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Top 10 Fundraising Tips 
 
1. Plan your fundraising.  What do you want to achieve?  Why?  What do you need the money for?  

Where do you think the money will come from?  What resources do you have to invest in fundraising?  
You need to answer these questions before you can start to fundraise. 
 

2. Put systems in place.  Without systems you will find it difficult to sustain your fundraising.  Get a 
database and use it; decide who you will target for funding – trusts, individuals, Lottery, business or a 
mixture? establish how you will look after donors and when you will communicate with them. 
 

3. Review the market.  Look at your competitors – who supports them?  Are there programmes like 
yours that have failed or succeeded?  Why?  Is there an organisation in your area doing similar work?  
How are you different?  Fundraising is competitive so it’s vital that you stand out from the crowd.  
Knowing who you’re up against will help you to position yourself effectively. 
 

4. Get everyone on board.  You should set out the reasons why you are fundraising and what your 
objectives are (see point 1) so that trustees, staff and volunteers know why you are fundraising.   
 

5. Research your donors.  You need to identify who is likely to support your organisation - and being 
wealthy is not enough. Look at your projects, beneficiaries and your organisational vision.  Who 
supports the work you are doing?  There are numerous resources out there to help with your research 
– too many to mention here – but start by reading local and national press; keeping up to date with 
sector developments; and using your networks. 
 

6. Network.  Spread the word about your organisation.  Be known as leaders in your field.  Use networks 
available to you - through trustees, volunteers, professional groups and your donors.  Consider online 
networking – ask your Trustees and CEO if they’ll introduce your organisation to their Linked In 
contacts or send out occasional tweets on your behalf. 
 

7. Stay ‘on message’.  Fundraising is another way of communicating to your audience and, while the 
methods of delivery may be different, they should still reflect your core messages.  If you’re fundraising 
for a programme that doesn’t fit with your overall vision, you need to ask yourself why.  If you don’t, 
potential donors will. 
 

8. Fundraise within resources.  Regardless of how many fundraisers you have (or don’t have) you need 
to be realistic about what you can deliver.  How much time can you allocate to fundraising?  What 
tasks need to be delivered e.g. research, applications, meetings, planning?  Who will deliver these 
tasks?  Often fundraising focuses solely on target but if it’s unrealistic within current resources, you 
need to either reduce the target or devote more resources to fundraising. 
 

9. Use trustees effectively.  Who has the best networks?  Who is happy to ask for money (because not 
all will be)?  Who is most knowledgeable or passionate about your organisation.  It is vital that trustees 
lend their support to fundraising.  They may not all be comfortable asking for money but they don’t all 
have to be, as long as they will introduce your organisation to their networks and be an ambassador for 
your work (which they should be anyway).  
 

10. Say Thank You.  It may be obvious, but you’d be surprised how often donors aren’t thanked.  You 
can’t say thank you enough.  Provide the personal touch: a scanned signature is unlikely to make 
anyone feel their gift meant much.  £20 may be a small donation to you but it could mean a lot to the 
donor.  And you never know how much could follow on from the smallest gift.  If you don’t thank people 
you are closing the doors to future support and wasting all the effort put into getting that initial donation, 
which is the hardest donation to get in the first place. 
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PROJECT DEVELOPMENT GUIDELINES 

 
These guidelines should help you identify the main elements of a project or initiative to enable you to assess its 
suitability for fundraising purposes.  By considering each of the aspects outlined below, you will begin to draw a picture 
of your project, the impact it will have and the needs that it will address.  Through this process you may also be able to 
begin to identify whether it will appeal to potential donors and where these donors may come from. 
 
 
AREAS TO CONSIDER: 
 
 

11. Strategic - Think about how your project contributes to the overall direction of your organisation – and whether 
it links with any past achievements you have made in this area. 

 
12. External rationale - Does your project relate to a societal problem, opportunity or issue?  And why is your 

organisation the place to invest in this type of activity?  Consider whether your project reaches a specific or 
identifiable need.  If it does not, why would a trust, company or individual invest in it? 

 
13. Project description - Does the project have any external collaborators/partners; is there a need for new 

facilities, such as equipment or space?  Do you require any additional staff?  Is funding required to run 
programmes or other activities?   

 
By considering each of these aspects, you can begin to draw a picture of what your project will look like and the 
approach that you will take. 

 
14. Competition & Collaborators - Think about competitors in this area of activity and whether you would 

collaborate with them – and if not, why not?  Any external endorsements you are able to show for this project or 
similar work undertaken by your organisation. 

 
15. Outcomes - What are the expected final outcomes of the project and what difference will be made to the 

problem or need that it addresses?  If the outcomes don’t relate to the need you have identified, it is unlikely 
that the project will appeal to a potential donor or sponsor.   

 
16. Contacts - Do you have any contacts that could be engaged in this project either from the perspective of giving 

funding or helping to engage other funders? 
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Researching Potential Donors 

 
 
So you’ve identified the need, target and developed your project – but where is the money going to come from?  
Research is the key to identifying potential supporters.  Try to be creative, as this will enable you to identify potential 
new sources of funding, rather than the same prospects as everyone else - Peter Jones may very well be a millionaire 
businessman but everyone else in the country knows that too.  Matching a prospect to a project is about more than 
MONEY+NEED=FUNDING so think creatively about why an individual would give to you.   
 
• Does your project link in with their interests – either business or personal?  Have they made a comment in the 

press about the type of work that you do?     
• Are there any wealthy individuals who live in your area – or come from your area - who may support you?   
• Are there people who perhaps don’t have personal wealth but have influence to help you identify other potential 

supporters? 
 
Network, network, network - It’s not always what you know, it’s who you know.  Who is on your board; who has attended 
your events; who is related to ‘so and so’ in the office?  And don’t just ask the management – ask other staff too.  I once 
raised £100,000 from an individual who sat next to a colleague at football each week.  I only heard about him because I 
told my colleague about the project I was fundraising for over lunch in the staff canteen!   
 
Past and current donors - A rich potential source of funding, have you really exhausted your past and current donors?  
Perhaps they have given much less than they can afford or perhaps they can introduce you to influential or high net 
worth individuals.  Look at your database to try to uncover where opportunities may lie. 
 
Press - The press will help you to identify who is doing what.  It can help you to pinpoint when businesses are doing well 
or when they are suffering.  If you have a researcher, they will spend a great deal of time investigating press leads.  
However, in smaller organisations, recruiting a researcher isn’t always affordable so you should start with national press 
relevant to your organisation.  If resources are tight, try to start with one national, one local and perhaps a Sunday 
newspaper, which will give a good spread.  And don’t forget that many newspapers are available online, which could cut 
subscription costs. 
 
Google Alerts & Google Reader – It’s free to subscribe to Alerts and Reader (just put the name into a search engine – 
although Reader ends on 1 July 2013 there are other options, such as Feedly).  Sign up for Google Alerts in subjects 
relevant to your organisation or subscribe to blogs of companies, competitors and fundraising organisations that you are 
interested in following.  This will help you to keep up to date on what’s happening, perhaps opening up a few new leads. 
 
Directories - There are a number of directories which give information on trusts, individuals and companies – and I’ve 
listed a few on the following pages.  Some are better value than others but all usually have a subscription charge so 
investigate the market and go with a service that will meet your needs.  Online can be better as it’s regularly updated.  
Once you’ve identified trusts or companies who may be interested in your work, look at their directors and find out 
whether any of them are known to anyone in your organisation – the networking principle again.   
 
 

These are just a few ideas to help start your research – good luck with your fundraising! 
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Case for Support 
 
The Case for Support is the most important tool in terms of communicating your message to 
donors and encouraging their interest/support.  It should aim to provide the donor with key 
information about your organisation and can be tailored for each individual project that you are 
seeking funding for, as well as the key interests of each particular donor or sponsor.  It is important 
that, while the overall message remains the same, the ‘ask’ or approach is tailored to the 
language/objectives/areas of interest of the person, trust or company being approached for 
funding.   
 
 
A Case for Support needs to include the following information: 
 
• Why the donor should give to your organisation 
• How the donor can contribute to activities 
• Sets out key information that needs to be communicated to donors about your organisation – 

this can then be adapted to meet needs of specific donors or tailored to different fundraising 
activity. 

 
 
A Case for Support needs to communicate: 
 
• Your organisation’s activities – which should come from vision/mission statement 
• Level of need, why important, create a sense of urgency 
• Needs to paint a picture for the donor about your organisation, using facts and figures 
• Specific objectives of appeal – how will your organisation meet the needs of beneficiaries 
• History/recent success – show why you are the most suitable organisation to make this 

difference 
• If fundraising fails, what will happen? 
• How much money is required over what period of time? 
• Urgency of need – break down total sums into smaller amounts 
• How donor will make a difference – show potential gift against tangible benefit. 
• Focus on benefits  - describe what you do and include examples 
• The case for support should be regularly reviewed and updated, to include any particular 

successes in terms of fundraising or other income achieved. 
• Your Case for Support forms basis of preparing fundraising materials 
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Social Media for Charities 
 
 
Social media and fundraising are a growing phenomenon with more charities engaging with their audiences 
online.  But before you decide to bombard cyberspace with tweets, blogs and comments, there are a few 
things that you should consider: 
 
 
 
1. Work out what you are trying to achieve.  It may seem as though everyone is on Twitter or Facebook 

but think about why you are doing it before you start.  Are you trying to drive people to your website?  
Or perhaps change perceptions about your charity?  Maybe you want to reach a new audience?  
Whatever the reasons, what matters most is that you know why you’re using social media in the first 
place. 

 
2. Be consistent.  Don’t be tempted to change the central message of your charity.  You may 

communicate differently (and you shouldn’t just regurgitate other marketing materials online) but 
whatever you say should still be in tune with your core message.  Be creative though.  Try using video, 
podcasts and blogs to enrich your message. 

 
3. Decide who is responsible for social media in your organisation.  You will probably have different 

people tweeting, blogging and updating your status on your behalf – and different voices can help to 
keep your communications fresh - but you should have a policy that everyone adheres to which sets out 
clear objectives for your social media activity.  And these objectives must be communicated to those 
using social media on behalf of your organisation.  There are benefits in asking others to contribute, 
adding value and different perspectives to your messages – as long as they are consistent.  And please 
make sure that personal social media activity isn’t confused with that carried out in your charity’s name. 

 
4. Encourage your Board to use their online networks to your advantage.  We all ask trustees or 

board members to network on our behalf offline, so why not online?  This isn’t an area that has been 
hugely exploited but it’s bound to become of increasing importance in the future.  Ask your Board to use 
Linked In to promote their involvement with your charity.  And if you know that they are on Twitter 
perhaps they can be encouraged to tweet to their followers on your behalf? 

 
5. Use social media as part of your overall communication strategy.  Social media is part and parcel 

of a good communications strategy.  Used well it will drive traffic to your site, raise awareness of your 
campaigns and help to reach new audiences – but it isn’t the only method of communication that you 
should use, even if it is good value for money.  For example, a successful direct mail campaign 
shouldn’t be replaced with a Facebook page but you could enrich your message by using Facebook to 
inform fans about your campaign - or vice versa. 

 
 
 
 
Social media is a good, low cost, effective way to reach new audiences but remember: it is only one 
platform for communicating with your audience.  Above all, social media gives you the opportunity to be 
creative and reach new audiences in new ways, so use it to your best advantage. 

 


