, accounting and payroll management

• Evaluation costs
• Administrative costs usually reflect 10% of your overall budget and can 

be spread across the organisation to make it more efficient. They can also 
be used to cover unbudgeted costs such as bank fees, taxes, fundraising 
expenses etc.

programme budget

In order for your organisation to survive, your programme budgets should 
incorporate elements of your general budget as they must help to cover 
organisational costs. These costs need to be clearly reflected as a percentage 
of organisational costs. For example, if your organisation runs three projects, 
then 33% of the costs should be contributed from each project. It is not 
always so simple, however, as some are small projects, while others are large. 
Each organisation can allocate a percentage that they think is fair.  What is 
most important, is that the organisation can honestly see what each project 
or programme really costs, rather than just hoping that somehow the core/
running costs are covered somehow. The programme or project budgets can 
therefore include the following:

• Personnel
• Portion of organisational personnel costs, especially those staff that 

are essential to the running of the organisation eg % of co-ordinator’s 
salary; % of training and staff development, % of UIF etc

• Any additional staff that only focus on the programme such as a 
facilitator, a driver or an agricultural expert

• Running costs 
• As a percentage of the organisation’s costs
• Other running costs related specifically to the programme such as 

extra supplies
• Travel costs as a percentage of the organisation’s travel costs and any 

additional special travel costs for the programme
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• Marketing costs as a percentage of the organisation’s marketing costs
• Furniture and equipment 

• As a percentage of the organisation’s costs
• Any special equipment required by the programme such as agricultural 

equipment or a special computer for the programme, including 
software

• Any special furniture required for a different venue where the 
programme may be based

• Evaluation costs
• Governance and oversight as a percentage of organisational costs
• Administrative costs @ 10% of the programme budget.

What if the organisation has already raised some funds?

It is important to show any prospective donor what funds have already been 
raised. This is a big advantage as donors like to see that they are not the 
only funder and that someone else is confident in your work. Your summary 
budget would therefore look like this:

Line item Amount in rands

Personnel 550 000
Running costs 60 000
Travel costs 30 000
Communications 50 000
Equipment 50 000
Finance and governance 150 000
Administration @ 10% 89 000
TOTAL R979 000
Less funds raised R250 000
BALANCE REQUIRED R729 000

Budget Notes:

Funds of R250  000 have been received from the Builders Management 
Company and they have committed this amount for two more years.
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Questions to ask about budgeting

• Do you align your programme budgets with the organisation’s full budget?
• Do you do long term budgeting in case donors want to make a multi-year 

grant?
• Do you keep cutting your budgets because you are worried that donors 

will not fund more?
• Are you honest to yourselves about what things really cost?

checklist for fundraising proposals

Many donors request other documents to accompany the proposal as they 
assist with their own systems of due diligence that they need to undertake 
before making a grant.  It is important to check with the donor what they 
need so that the process is not delayed by further requests for documents 
that should have been submitted. At the same time, you should not send 
documents that they have not requested as this can overload some donors 
with paper that they do not want or need. However, it is important to always 
have the following available in a special file so that when requested they can 
be provided quickly and efficiently:

 √ PBO Certificate
 √ ITA34 Tax Assessment from SARS to prove PBO status
 √ NPO Certification
 √ Founding document/constitution
 √ Audited financial statements signed by board members and registered 

auditor
 √ Organisational Budget for the current year and year of application, if it is 

the following year.
 √ Proof of address: any document addressed to the organisation that shows 

the business address, not older than three months. These can include:
 √ Municipal account
 √ Bank statement
 √ Account from a retail store
 √ Telkom or mobile phone operator account

 √ List of Board Members with certified identification from previous three 
months such as their ID document and documents to show their proof of 
address.

 √ Annual Report
 √ Strategic Plan
 √ Organisational organogram indicated lines of accountability
 √ Resumees of senior management
 √ Any recent organisational evaluations or recent project evaluation report
 √ Signed letter from Chair of the organisation confirming approval of the 

application
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 √ If requested, send letters of support from beneficiaries or community 
members and photographs of your work.

If applying to the USA, the following documents are required:

 √ Public Support Schedule 
 √ Affidavit to indicate public charity equivalency status
 √ List of Board Members
 √ Proposal Budget

conclusion

Fundraising is mainly based on good relationships. It therefore becomes 
something to enjoy as you meet and engage with new partners and donors 
who are supportive of what you do. However, it does require commitment to 
processes such as developing a Case for Support, on-going research for new 
donors, relationship building, good negotiation with your donors and lots of 
donor care. This is not hard work, but it does take time. If you use this toolkit 
as your go-to place for fundraising, it will help build success!
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title page for proposal

proposal

to 

abc seed company

for support for

food security programme

from

tka community foundation

15 february 2021

CONTACT DETAILS

Co-ordinator: Ms J Nkobo
Email: jnkobo@gmail.com
Mobile: +27 82 900 3000
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standard fundraising proposal template

• Cover Letter

• Executive Summary

• Title Page – include the following:
• Name of the donor
• Name of the organisation
• Title of the proposal
• Date
• Contact details 

• Introduction: Outline the key issue that needs to be addressed (statement 
of need or problem statement).

• How your organisation will address this issue

• Information on your organisation: its history and achievements

• How the organisation is equipped to deal with the issue

• The purpose of the organisation or project

• Your strategies to deliver on the purpose – specific measurable outcomes

• Your plans including”
• How you will do this
• Who will do it – information on leadership and staffing
• Delivery outputs and timelines – start and end dates with specific 

targets
• Measureable outcomes – what will happen when the services are 

delivered?
• Details of project partners including other organisations with whom 

you are working

• Impact and benefits of project – how many people will benefit and the 
changes that will result in the community (both short and long term)

• Project Evaluation – how will you measure your project’s impact

• Project sustainability – outline other donors or other sources of income 
that will ensure the project will continue in the future

• Request to donor – the amount you are requesting from this donor

• Project Budget – the full breakdown of costs, including budget notes at 
the bottom showing how you calculated those costs

• Conclusion – a convincing final paragraph that will show why the prospect 
is the right partner for your project.

• Attachments as requested by donor
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sample fundraising letter to accompany 
proposal

Dear

Following from our meeting on …………………………. In Cape Town, I am 
pleased to attach our proposal as requested.

(Problem statement) As we discussed at the meeting, there are 240 
unemployed pensioners in our community who do not receive government 
grants. Many of them are the sole breadwinners for their grandchildren or are 
looking after children with very few resources. 

(The solution) Our community requires an advice centre to assist pensioners 
and other members who qualify for government grants to access them. In 
addition, many need assistance with obtaining their ID books and, in the 
case of children, their birth certificates. Our organisation plans to establish 
such an advice centre and the attached proposal outlines how we will do 
this, alongside the other community programmes that we run, such as food 
gardens and an early childhood development facility.

We would be most grateful if your company/foundation would give 
consideration to supporting this project to ensure that our community can 
thrive and sustain itself.

Should you have any queries or require any additional documents or 
information, kindly contact me.

I look forward to your response in due course.

Yours sincerely,

ABC DEFGHIJ
Co-ordinator
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sample executive summary

An Executive Summary that accompanies the proposal assists the donor to 
quickly decide if they want to read more information on the project. It should 
be no longer than one page including the key points of the proposal.

Contents:

• Statement of need
• The solution proposed by your organisation to address that need
• Brief background to your organisation
• Why the organisation is best equipped to provide the solution to the need
• Number of beneficiaries of the project or programme
• Where it takes place
• Timelines
• Budget summary
• Why the donor is the right partner for this project.
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Tel: + 27 21 418 2575 | Fax: 086 439 3447
Email: info@scat.org.za
Address: 52, 54 Francis St | Woodstock | Cape Town | 7925
Trust #: IT70/85 | NPO #: 009-983NPO | PBO #: 930013962
Banker: Nedbank
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