Good Morning!

Positioning Your
Program to Seek Funding

www.commongroundconsulting.org

A Few of the Places We Work
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May I Ask ...
Will You Grant Me Your Trust?

WHO ARE WE?
Please Share Your Name, Your Role in YB, & ...
One Thing You Believe ...
A Long-Held Value, A Personal Mantra,
Something Your Mom (or Dad, or Grandma, or ... ) Always Said?

YOUR EXPECTATIONS*

“If you stay ready, you ain't
gotta get ready.”
— Will Smith

Competency areas

Understanding organizations
Vision and Leadership
Internal Governance, & Strategic Planning

Impact and Outcomes
Sustainable Impact, Project Management, & Program Delivery

Management and Operations
Financial Management, Systems, & Structures

Culture and Connection
Human Resources & Knowledge Management (Values)

Partners & Sustainability
External Relations, Communications & Fundraising

CAPACITY BUILDING
CAPACITY BUILDING develops an organization’s core skills and capabilities —
strategic planning, internal governance, project management, human resource development,
external relations and advocacy, financial management, development and fundraising —
in order to build the organization’s effectiveness and sustainability.
We view it as the process of assisting an individual or group to identify and
address critical issues by gaining the insights, knowledge, and experience needed
to solve problems and implement change within their organization.
Capacity building is facilitated through coaching, training, targeted technical
assistance, resource development, and networking.

Determining A Baseline
Common Ground’s COSSAT
(CSO Organizational Systems Strengthening Assessment Tool)

SUSTAINABILITY
SUSTAINABILITY (& LEADERSHIP) require the creation and implementation of practices that will ensure
the continued viability of an organization’s mission-critical goals and objectives.

4 Key IDEAS CRITICAL FOR SUSTAINABILITY
1
2
3
4

PASSION
CHANGE - able
TRUST
GRATITUDE

PASSION
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Passion fuels our SOCIAL PROFIT work. It sparks dreams. It offers hope and fires imaginations.
Passion is the key to unlocking an unending supply of energy, creativity, courage and desire.
It makes it possible for each of us to achieve more than we ever believed was possible.

Passion is at the heart of our common humanity.

What’s Your SPARC?

Simple Purpose Aligned with Righteous Conviction
What Ignites Your Passion?

“When work, commitment, and pleasure all become one and you
reach that deep well where passion lives, nothing is impossible.”
— unknown

PASSION

“Be still when you have nothing to say; when genuine passion
moves you, say what you've got to say, and say it hot.”
— D. H. Lawrence
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2

CHANGE-able

Destroying and then replacing old ways of thinking or acting;
replacing fear with hope; taking responsibility for improving one’s circumstance,
our communities, and the world. Change can be powerful,
it can be painful, it can be quick, or take a long time.

Moving from one state of being to another.
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Competency areas

Developing a Positive
Fundraising Mindset

Fundraising &
Development

Raising money—especially money from
people—involves two key elements.
The more important of these elements
is the heart (yours and theirs), which
speaks to the passion, caring, and
commitment that people bring when
stepping up to get involved with
issues and concerns they care about.
The second element, the head,
requires a commitment to creating the
right system for managing your
resource development program.

Fundraising Is Your Mission in Action
★Change your paradigm. When you approach fundraising with
passion, joy, and excitement, you will always be successful.

★Follow the money! Giving by individuals has always been the

Fundraising
&
Development

largest component of charitable contributions. Fundraising is a
money business that supports sacred work. Help your family and
friends to uncover their own passions, hopes, and dreams and
make a difference in the world through their powerful generosity.
★There is enough money. With $60 trillion floating around the
planet right now, there is more than enough to support all of our
critical, life-changing work.
★Its not about knowing rich people. Women and poor people give
the highest percentage of their income to causes they care about.
★Donors are investors. Focus on building strong relationships that
are based on integrity and which honor the donor’s desire to make
a difference in the world. Its your job to ask, their job to decide.
★Believe. Your belief in the power of your organization’s mission,
vision, and values must exceed your fear of asking for people’s
time, talent, and treasure.

"Donors don't give to institutions.
They invest in ideas and people in whom they believe.”
— G.T. Smith

"In good times and bad, we know that people give because
you meet needs, not because you have needs.”
— Kay Grace

Where do we start?
What’s most important?

Fundraising
Creating opportunities for people
to direct the resources
they have in their life in abundance

TIME, TALENT &
TREASURE
towards the issues and concerns
that matter to them most.

4 things you should do NOW!
1. Prove That Your Work Makes A Difference.
2. Decide How To Tell Your Story.
3. Engage Your Stakeholders.
4. Leverage The Necessary Resources.

TRUST
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Our definition of trust is simple: It is both character (who you are)
and competence (your strengths and the results you produce).
Trust is the enabling power of leadership influence.
It is not soft, slow or easy. It can be both taught and learned.
It is a measurable, definable component of all leadership success.
Source: CoveyLink on the web
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THE economics OF TRUST
⬇ Trust = ⬇ Speed & ⬆ Cost
⬆ Trust = ⬆ Speed & ⬇ Cost

FUNDRAISING
Raising Money
In A Way
That Inspires
Trust

“There are two primary
choices in life:
to accept conditions
as they exist, or accept
the responsibility for
changing them.”
— Dr. Denis Waitley
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2010 U.S. Giving
$291 Billion!
1.98% GDP / 3.8% Increase over 2009

1,280,739 Social Profits

WHO GIVES?
Corporations
$15.29 B
5%
Individuals
$211.77 B
73%

Foundations
$41.00
14%

TOTAL Individuals
$234.60
81%

Source: Giving USA Foundation / Giving USA 2010

Bequests
$22.83
8%

WHO GETS?
International
Affairs
Arts, Culture,
$15.77 B
& Humanities
5%
$13.28 B
5%
Public-Society
Benefit
$24.24 B
8%

Environment
& Animals
$6.66
2%

1%

Health
$22.83 B
8%
Human
Services
$26.49 B
9%

Foundations
$33.00
11%

Education
$41.67 B
14%

Grants to
Individuals
$4.20
2%
Unallocated
Giving
$2.12 B
1%

Religion
$100.63 B
35%

Source: Giving USA Foundation / Giving USA 2010

the giving equation

+
= engagement

FUNDED FOR LIFE
•

Change your paradigm. When you approach fundraising with
passion, joy, and excitement, you will always be successful.

•

Follow the money! Giving by individuals has always been the
largest component of charitable contributions. In 2010, Americans
gave $291 billion to non-profits—81% came from individual
donors.

•

Combined charitable giving from individuals, bequests, and family
foundations amounted to $254 billion in 2010, or 87% of all giving!

•

Total charitable giving has increased every year since tracking
began in 1954, with the exceptions of 1987, 2008, and 2009. The
drop in giving between 2008 and 2010 was only 3%

FUNDED FOR LIFE
•

There is enough money. With $60 trillion floating around the planet right
now, there is more than enough to support all of our critical, life-changing
work. Get out of your comfort zone and ask for what you need.

•

Fundraising is a money business that supports sacred work. Help your
family and friends to uncover their own passions, hopes, and dreams and
make a difference in the world through their powerful generosity.

•

Donors are investors. Focus on building strong relationships that are based
on integrity and which honor the donor’s desire to make a difference in the
world. Its your job to ask, their job to decide.

•

Believe. Your belief in the power of your organization’s mission, vision,
and values must exceed your fear of asking for people’s time, talent,
and treasure.

YOUR OWN GIVING
•

In column one, write down the names of the first 15 people who come to your mind—friends, family,
colleagues, politicians, bankers, teachers, clergy. Don’t censor yourself. This will begin to create a list of donor
prospects, but don’t put someone on the list, or leave them off, because of what you know about their ability
to give or your concerns about asking.

•

In column two, put a check mark next to the names of people you know and who know you. Circle the
check marks for the 5 “strongest” relationships. You decide what strongest means.

•

In column three, put a check mark next to the names of people that you personally know give of their
time, talent, and treasure (to any organization).

•

In column four, put a check mark next to the names of people you think would be interested in the work
of your organization. People who would trust you with an investment of their time, talent, and/or treasure.

•

In column five, next to any name you checked in the last step, write down what you think is that person’s
self-interest for getting involved or investing in your organization. Be really candid here. This person
won’t be seeing your list!

•

In column six, I want you to set a financial goal for what you could ask this person to invest in your
organization. If you had to do it, knowing what you now know, how much could you ask them for?
Take a deep breath. Write it down.

•

Finally, look at the amounts you just wrote down. If you wrote down an amount $200 or less in column
six, triple it and write it down in column seven. If the amount is greater than $200, double it
and write that down in column seven.

“ The best time to plant a tree is
twenty years ago.
The next best time is today.”
— Chinese Proverb

Building the foundation
★ Logic Model
★ Strategic Plan
★ Annual Development Plan
★ Proof That What You Do Matters
★ Stories That Move People
★ Generic Grant Proposal Language

Outputs

Outcomes — Impact

Inputs
Activities
What We Invest:

What We Do:

Priorities

Participants

Short Term

Medium Term

Long Term

Who We Reach:

What Are The
Short Term
Results:
(Learning)

What Are The
Mid Term
Results:
(Action)

What Are The
Desired Ultimate
Impacts:
(Social Change)

Situation

Assumptions

External Factors

Building the foundation
★ Logic Model
★ Strategic Plan
★ Annual Development Plan
★ Proof That What You Do Matters
★ Stories That Move People
★ Generic Grant Proposal Language

