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PROGRAMME

8 December 15:00 Introduction — Icebreaking
2017

15:10 Introduction to Fund Raising (FD) - Definition

15:30 FR Steps

15:45 Strategic Goals and Action Plan

16:00 Annual or Periodical Plan

16:30 GROUP STUDY 20 mins — 10 mins BREAK

17:00 Approaching the Donors (Target Group — Product — Channel)
17:20 Examples from FR Works

18:00 GROUP STUDY 20 mins — 10 mins BREAK

18:30 Multi-Channel Campaigns

18:45 Improving Donor Relations

19:00 Questions - Closing




AIM OF THE TRAINING

* To Understand Fundraising

* To Understand the Importance of Fundraising

* To Understand the Strategy of Fundraising

* To Learn the Processes of Fundraising Planning and Evaluation
* To Get Acquainted with Fundraising Methods

* To Learn about Fundraising Tools

* To Learn How to Improve Donor Relations




HOW WOULD YOU
DEFINE
FUNDRAISING?







WHAT IS FUNDRAISING?

Fundraising is to collect money or
aid in kind for a specific purpose
and/or issue




WHAT IS THE IMPORTANCE OF
FUNDRAISING ?

It ensures the survival of the NGOs

It ensures the sustainability of all works (for the

benefit of the society and country) undertaken by
the NGOs in line with their objectives.




FUNDRAISING FIELDS (METHODS)

FR for individual one time donation

FR with a Major Donor Approach

FR by way of Inheritance

FR for Regular Donation

FR by Product Sale

Crowdfunding

Funds Obtained by Cooperation with Companies — Sponsorships

FR by Issue Focused Marketing with Companies or mass marketing for SMEs.
FR with Public Funds — Grants
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Benefiting from the Funds of Foundations
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FUNDRAISING WORKERS

Professionals
Personnel on Wages
Consultants — Experts (Paid)

Volunteers

Unpaid workers

People affiliated with

organizations socially

Non-expert Labor Force




WHAT ARE THE FUNDRAISING
SYSTEMS AND PROCESSES?

Planning and evaluations systems — processes
Donor identification actions

Implementation methods (Scope)

Database — Available work development tools

ARl o

Donor relations improvement actions




STEP BY STEP FUNDRAISING

*Fundraising Strategy

* Periodical or annual plan for FR activities

*Target group— Product — Method — Channel — Approaching the donors
* Examples from Fundraising works

* Improving donor relations

*Working with Volunteers




FUNDRAISING STRATEGY




FUNDRAISING STRATEGY

It is an instrument/document setting out, in general terms,
what and how the organization will do in order to increase
its resources in cash or in-kind that necessary for the
programs that it will implement. It can be prepared for a 2-
5 year period.




IMPORTANCE OF FUNDRAISING STRATEGY

Prevents fund raising activities to be managed upon reflexes

It is assessed as a road map.

It enables everyone within the NGOs to see the same picture in terms of FR




Before Determining Strategy
(CONTROL - ANALYSIS)

PEST Analysis o
Competitors Analysis Verification
Market Analysis
Internal Analysis
Stakeholder

Analysis

SWOT Analysis
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ATO ZOF STRATEGY

*We determine our fundraising location
*We determine Human Resources, FR methods, systems and processes to be used

*We decide in which fields FR will be done in order to ensure the
diversification of NGO’s revenues

*We determined the target groups that are compatible with the choice of FR methods

*We decide on the proposals with which we will approach specific target groups

*We decide on each specific way by which we will ask for donation from each specific
target group




FIRST STEP: FORMATION OF STRATEGIC
INITIATIVES

Where are we now? Determination/assessment of situation

Where do we want to go? At what point we want to be in FR

How we will reach that point? What are our strategic priorities (scales)?




EXAMPLES OF STRATEGIC INITIATIVES

Optimization of the
Potential market by
implementing a
sustainable FR
strategy

Employ experienced FR
and communications
workers and maintain

them

| Create a wide base
consisting of donor that
will provide long-term
support

Use processes and
systems that will
guarantee donor

acquisition and
Continuity




GOALSETTING FOR REALIZING THE
INITIATIVES

Specific goals determined by the organizations ( i.e for

one year) will clarify the required budget for the
respective year.




WHAT DO STRATEGIC FR AIMS CONTAINS?

How much funding is required in total?
How will it be raised?

What are the resources (money- human — other?)
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Are there any other resources required?




STRATEGIC FR GOAL - EXAMPLE

Within the following three years, a total of TL 300,000
funding will be raised from individual regular donors, and

corporate sponsorships, a total of TL 60,000 will be spent
for the FR activities to be made in this scope.




Optimization of
the Potential experienced FR wide base
market by

. : and consisting }

implementing a -
: communications of donor

sustainable FR ‘, !
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Employ Create a

We must also consider the investment to be made in HR, in Strategic FR Planning.
We must also consider the investments to be made in professional systems and
processes as we increase our works in FR field.




STEP BY STEP FUNDRAISING

*Fundraising Strategy

* Periodic or annual plan for FR activities
*Target group— Product — Method — Channel — Approaching the donors
* Examples from Fundraising works

* Improving donor relations

*Working with Volunteers




FUNDRAISING PLAN

M KPI (Key Performance
Indicators)

Product
(What)

Time (When)




FUNDRAISING PLAN

Channels
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ACTIVITY PLAN — KEY QUESTIONS

*What is FR for? What is our revenue objective? Goal
*To whom FR will be directed at? How many people to be reaches? Target Group
*What will we want? Product

*When will we do it? Time

*Which communications channels will we use? How? Method
*Which donation channel will we propose? Donation Channel
* How much expense will we have? Resources

*How many people, time will we consume? Other resources

*How will we give feedback? How is donor cycle?




GROUP STUDY

Create 3 groups, and try to plan periodic or annual
fundraising activities for organizations of your choice.

Time 20 mins.




STEP BY STEP FUNDRAISING

*Fundraising Strategy

* Periodical or annual plan for FR activities
*Target group— Product — Method — Channel — Approaching the donors
* Examples from Fundraising works

* Improving donor relations

*Working with Volunteers




TARGET GROUP

¢ Individual *Corporate

* Professional Groups * SME oy, Lt

» Life space — style (socio- * +30 Worker Medium Sized B OF. ‘h:'. hek w
cultural — geographic) * +50 Big Potential g’& "‘,‘fy 8.“' &%

* Potential regular donor * +100 Big Sized §.%”t a4 8/"&:(?

- Age groups compatible * Foundations a‘;: D &L ""'.@‘\
with NGOs * Corporate Sponsors P niss o " °:ﬁ

* Major donor groups * Grant Suppliers , w"'? Qﬁt %\%\\

* Potential inheritors
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TARGET GROUP




PRODUCTS — DONATION TYPES

*Cash Donations
* Donations in cash

* Conditional donation
* Sponsorship
* One time (spontaneous — temporary)

* Periodic or monthly regular donation
* Cash support from companies (Sponsorship — Cooperation — Partnership
Inheritances (Wills)

Project or Issue focused donations —sponsorship
Worker contributions linked to workplace

Foundation funds

Donation in-kind (Donations reliving the budget
Goods- services)




FUNDRAISING CATEGORIES-
METHODS

*Fundraising from individuals

*Crowdfunding

*Memberships — regular donation - Subscriptions

*Product Sale

* Fundraising from activities

*Fundraising from inheritances

*Fundraising from companies — project support— sponsorship — issue focused marketing, etc...
*Major donor grants

*Benefiting from funds of the foundations

* Financing from State or National — International aid organizations




COMMUNICATION AND DONATION
CHANNELS

Communication
Channels

DONATION
CHANNELS

* Sending Letter *Banka hesaplari

* Digital Marketin
g & o S Aciklamali [S1]: Channels on top of this are respectively:

© Bank Accounts
*SMS Sending
eBank Order

* Telemarketing

© SMS ‘B

* Face to Face Fundraising

*Salary Contribution

* One to one
communication .
*Credit Card -
* Offer presentation -
Pos

sending

* Product Sale and Lottery

*Internet Page Online Donation

e Conventional Media

*Donation by hand— Cash or
in-kind

* Activities

* Other Media Channels




APPROACHING THE DONORS

*When asking for support and/or communicating with
the donors, you shall determine the methods to be
used according to each individual and
organization/organizations, and it is important to

approach different target groups with different
methods.




UNDERSTANDING THE DONORS

Donation
Tendency

0
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c
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During fundraising, we should first put ourselves in the shoes of the donor — whether
individual or corporate, inheritor or regular donor, major etc.- and take the above into
consideration.




UNDERSTANDING THE DONORS

Deciding to make a donation
Rational? Sensitive?

FR starts with knowing and
making sense of (interpreting)
the donor...




UNDERSTANDING THE DONORS

most of the time, we decide to
donate with our feelings!!!
And
In the 215 century, people give in
order to experience the spirit of
aiding. Because it makes people
feel good...
They give to connect with the world, to
see the world as they would like to see it...




UNDERSTANDING DONORS

TODAY’S DONORS TODAY’S SCARCITIES
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UNDERSTANDING DONORS




STEP BY STEP FUNDRAISING

*Fund Raising Strategy

*Periodical or annual plans for FR Activities

*Pilot implementations for activities

*Approaching the donors — Goal — Product — Channel
*Examples from Fundraising Works- Methods

*Improving Donor Relations

*Working with Volunteers




FUNDRAISING WORKS EXAMPLES




FACE TO FACE MARKETING

*Within the structure of your organization or service procurement

*Focused on direct marketing

* One to one — face to face ]
) Her cocukigin
1§ Sevgi dolu biryy

*On street or closed spaces
*Pre-determined places

*Well trained personnel

2
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*Texts prepared before

*Pre-determined goal — donation

*Pre-adjusted donation methods

*Documentation

*Outlook compatible with the brand




TELEMARKETING

*Within your structure or by service procurement

*Focused on direct marketing
*Texts previously studied
*Pre-determined goal — donation
*Pre-adjusted donation methods

* Quality telephone data




NEW MEDIA - DIGITAL

Facebook
Twitter
Instagram
Youtube

internet Page
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DUGITAL MEDIA - WHICH? WHY?

Blog

e Raise awareness
e Share expertise in the field

e Share special days — activities - articles

* Increase your friends

e Find professionals and media contacts in the field
e Interfere in the agenda




DUGITAL MEDIA - WHICH? WHY?

® Share expertise in the field

® Introduce yourself to businesses

Show your works

instagram Share your organizational culture

® Record and share your Organizational history and what is current
e Create memory




PRODUCT SALE

*NGO’s own product
*Retail sale to individuals
*Wholesale to corporations
*Advance order, if possible
*Non-periodic products
*Low production cost

*Easy storage

*Distribution support mechanism

KUPA KOLLEKSiIYONU

Giiven Kupasi:

kupa.

Kesif Kupasi:

kupa.

Ozgiinliik Kupasi:
Essiz fikirler yaratma

KARTPOSTAL

KOLLEKSiYONU

COCUKLARDAN-COCUKLARA
KOLLEKSIYONU

kartpostal.

Y )c’ -§ 3 ',_:

Huzuru ve glveni simgeleyen

Kesfin glicuniu simgeleyen

yetenegini simgeleyen kupa.

Neseli Kartpostal:
L&t Ozgiir,mutlu,neseli
@ cocuklarin simgesi

DORT RENK KOLLEKSIYONU

Turuncu Kartpostal:
Sicaklol, verimlilik,
memnuniyet ve sihhatin
simgesi kartpostal.

Mavi Kartpostal:
Dogamin, gokyuziinin,
glvenin ve sadakatin
simgesi kartpostal.

Kirmizi Kartpostal:
Enerjiyi, giicii, hakimiyeti
simgeleyen kartpostal.

Yesil Kartpostal:
Comertlik, huzur, istikrarin
simgesi kartpostal.

Kap1 Kartpostal:
Mutlu yuvaya acilan bir yolu
simgeleyen kartpostal.

Sahil & Plaj Kartpostal:
Sadeligi ve uzun bir hayati
simgeleyen kartpostal.

Tarihi Eser Kartpostal:
Gecmisin gelecege armaganim
simgeleyen kartpostal.

Zeytin Agaci Kartpostali:
Yasammmzi simgeleyen
kartpostal.




ACTIVITIES

*Arts and cultural activities

e Sports activities

* Activities about nature, and
environmental hobbies.

* Activities such as festivals, kermes, etc.
*With the support of the sponsors
*Time scheduled for participation

* Multi-channel promotion

2]




SENDING LETTER

*Personalized approach

*Short and effective
Storytelling

*Visual effectiveness
* Clear and understandable font size and character

* Answering What- When- Why- How questions

*Signed, if possible
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THINGS TO BE CONSIDERED WHILE
STORYTELLING

*A strong introduction and an effective conflict
*A character effected by the conflict (authentic)
*A strong theme (main idea at the centre of the story =Golden Detail)

*Integrity of the Story (that the story is perceived as a whole from the beginning to the
end)

*Effective solution
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GROUP STUDY

Create 3 groups, and choose an issue (for what will you ask donation?)
We know our story!

*Let’s learn how we will tell... (2 page)

*Who is your reader? Think about it and

e Ask for support with a letter telling your story ....

Time 30 mins




MULTI-CHANNEL CAMPAIGNS

*Both online and offline channels are used

*Lasts for a certain period

*In general, they have high budget or have communications sponsors
*High revenue is targeted

* Channels used together
Letter , Poster, Flyer, Newspaper Advertisement-Interview
TV-Radio Ads- Interview, Billboard, Shelter Ads (Racquet)

Facebook Ads, web banner, Youtube — video, Twitter — Instagram, Web site, search
pages...




SOS 2016 RAMADAN CAMPAIGN - LE

Fitrelerinizle Ll

daha fazla a 120°YE
[ololelllel-y 4120°
anne sevgisi S5k N?E;S

vermemize 20%

yardim edin.

@ Tum operatdrleri nda
in f
fatural hatlanndan 4120've BOS MESAJ gdnder
rerek 200 tutan
bagsg

yapabilirsiniz. Daha
fazia bagis yapmak isterseniz birden Gok
mesaj gonderebilirsini
z

SOS Gocukkoyii
Syii T
yii Demnegi tiim halkimizin Ramazan a ki
yin kutlar...

N S0S
GOCUKKOYU

(0392) 225 70 17

Zehra Anne’mizden
mektup var.

Kucak agtim dort minik kol bana sanid:. ki minik iz 0 an hayatma
girdi. Gok tathydilar.

Kipr kipir yerinde durmayan bes yagindaki Kiigiik Kardegin ne istedigini
anlamak Gok zordu. Hig yerinde durmuyor oradan oraya anlamsizca
kosup duruyordu. Bugiine kadar neler yagamisti merak ediyordum. Gogu
zaman uykusundan Kabuslarla uyaniyor vé bana sanimadan tekrar uykuya
dalamiyordu. Uzun geceler boyunca onu kucagimda uyuttum. Bana
simsila sanli§! yarali bir kusun yuvasina ulagtignda annesine signmasina
benziyordu.

yumugack kiiglik elleri, ipek gibi saglart vardi, Konugamiyor
ama bugtine Kadar yasadidi kederli hikayeyi gﬁzlerindeki derin ifade
anlatiyordu. Uzmanlar geligim geriligi oldugunu soyledi. Onu pikmadan
usanmadan her gin ozel egitime gotiirdtim. Tekrar saglikh ve normal bir
gocuk olmast igin elimden geleni yaptim-

Aradan tam bir yil gegtic Hayatimiza ilk girdigi gi'mlerdeki resimlerine
bakiyorum. Ne Kadar biiytimtis! Konugmay! bilmeyen o minik yavru simdi
annecigim diye caginyor, her geyi benimle paylaglyor:

Ona sevgi dolu bir yuvada kucak agarak, mutlu ve huzurlu bir yagam
verdik. GUn gegtikge yaralarint sararak mutiu bir gocukluk geqivmesini
saghyoruz. Evet bunu hep birlikte yaptik! Gocuklanma sabirlave sevgiyle
bakim verirken sizler gibi yardiminl esirgemeyen, Kalpleri iyilik dolu
insanlardan gl aliyorum. Yaptiginiz her bagigin bir ocuga luluk ve
huzur verdigini, yeni bir yagam gans! sagladigint diigtinerek Kalpleriniz

huzurla dolsun. Bizleri yalniz birakmayin-
sevgilerle,

Zehra

B&SED

EUROTPE



SOS 2016 RAMADAN CAMPAIGN- FLYER

COCUKKOYU

* SOos
COCUKKOY

SOS Gocukkdoyii Dernedi KKTC

Dlmuzde aile balimini kaybetme riski ile kargi kargiya olan cocuklann sayist her gecen giin

suell bsklm veren ve cocuklann avlelw"'n yaninda sadlikl kogullarda yasamasi
Buglin SOS Gocukkiyll

Dernegl "nin pvogmmlamda 254 oocm)a bakim ve destek verilmektedir.

Sevgi dolu ve
Toplumsal dayanl$ma ve yar (Jlmiasmd sicak bir yuva

sergilendidi, Ramazan Ayx ‘nda yapacaginiz kiicictk bir yardim, cocuklann
gocuklanmizin yannlanna umut olacakur, mutluluk

kaynagidir.
;
RANK/A yardimi
Size en yokn Turk Bankasi, Limasol Turk Kooperatif Bankasi, Creditwest G
Bankasi veya KT. Merkez ki hesap * Ty J y .
kodu ile bagig irsini ) 4 b ) Faturali

Faturali TR BANASI LTI T Hokabe: 018548759, ST Hakabe 7052674 hatlardan

Fitrelerinizle hatlardan 0 i i i ke gt M e e ireler n|zle = 4120'YE

BOS MESAJ

daha fazla c;ocu@a 4120'YE i O M LML ot 8 daha fazla gcocuga 20 f

anne sevgisi Y. Y @ anne sevgisi vermernize
Ve rm e m | Ze 20% tutaninda bagi yapabilicsiniz. Daha fazla bagrs yapmak isterseniz birden Gok ya rd I m ed l n =

‘mesaj gdnderebilirsiniz.
-
(e f = M '
ard I m ed I n - . ONLINE yardim Tom operatorlenn faturall hatlanndan 4120'ye BOS MESAJ
= Pt badig Daha fazla

SOS Gocukkdytl dernegi resmi intemet sitesi olan www.soscocukkoyu.org
adresini ziyaret ederek online bagis yapabilirsiniz. bagig yapmak -stersemz birden gok mesaj gdnderebilirsiniz.

- i - “
yapabilirsiniz. Daha fazia badig yapmak i i E D L
SOS Gocukkdyii Dernegi tiim halkimizin Ramazan ayini kutlar... SOS Gocukkdyii Dernegi tim halkimizin Ramazan ayin kutlar..

SOS Gocukkoyii Dernegi tim halkimizin Ramazan ayini kutlar...




S0S 2016 RAMADAN CAMPAIGN- BANNER

] Fatorali
Fi nizle ST
daha fz i* lfo‘sm

anne sevgisi ey




SOS 2016 RAMAZAN KAMPANYASI-SITE

= — '.__,_,_ - —— B e S

6@4 &% http://www.soscocukkoyu.org tr/ramazan/ B 23 Google v Iga.engage... #%505.. % | Ed 66) sos...[ G tele paz... | & 505 Co... | & WeTran... | 2 WeTran... ] ] {nr 2.¢ £23
e - - ~ .
QOCUKKOYU BIZKIMIZ  CALISMALARIMIZ NASIL YARDIM EDEBILIRIM? BLOG & HIKAYELER HABERLER & MEDYA  BIZE ULASIN
Ramazan ay1 boyunca “Kiiciik yiirekler anne sevgisi ister” slogam Ediyor

ile bagis toplamay1 hedefleyen SOS Cocukkdyii Dernegi bir SOS
Annesinin gercek hikayesini paylasiyor.

v

“Kuruslan Yuvarlamak Buyik Bir
Karardir™

SOS Cocuk Koyii’ne gelen iki kiiglik kiz kardesin hikayelerini SOS

Annesi Zehra Hanim Dernege destek veren halka yazdig Cocuklara Sevgi Dolu Bir Yuva
mektupta anlatiyor. Yaratmammzda Sizin De Katkimz

v

Mutlu son ile biten Sykiide cocuklann psikolojik gelisimlerine Olsun
vurgu yapilarak halkin yardimlarimin ne kadar gerekli oldugu

v

belirtiliyor.SOS Annesi Zehra Hamim mektubunda su sozleri dile 505. Cocuk K{J:yij’nde Cocuklar ELA
getirerek mutlulugunu paylasyor: “Aradan tam bir yil gecti”. ile ingilizce Ogreniyor

v

“Hayatirmza ilk girdigi giinlerdeki resimlerine bakiyorum. Ne “Kiigiik Yiirekler Anne Sevgisi ister”

kadar biiyiimiis! Konusmayr bilmeyen o minik yavru simdi annecigim diye ¢agirniyor, her seyi benimle paylasiyor.

v

Girne Amatér Drama Toplulugu’ndan
“_.Bunu hep birlikte yaptik! ...Yaptigimz her bagisin bir cocuga mutluluk ve huzur verdigini, yeni Antamb Bagis

bir yasam sansi sagladigim disiinerek kalpleriniz huzurla dolsun.”

v

Cocuk Odakli Calisan Kardes Kuruma
Bugiin SOS Cocukkdyll Denegi’nin programlarninda 257 cocuga bakim ve destek verilmektedir. Katk!
Ramazanda filtrelerinizle cocuklann masum dileklerine yamt vererek, daha fazla cocuga anne

sevgisi saglamasina destek verebilirsiniz.

v

Es Calisanlara ve Partnerlere Egitim

Bugtin yapacag 20 TL’lik yardim, cocuklarnn yarnnlarnim degistirecektir.

v

Deniz’in Hikayesi

v

Gliclii Aileler - Pinar’in Hikayesi

iletigsim / Contact Info

18:43
22/06/2016

@ 3 @ 10




S0OS 2016 RAMADAN CAMPAIGN-
SOCIAL MEDIA

Fitrelerinizle daha fazla gocudga
anne sevgisi vermemize
yardim edin.

KlcuUk yurekler anne sevgisi ister.
= = Tum operatorlerin fatural hatlarindan 4120'ye BOS$ MESAJ

;‘ag :‘pssritjg%ﬂ';;?é‘r‘éﬁhzga{rgd gondererek 20 TL tutarinda bagis yapabilirsiniz. Daha fazla

bagis yapabilirsiniz. Daha fazla bai

isterseniz birden gok mesaj

bagis yapmak isterseniz birden gok mesaj gonderebilirsiniz

. COCUKKOYU
KKTC

Kucuk yurekier anne sevgisi ister. R omn
Fitrelerinizle daha fazla cocuga anne 88Rurwov
SeVgiSi Vermemize yard.m edin. (0392) 225 70 17




STEP BY STEP FUNDRAISING

*Fundraising Strategy

*Periodical or annual plans for FR activities
*Pilot implementations for activities
*Approaching donors — Goal — Product — Channel

* Examples from Fundraising Activities

*Improving Donor Relations




IMPROVING DONOR
RELATIONS




DONOR FEEDBACK

e Each donor shall be thanked

* Thanking statements shall be diversified

* A small present can be given, if possible

* A symbol that is catchy and kept in sight

* The purpose of donor shall be reacquainted

* Success stories shall be shared

* The effect of the donation shall be shown

* Athank you from beneficiaries is beneficial

* The appreciation shall be made personally,
and by an authorized person, if possible




FEEDBACK FROM THE DONOR

*Channels from which the donor can give feedback to us
*Channels by which s/he can share his/her experience with others
*Tools by which s/he can show his/her feelings

*A structure where s/he can see other participants

*A platform where s/he can evaluate us




ADVENTURE of a DONOR

* The adventure of a potential donor begins with the first moment s/he meets the organization

* At a certain phase in adventure, s/he decides to be a donor

* The donor is classified according to her/his choice of support method (or the one proposed)

Different feedback shall be given to donors of different classes/categories

* Each feedback in this adventure has a goal

* There are differences between experiencing making a donation and experiencing a donation adventure

* The goal is to make the donor feel happy throughout the adventure, and to continue the
actions, and then carry it to a level further

*The ultimate goal is to ensure the loyalty of the donor, and to make the relationship with the
NGO last as long as possible




DONOR CYCLE

2. The Donation 3. The Thank You

- --

1. The Ask 4. The Update
Please J NEWS

Sive /




Thank you
/ stage \
Anniversary Thank you
celebration Package
\ET!
Thank you
and e-bulletin
Offer :
Conversion Bulletin




THANK YOU...

CEMIL HAFIZ

cemil.hafiz@gmail.com
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www.sivilalan.eu
WWW.civicspace.eu
Facebook: civicspacesivilalan
Twitter: @sivilalanproje
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