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INTRODUCTION

The Webster’s New World Grant Writing Handbook is a comprehensive overview of grant writing, with a special focus on corporate and foundation fundraising. It provides a look at a field that has evolved significantly over the years and gives practical advice on how to solicit funds for nonprofit initiatives. The Handbook outlines ways to write an effective proposal—from defining your project and knowing which funders to approach to organizing, writing, and following up proposals. Whether you are in a small or large nonprofit organization, a new or experienced grant writer, this book can help you be better at what you do.

This book was based on the real experiences of grant seekers. Because the field is still so new, many of the techniques here were devised through trial and error or adapted based on knowledge of good fundraising practices. A number of corporate and foundation friends were consulted as well, and their perspectives add an important and unique point of view.

Major Themes

A few major themes are reflected throughout the book and deserve mention here. First, preparation is the key to success. You cannot simply identify a funder and write a proposal. You must have a thorough knowledge of philanthropy, understand the motivations and interests of corporations and foundations, and be well versed in your own organization’s mission and strengths. You must also have an understanding of the major forces affecting the field and astutely identify good donor matches.

A second theme is the importance of relationships. Sending a proposal without first establishing contact with the funding source is rarely fruitful. This book suggests how to recognize funders with common interests, make that first connection, continue communicating with the funder throughout the proposal process, and maintain ongoing relationships.

Third, you must maintain a broad perspective while paying close attention to many of the details involved in grant writing. This book provides organization help and gives examples of tracking systems that keep you on point. Part of maintaining good relationships is good follow-through, and these tracking systems guide you through the process well.

Lastly, throughout this book you examine the traits and skills necessary for successful corporate and foundation fundraising. It is a job requiring many inherent personal traits as well as learned skills; you can acquire and develop these skills.

Government grants are also briefly addressed.

Things of Note

Text boxes are used throughout the book to discuss things of interest (but not necessity) to the topic. Every new word is italicized and either explained in the text itself, or in the Glossary.

How This Book Is Organized

Here’s a quick overview of what we will cover in the Grant Writing Handbook.


	In Part I you examine how corporate and foundation support can diversify your organization’s overall fundraising plan. You also learn how corporate and foundation giving has evolved over the years. Much of the chapter focuses on why corporations and foundations give, how they approach their giving strategically, and what types of gifts are most common today. In addition, Part I provides the reader with a basic primer on the various types of foundations (independent, family, community, and operating) as well as distinguishes corporate giving programs and corporate foundations. It further helps you identify the best contacts.

	Part II provides an overview of the trends in giving today and chronicles the effect of major societal and economic events. It also outlines emerging trends that are affecting philanthropy. Globalization, changing demographics, and the emergence of the much talked about “new donor” will continue to impact giving in the years to come; prepare to adapt your practices to accommodate these inevitable changes. Lastly, this part addresses major themes arising from these trends, such as greater accountability, collaborative ventures, and more focused, strategic, and engaged giving.

	In Part III you begin the actual grant writing. Look at where project ideas are generated and what implications this has for the proposal process. Examine how to move from an idea to a well-defined project. Identify things—including the problem, the project plan, and resources—to delineate before moving forward. Throughout this process, you need to be clear about your own role and assess how well the project reflects your agency’s goals. You also read about ways to prepare your organization, how to create investment and ownership in the project, and how to develop the project.

	Part IV takes you through the research process, finding those corporations and foundations with like interests. This part encourages you to look and think deeper, not always taking publicly available material at face value and supplementing your findings with more accurate sources of information.

	Part V addresses one of the hardest aspects of fundraising: knowing how to approach potential funders. You discover the various methods of initially approaching a funder—including a letter of inquiry, concept paper, telephone call, online inquiry, email, or personal visit—and get solid suggestions for getting your message across. In addition to helping you identify the best person to approach (and who in your organization should approach that person), you see the best ways to present yourself and the proposed project. Helpful hints on such things as getting through to the funder and handling rejection are also covered in this part.

	Parts VI and VII are concerned with ways to organize yourself and the project and how to effectively write a proposal. Such things as establishing the tone and structure of the proposal are covered as well as general writing tips. Each proposal step is covered, along with examples (including budget creation). You also get an overview of nontraditional proposal formats such as letter proposals, online applications, and common applications. A proposal checklist helps you track your progress and avoid missing important steps.

	Parts VIII and IX emphasize that grant seeking does not end once the proposal is submitted. Good follow-up and stewardship can enhance your chances for success and go a long way toward establishing a long-term relationship with the funding source.



A few elements supplement the material:


	A Glossary briefly defines fundraising jargon used throughout this book.

	Appendix A gives you a sample proposal, composed primarily of proposal component samples contained throughout the book. Putting it in this format allows you to see the finished product.

	Appendix B presents sample forms to use as reference as you put your proposal together.

	Appendix C discusses the characteristics of an effective fundraiser so that you can assess your own skills and develop a plan for professional development. For those new to the fundraising field and those whose job requires these responsibilities, this appendix helps you discover those things that will make you a better fundraiser.

	Government grants are covered briefly in Appendix D. While not the main focus of the book, this information provides tips on researching and applying for government grants.



The book was written so you can easily locate those sections where you need the most help, and cross-references are provided throughout. However, for those who want a solid grounding in the field, read each section. Hopefully you come away from the Webster’s New World Grant Writing Handbook well equipped to solicit grants from corporations and foundations. Enjoy the journey and the many successes that are sure to come your way!





PART I

UNDERSTANDING CORPORATE AND FOUNDATION FUNDRAISING

Corporate and foundation grants can be an important element of a nonprofit’s comprehensive fundraising strategy. One of the advantages of including foundations and corporate giving programs in your fundraising plan is that they are primarily structured to make charitable contributions. Their reason for existing is to allocate funds to nonprofit organizations, and in many cases, they are bound by law to do so. Your job, then, is to discover corporations and foundations that share your interests and will want to invest in your programs. [See Part IV, Finding the Right Funders for ways to match your organization with a potential funder.]

A partnership with a nonprofit can help a corporation or foundation achieve its goals, such as increasing knowledge, providing programs for the disadvantaged, or economic development. These partnerships can be mutually beneficial when the interests of the nonprofit fit well with a funder’s goals.

Once you understand the world of corporate and foundation fundraising, you are better able to assess the real potential for support from this constituency. A thorough knowledge of your organization (its philosophy, mission, and programs) is also vital to this assessment.

HOW CORPORATIONS AND FOUNDATIONS FIT INTO YOUR OVERALL FUNDRAISING STRATEGY

There are many ways a nonprofit can raise money to support its organizational and programmatic needs, including annual gifts, major gifts, corporate contributions, foundation grants, government grants or appropriations, planned gifts, special gifts, or membership drives. [Definitions for many of these terms can be found in the Glossary.] Including corporate and foundation prospects in your strategy will help diversify your funding base and add another dimension to your organization.

Corporations and foundations have many motivations for giving [covered later in this Part], yet they are generally very specific in their interests. This focus helps the funder prioritize the many requests that come their way. When a nonprofit is deciding whether to include corporate and foundation support in their fundraising strategy, this must be taken into consideration. While these types of support can provide needed funding, your organization must be prepared to address—and advance—the specific interests of the funder.

Your fundraising strategy should include ways to leverage existing relationships. Some of your best individual donors, in fact, may help you open the door with a company or foundation. In turn, a solid relationship with a corporation may help you uncover an individual who will support your agency. Integrating corporations and foundations into your overall fundraising plan allows you to take advantage of these opportunities.

Although individual contributions account for roughly 75 percent of nonprofit funding, certain types of initiatives are more conducive to corporate and foundation support. These include, among other things, pilot or demonstration projects, seed grants, research, and sponsorships. [See Glossary.] Many corporations and foundations prefer time-limited projects that can be easily measured and demonstrably impact a particular issue. Knowing the opportunities as well as the limitations of corporate and foundation funding will help you decide if you want to approach these entities for support.

This book shows you how to approach funders and write proposals for specific initiatives [see Part III: Define the Project for the ways ideas are generated and projects defined], but how do you know if corporate and foundation funders should be part of your nonprofit’s overall fundraising strategy? To determine this,


1. Identify and prioritize your funding needs.


You may have funding needs that resulted from strategic planning, or as part of a fundraising campaign plan. A campaign is a concentrated, comprehensive fundraising effort centered around a unifying theme. Your needs may be capital (for example, a building) or programmatic (art workshops for children), among others. List all your needs and decide which will receive the highest priority for funding. If you are a fundraiser in your organization (and not charged with determining the strategic direction), consult with the leadership. Prioritizing needs is an extremely useful process as it provides direction for fundraising efforts.



2. Take the list of prioritized needs and assess the probability (“fundability”) of corporate or foundation support for each.


This part details the motivations and general giving practices of corporations and foundations. Use it as a guide as you evaluate the list. For each priority, ask yourself, “Will a corporation or foundation be interested in funding this initiative? Will the funder benefit or will this project help them achieve their goals?” You might also consult others who are experienced in fundraising to get their assessment of fundability. Be realistic when making your assessments.



3. From this assessment, develop a final list of initiatives that are potential recipients of corporate and foundation funding.

4. Share your assessment with others in your organization so that this information can be integrated into the overall fundraising plan.



It is important to note that not all project ideas or priorities arise from a thoughtful planning process within the nonprofit. A funder may be the one to present an opportunity for funding that gets the nonprofit’s attention, causing the project to become a priority. For example, a foundation whose goal is to help the disabled may approach a nonprofit about developing a career exploration program to supplement existing programs for these individuals.

Seeking support from corporations and foundations can be an important part of your organization’s total fundraising effort.


Historical Perspective

The origins of corporate and foundation giving provide us with insights that help us as we seek to understand these entities. In fact, many of the earliest foundations still exist today! Economic, governmental, and societal factors have shaped the current form of corporate giving in America:


Corporate philanthropy began in the late nineteenth century when railroad companies supported the YMCA, ultimately helping to provide safe housing for railroad workers. Until World War I, most early philanthropy was the result of a few prominent millionaires like Andrew Carnegie and John D. Rockefeller. The passage of the 1935 Revenue Act allowed corporations to deduct charitable contributions from their federal income taxes, providing an incentive for corporate giving and eventually leading to more accurate reporting of philanthropic activities.

World War II brought a dramatic rise in philanthropy (high income and high taxes), coupled with an increasing need for support for social welfare causes in the U.S. and abroad. It was during this period that the business world began to be a powerful force in American philanthropy. Corporations realized that investments in human capital not only helped individuals in the community but ultimately would benefit business.

By the early sixties, nearly half of the states in the U.S. had legally authorized corporate philanthropy. Most U.S. companies had by this time established their own in-house foundations. The federal government continued to encourage corporate gifts through deduction provisions in the tax laws.

The Reagan era brought major social service cutbacks and new tax laws that encouraged greater corporate social responsibility. Corporations were allowed to deduct up to 10 percent of their taxable income for charity.

The Exxon Valdez oil spill of 1989 challenged America’s traditional model of philanthropy. Strategic alliances became the basis for the new model of corporate giving. AT&T became the first company to implement the new corporate philanthropy model, linking foundation initiatives to business functions.

The economic boom of the nineties created new wealth (largely due to the high-tech industry), and a new breed of donor emerged. [See Part II: The New Philanthropy.] Throughout the brief history of foundations, government (legislative and regulatory), economic, and societal changes similarly have influenced their behavior. Private foundations began to be established in the early twentieth century through the wealth created in the steel and oil industries. Philanthropists like Andrew Carnegie and John D. Rockefeller sought ways to systematize their charitable giving—to create endowments that would address social ills—and foundations provided the structure to accomplish this. There was a tremendous growth in both assets and the number of foundations after 1940 due to economic prosperity (the income of both individuals and corporations was increasing, and high tax rates encouraged giving), international focus (America had developed a more international perspective after the war), taxes (an increase in the federal inheritance tax was a huge incentive for the wealthy to establish foundations), and power (foundations were a way for wealthy families to continue to exert their influence).



The number of foundations continued to grow until the Tax Reform Act of 1969, when a new set of rules changed the industry. This act established excise taxes on income earned by private foundation investments, required specific grant payouts, and set standards regarding public reporting. Subsequent amendments to this act, as well as tax incentives, contributed to an increase in the number of foundations. While the seventies and eighties were unremarkable in terms of growth, over the past twenty years, the number of foundations has more than doubled.

Corporate and foundation philanthropy has changed over time but never as rapidly as in recent years. Foundations and corporations are being forced to reevaluate their giving structures and priorities, and notions of social responsibility have also changed. “Working for the public good” now often means targeting specific issues where funders can make a difference. Donors want more interaction with the issues they address as well as more accountability from grantees. As we become more and more global in perspective, philanthropy is also more far-reaching. We want to impact our local communities but also feel a responsibility for other parts of the world.

Despite recent dramatic changes in giving practices, the early philanthropists were in many respects very similar to the new philanthropists in their approach. They gave money, but they also gave their time and expertise to causes they believed in. “Engaged” philanthropy applied as much to railroad baron Leland Stanford as it does today to software billionaire Bill Gates.



WHY CORPORATIONS AND FOUNDATIONS GIVE

Corporations and foundations provide funding to nonprofits for a variety of reasons, some altruistic and some not. In general, pure philanthropy is rare. Today, most funders have a clear agenda in mind and are seeking partners to help them achieve those agendas. Your project must align with these goals or you will not be considered for funding.

Some foundations that believe in your organization’s mission and capabilities, however, may ask your executive director to articulate your highest-priority project, and if you make a good case for support, they will provide funding. Even these funders have parameters within which you must fall.

Typically, foundations and corporations are interested in project support versus endowment or general operating support. This is due to several things:


	Endowment (a permanent fund that generates income) implies support in perpetuity (“forever”). Most funders want to see the beginning and end of a project. Corporations in particular shy away from endowment because of the dynamic nature of business. If a corporation names an organization in perpetuity, what happens when the company folds or takes on a different name? In addition, many organizations avoid endowed giving because they want to maximize the current impact of their philanthropy. They can spend their money for current purposes rather than funding an endowment where a relatively small percentage is used for incremental long-term impact.

	Operating support (that pays for day-to-day expenses) is not easily measured. How can a funder evaluate whether you have been effective?

	Funders like flexibility in their giving. Longer-term projects tie up resources and inhibit their ability to change direction to quickly accommodate emerging needs.



FOUNDATIONS

A foundation is an organization formed either as a nonprofit corporation or charitable trust. Its main purpose is to make grants to unrelated organizations or individuals for scientific, cultural, religious, or other charitable purposes. Foundations can be one of two broad types: private or public. A private foundation derives the majority of its funds from one source—an individual, family, or corporation. A public charity or foundation, however, receives its funds from many sources and must continue to raise funds from a variety of sources in order to keep its public status. While there are other categories of public charities, this book is concerned with those that act as foundations and have grantmaking programs, such as community foundations.

Private foundations have many requirements:


	Making a minimum distribution: Private foundations must pay out at least 5 percent of the average market value of their investment assets in any given fiscal year by the end of the following year. This is considered an exchange for the privilege of significant tax advantages.

	Paying excise taxes: These are normally 2 percent of net investment income.

	Providing public information: IRS form 990 makes publicly available the finances, board members, and distributions of the foundation.

	Limiting for-profit enterprises: The limits relate to the IRS’s excess business holdings rule, which stipulates that no more than 20 percent of the voting stock or interests of a single business may be owned by a private foundation and all its disqualified persons combined (A disqualified person is someone or an organization that is barred from having a business relationship with the foundation, including substantial contributors, foundation managers, and family members.)

	Refraining from acts of “self-dealing” (a disqualified person using the assets of the organization for personal gain, such as excessive compensation): This is sometimes referred to as a conflict of interest.



Public charities receive most of their support from the general public and reach out in other ways to the public. Public charities include most charitable agencies (churches, schools, hospitals) as well as foundations like community foundations. The important distinction between private foundations and public charities is that public charities must pass the “public support test.” (They must continue to receive substantial support from the public to retain their status.) Public charities:


	Are exempt from certain taxes (excise and net investment income, for example).

	Must file a 990 form with the IRS if they have gross receipts over $25,000, although the requirements are less cumbersome than for private foundations.

	Have certain fundraising advantages, for example, higher limitations on amounts individuals and corporations can contribute to them.



Most foundations are originally established through money designated by an individual, a group of individuals, or a family. [Corporate foundations are explained later in this part.] These individuals determine the direction of the foundation’s giving. The foundation’s focus may be broad (such as “the betterment of mankind”) or narrow (“autistic children in California”). The foundation may be large, with significant assets and a number of paid professional staff, or small with modest assets and volunteer directors.

The foundation exists to carry out the original donor’s wishes. In cases where the donor’s intent is broad, the specific areas of focus may change according to the current board’s interpretation of those wishes. (Broad missions allow a foundation to be flexible in direction and able to respond to issues as they arise.)

Remember that foundations exist to give away money to help society. If you have a project that fits with a foundation’s guidelines, you are in fact helping them achieve their mission. The trick is in finding the right match for your project and communicating with the foundation. [Parts IV and V talk more about this.]

Lobbying

The U.S. federal government places restrictions on the lobbying activity of foundations, although foundations can affect public policy in many ways. Foundations may not attempt to influence elections or lobby directly for legislation through their grantmaking. However, they can conduct or support nonpartisan information gathering and policy issue research. For example, a foundation might fund a project that examines the effects of global warming or explores the potential implications of various governmental policies on this issue. In fact, a number of foundations feel that, with limited resources and widespread, complex problems not conducive to quick fixes, their funding of initiatives that provide information and awareness can be a powerful tool for social change. If policy makers are fully informed, they are better able to make thoughtful decisions.

Foundation Types

To help you in the grant-seeking process, three types of foundations will be discussed in more detail: independent, community, and operating. These foundation types differ in their character, intent, creation, structure, and revenue streams. Understanding their similarities and differences makes you a more effective fundraiser.

Independent Foundations

The majority of foundations in existence today are independent foundations. Independent foundations are private entities set up to distribute grants to tax-exempt organizations. These types of foundations are funded by individuals or families in one of two ways:


	Endowment: The income earned from investment of the principal is used to make grants.

	Periodic contributions: Living donors contribute to the fund, using the foundation as a pass-through for their giving. They may eventually structure the fund as an endowment.



Independent foundations are often named for the original donors. In most cases, they stipulate giving categories (the arts or health, for example) as well as geographic restrictions. Independent foundations range from small operations with one (or a half-time) staff person to large, well-established foundations employing hundreds. Examples of independent foundations include the Rockefeller, Ford, and W. K. Kellogg foundations.

Family Foundations

Family foundations are independent foundations that have significant involvement by family members. The family may make priority and grant allocation decisions. More than half of all independent foundations are family foundations, and they account for the same percentage of assets.

There has been quite a rise in family foundations over the last few years. During the dot-com explosion, many family foundations were started on the West Coast. A number of young millionaires were created as a result of the high-tech industry and sought refuge from high taxes. They also were looking for ways to contribute to their communities.


“Family Foundation” Is Not a Legal Term

The Council on Foundations uses a number of criteria when designating a family foundation as such. These include foundations where:


The word family or families is in the foundation’s name.

A living donor (or two trustees) shares the surname of the foundation.

They self-identify as a family foundation.





Family foundations can be large or small in assets and structure. The Bill and Melinda Gates Foundation, David and Lucille Packard Foundation, and Henry Luce Foundation are all examples of large family foundations with significant assets and giving. However, a number of family foundations are too small to qualify for inclusion on foundation lists and don’t have a face in the public. In fact, most family foundations have less than $1 million in assets.

According to the Council on Foundations, family foundations devoted more of their giving to capital projects (for example, buildings) than independent foundations overall in 2002 and also devoted the greatest percentage of their dollars to program funds. In 2002, these foundations favored education and health.

Health Conversion Foundations

Many health conversion foundations have been formed as nonprofit hospitals or other health care providers converted to for-profit status. Essentially, when a nonprofit decides to change its status, the assets must remain under the control of a nonprofit, either as part of an existing nonprofit or one created for this purpose. This is how many health conversion foundations are formed and are able to make grants. Examples include the Sierra Health Foundation and the California Wellness Foundation. These foundations can be prospects for your organization if you have a project that is health related and will benefit the community where the funds were generated.

Community Foundations

Community foundations are local or regionally focused. They accumulate their assets through a number of donors, establishing an endowment that is managed independently. A community foundation uses the income from that endowment to make grants. A number of things distinguish community foundations from other types of foundations:


	Most are officially classified as public charities by the IRS. (Some are classified as private foundations.) This means, among other things, that they draw their support from the public but also make grants for a wide range of community needs.

	Community foundations have both a general fund from which to make grants as well as separate funds initiated by individuals. These donor-designated and donor-advised funds are an alternative to the donor setting up a separate independent or family foundation and incurring those costs. Community funds are very popular because they mean an immediate tax deduction, offer a range of giving options, and are easy to arrange.

	The grantmaking of a community foundation is directed by a governing board with diverse community representation.

	Community foundations have a clearly defined set of guidelines and generally have more than one funding cycle per year. Some make grant decisions quarterly, with staff making recommendations to the board. Some have restrictions on how many projects they will fund per organization per year.



Nonprofits with local interests are more likely to receive funding from a community foundation than a national foundation because the competition is less and there is a more direct link between the donor’s interests and your organization. There may also be broader interests represented through the diversity of donor intentions.

Community foundation growth is due in part to the requirement that they must raise funds to meet the “public support test” mentioned previously. In addition, special programs initiated by the Council on Foundations and other foundations have been designed to encourage their formation and growth. The largest community foundation is the New York Community Trust with assets over $1.5 billion. Other community foundations include the Community Foundation Silicon Valley, Cleveland Foundation, and the Chicago Community Trust.


Donor-Advised and Donor-Designated Funds

Both are funds contributed by an individual to a community foundation. In donor-advised funds, the individual provides suggestions on which causes her money should support. In donor-designated funds, the donor specifically selects the organizations and causes her fund will support.

While many community foundations publicly announce the existence of these funds (and their interests), there is no system for you to specifically seek funding from them. However, the community foundation must match donor interests with worthy projects, so keep them informed of your organization’s mission and activities. They may have a donor that is a good match and direct funds to you as a result.



Community foundations play many roles in the community, and it is in your best interest to develop a good relationship with those in your surrounding area. Community foundations:


	Have relationships with other funders.

	Make grants in conjunction with other funders when there are common interests.

	Have information about initiatives that are forming.

	Convene groups of partners to examine and respond to community issues.



Educate your community foundation about your organization and let them know you are a willing partner in addressing issues of common concern.

Women’s Funds

There has been a steady rise in the number of women’s funds, which are formed to specifically help charities addressing the needs of women and girls. The Women’s Funding Network, a partnership of women and girls’ funds, now boasts over ninety member organizations throughout the world.

These funds generally have very different philosophies and styles than traditional foundations, and they can be good sources of support if your organization has initiatives benefiting women. While many of these funds operate independently, many are affiliated with community foundations. Examples of women’s funds include the Boston Women’s Fund, Michigan Women’s Foundation, and Women’s Foundation for a Greater Memphis.

Operating Foundations

Operating foundations are classified by the IRS as such because they spend at least 85 percent of their income supporting their own programs. They generally do not make grants but exist to conduct research and programs. Operating foundations are legally separate from the other types of foundations and enjoy more favorable tax status. In fact, operating foundations act much like other nonprofits. They raise funds, are governed by a board of directors, and employ professional staff to direct and carry out programs.

These types of foundations can be great sources of information for organizations with similar missions, and interacting with them may lead to connections with other experts in the field. The Kaiser Family Foundation, for example, achieves its mission of impacting the health care system through conducting policy research and programs and providing information that informs discussion and debate. Other examples of operating foundations include the Benton Foundation, the J. Paul Getty Trust, and the Carnegie Endowment for International Peace.

Some foundations do not use the term foundation in their title, yet they are still foundations. Some examples include the Commonwealth Fund, the Duke Endowment, and the Pew Charitable Trusts. Likewise, the term foundation is sometimes used by government organizations and noncharitable organizations. This can be confusing for grant seekers, but you learn the distinctions as you become familiar with these organizations.

The Nature of Foundation Giving

Foundations give money away for a variety of reasons:


	The original donor had a cause she was particularly interested in, like conservation or education. The foundation then looks for the best way, such as research or pilot projects, to make an impact on this issue. The foundation staff may have subject expertise in-house or they may look to outside consultants or advisory groups to guide them. (Some foundations even use these consultants early on to help determine the most pressing issues and receive help guiding the foundation’s original mission.) Examples include George Soros’s development of the Open Society Institute and Alfred P. Sloan’s interest in science and engineering.

	The foundation may want to effect change in one particular region. This is true in the case of community foundations that exist to serve specific communities. In addition, many of the large foundations (like Packard and Pew) have a specific program area for the benefit of their local community.

	The foundation wants to have a national impact on a particular issue. This could be manifested in either a large-scale project involving multiple communities (such as Annie E. Casey Foundation’s Building Communities project) or pilot/demonstration projects that can be tested and replicated if successful.

	The foundation wants to gather information on a topic and disseminate it to either the public or public policy officials. This could be in the form of academic research or polling. The purpose of this information is to gain a greater public understanding of an issue or problem or to influence people in decision-making positions.

	The foundation wants to help nonprofits increase their capacity to serve constituents by stabilizing its management and finances. Examples of this include Packard Foundation’s Organizational Effectiveness grants and Kresge Foundation’s capacity-building grants.

	The foundation’s founder wants to provide ongoing support for specific organizations. Some wealthy philanthropists, like James B. Duke, establish foundations to support nonprofits they think are worthy or organizations with which they have a historical relationship. The Duke Endowment, for example, supports four specific educational institutions annually—Duke, Furman, and Johnson C. Smith universities and Davidson College.



It is extremely helpful for fundraisers to know the intended purposes and motivations of foundations. In addition to allowing you to determine if the foundation interests mesh with your organization’s interests, this knowledge lays the groundwork for developing a good case for support. [Part VII: Write the Proposal will help you develop a case for support.]

CORPORATIONS

Most businesses have a clearly stated mission that drives its agenda. Underlying that mission is the fact that businesses exist to make money. Corporate philanthropy, on the other hand, is about giving money away. Why, then, are corporations motivated to support nonprofits?

Corporate philanthropy is sometimes referred to as “enlightened self-interest.” Clearly, businesses must see a benefit to their giving. At a time when companies are getting leaner and budgets are tighter, corporate giving programs must demonstrate that they contribute to the corporation’s mission and values.

Many corporate grantmakers have developed philanthropic strategies in line with their business values. They realize that a good contributions program can accomplish many things:


	Social and civic responsibilities fulfillment

	Strengthening the communities in which they operate

	Good relationships with the surrounding community

	Improved customer relations

	Better employee morale

	Better corporate image

	Greater competitive advantage



Some examples of corporate philanthropy make a clear and visible connection between the company’s products and services and the charities it supports. For example, Johnson & Johnson gives support to health care–related organizations, the nonprofits that are the most closely related to its business. Their worldwide contributions program encourages access to health care and focuses on health education, children’s health, science and technology, and community responsibility.

Corporations also may look for opportunities to expose potential customers to their products or services. A computer manufacturer may donate computers to local schools, or beverage makers may provide their products for charitable events.

Other motivations may be less obvious yet still as compelling. Many corporations believe that investments in education yield a better-prepared and more productive workforce and that healthy and vibrant communities will attract and retain workers. And many corporate giving programs (such as those in the utilities or telecommunications industries) are aimed at fostering economic development, ensuring that corporations thrive and expand and, thus, continue to generate business.

Today, companies like IBM and AT&T have recognized the importance of strategically integrating philanthropy into their corporate agenda. No longer is philanthropy considered a peripheral activity; many corporations have made contributions a top management function. At General Electric, for example, the executive director of the foundation also serves as the vice president of corporate citizenship.

While many corporations with 1,000 or more employees have foundations, trusts, or philanthropic budgets, a decentralized approach to philanthropy has also meant the involvement and support of a number of the company’s other business units, most notably the following:


	Marketing

	Communications

	Human resources

	Community/Economic development

	Business development

	Sales

	Government affairs

	Research and development



These departments can be considered potential avenues of corporate support.

Avenues of Corporate Support

Foundation structures are fairly easy to navigate. If you are interested in pursuing a grant for an environmental program, for example, you approach the individual in charge of that program area. However, corporations are a different story. There are many pots of money within corporations, and you need to understand the motivations and budgetary decision making for each. [Part VI discusses the specific ways in which these various departments can be approached based on their particular objectives within the corporation. Later this part talks about the more widely known corporate foundations and corporate giving programs.]

Knowing some general guiding principles is helpful:


	Be sure you understand the department’s specific aims. Various divisions will have different foci. For example, an international division cares about increasing business abroad and helping individuals and organizations in the regions where they do business.

	Marketing and communications professionals want to position the corporation positively in the public eye and convey key messages to their target audiences. Knowing these messages and their targets can help you determine if your organization and the corporation are a good match.

	Future-oriented departments such as Research and Development (R&D) or Business Development want to discover new products and applications. The more you know about future areas of investment, the better off you are. Universities are highly valued by the business world for their contribution to research, particularly given the high costs of R&D and the increasing pressures to commercialize new products.

	Community and Economic Development departments are interested in community revitalizing and retention efforts. If your organization shares that mission or can contribute in some way to these efforts, there may be a fit.

	Sales departments may be able to offer products and services to your organization if you can provide access to a key target audience. They may also be motivated to test current products with new applications or let you showcase their product.

	Government affairs professionals within corporations also look strategically to nonprofit support as a way of advancing lobbying efforts; policy marketing enables companies to be seen as leaders in issues that directly link them with target audiences. Given that consumers are increasingly considering a company’s stand on social responsibility issues prior to buying, the role of policy marketing and other related strategies has become increasingly significant.

	Human Resources departments have the challenge of attracting, training, and retaining employees. Job training and continuing education programs offered by nonprofits and educational institutions provide valuable opportunities for employees to update skills and adapt to the changing workplace. Nonprofits may also offer services to corporations that enhance the well-being of employees, such as wellness seminars or career planning services.



Some of these partnerships would not be considered philanthropy per se, but they create relationships or rationale that can lead to charitable support. In addition to the revenue that is generated from some of these activities, a deeper connection between the funding source and your nonprofit will be developed that can benefit grant seeking.


Cause-Related Marketing

Cause-related marketing, the practice of companies donating part of their proceeds to and/or partnering with nonprofits to increase sales, is also commonplace today. This technique essentially links targeted constituencies to strategic causes, enhancing sales and corporate image. American Express pioneered cause-related marketing in early 1981 when the company publicized that use of its credit card would result in a donation to the Statue of Liberty renovation. Critics claim that such tactics exploit nonprofits, undercutting their independence by linking them more to market consideration than need.

Nonprofits need to proceed here with caution, carefully weighing the advantages and disadvantages of such arrangements. One of the key considerations is whether the product or company is engaged in business that is at odds with a nonprofit’s mission. This can be glaringly obvious, as in the case of cigarette manufacturer sponsorship of a Lung Association event, or much less subtle. It is wise to establish reasonable boundaries with regard to this issue within your nonprofit that reflect your agency’s values and clearly communicate these boundaries to staff.



Corporate Foundations

Corporate foundations are developed by businesses to carry out the business’s charitable giving activities. These private foundations are legally separate from the corporation with which they are affiliated, yet their distributions are usually dependent on the company’s profits. In order to fund the foundation, corporations take a portion of their profits and put it into a dedicated fund for philanthropy. Corporate foundations are subject to the same regulations and laws as other private foundations.

The corporate foundation’s board of directors is frequently comprised of senior executives and company directors and is staffed by either someone from within the company or an outside expert. The corporate foundation is likely to do the following:


	Fund projects and initiatives where the company has facilities and employees.

	Provide matching funds for employee charity contributions.

	Provide funds for organizations and projects in which employees are involved.



A corporate foundation, while not linked legally to its parent company, will usually be most interested in projects that have meaning for the company. For example, the Verizon Foundation supports workforce development (ensuring the health and vitality of the economy) and literacy and education initiatives. The GE Foundation is interested in projects that improve and provide access to education as well as international and public policy. The American Express Foundation supports initiatives that promote economic independence.

The corporate foundation can legally support areas of strategic interest for the company as long as the corporation does not profit directly from its foundation’s grantmaking.

Company-sponsored foundations can distribute their grants centrally (through their headquarters location), decentrally (through their various operating locations), or a combination of both. It is important to know where the decision-making power is located so that you can target your efforts to the right people. However, even if grantmaking is done through headquarters, it will probably be important for you to develop a relationship with the local office, if there is one. The local office can provide information on the region (and your organization) that will impact grant decisions.

Some corporate foundations, like the UPS Foundation, use both a centralized and local process to make grants. Local UPS sites assess applicants in their region and preselect a small number of projects to advance to the national office’s competition. As a fundraiser, you need to know this information in order to know where to spend time building relationships.

Corporate Giving Programs

Corporate giving programs are grantmaking programs that operate within the corporation versus through a separately structured foundation. As such, they are not subject to the reporting and other requirements that private foundations are. Generally, the allocation of funds to the giving program is directly related to the business’s profits.

While corporate giving programs are vulnerable to the degree of success the company experiences year to year, or even quarter to quarter, they offer the corporation considerable flexibility in its giving. Thus, the company can respond quickly to community needs or to opportunities that arise. An example of a corporate giving program is the Hewlett-Packard Company, which supports programs promoting educational opportunity and technology access to those from underserved communities around the globe.

What Corporations Give

Cash isn’t the only gift that nonprofits seek from corporations. In fact, it’s sometimes the hardest to obtain! Corporations, however, generally provide cash for new programs, events, or other sponsorship. Here are other ways corporations contribute to nonprofits.


	In-kind services. Some corporations like to donate employee time and talent. Nonprofits benefit by not incurring overhead costs. Examples include printing or accounting services.

	Executive loans. Large corporations may have programs where an executive’s time is loaned to a nonprofit. One particularly imaginative corporation used this as a way of easing an employee layoff situation. The nonprofit benefits by getting an experienced corporate employee and taking advantage of corporate-sector knowledge. An additional benefit is that the executive learns more about the nonprofit world.

	Sharing of corporate knowledge and resources. The GE Foundation is a good example of this approach. When they identify an issue, they look at all the ways the company intersects with the issue and lends those resources. Volunteers, management tools, change process expertise, and metrics-driven performance appraisal are all resources that can increase the effectiveness of the nonprofit sector and its ability to prevent and solve problems.

	Matching gifts. Many corporations match their employees’ giving to a certain dollar amount, thereby leveraging additional dollars for the charitable organization.

	Product donations. Corporations gain from donating new or used products. They get certain tax advantages and, in the case of used products, can save money in the storage and disposal of these products. These gifts also may introduce a company’s products to a new or expanded market.



As you can see, a corporation can have many agendas, many points of potential contact, and varying approaches to partnership. As corporate motivations for philanthropy have moved from benevolence to quid pro quo (literally, “something for something” or an equal exchange), fundraisers need to determine where these interests intersect with the nonprofit mission.


Matching Gifts

Many corporations encourage nonprofits to increase resources by taking advantage of employee matching gift programs. Corporations will often match gifts made by employees, officers, directors, and sometimes by spouses and/or retirees. More than 1,000 American companies have instituted corporate matching gift plans to help support nonprofit organizations. These programs are also a way for corporations to support their employees’ nonprofit interests and volunteer efforts.

There may be restrictions on what and how much a corporation will match. The match may be 1:1 (for example, an employee gives $100 and the corporation matches that amount exactly) or greater, such as in a 3:1 match. Some corporations require that an employee volunteer a certain number of hours at a nonprofit before they will match a contribution. Strategies to increase matching gifts to your organization include:


Work closely with those in your organization that solicit gifts from individuals. Educate them about the matching gift process and encourage them to educate donors. Include information on matching gift procedures in mailings to potential donors.

Develop a system to track gifts coming in from employees who work at matching gift companies. If they do not complete the proper paperwork with their Human Resource department, money will be left on the table! Follow up with those who don’t complete the necessary forms.

Concentrate your efforts on your biggest donors, who may leverage the most money. In addition to their employers, check their corporate board involvement, as those companies may also match contributions. Also concentrate your time on companies who have a greater than 1:1 match.





IMPLICATIONS FOR FUNDRAISERS

The differing motivations of corporate- and foundation-giving mechanisms call for a variety of fundraising approaches and methods. Corporations behave very differently than foundations and thus require different skills on your part. In particular, successful foundation relations necessitate continuous contact with foundation personnel and an understanding of their unique role in society. Corporate fundraising is multifaceted and involves the ability to analyze and match the needs of the corporation and the nonprofit for mutual benefit.

Corporate and foundation grant seekers must realize that the landscape is constantly changing and that it’s a complex profession. In order to be successful, be alert to not only changes in the external environment (economically, politically, and socially, for example) but to the changes within these grantmaking bodies. And through it all, you need to keep your organization and those you serve foremost in your mind.

As the lines between the nonprofit, for-profit, and public sectors continue to blur, so will the lines within your agency’s fundraising efforts. The rise in family foundations and their increasing specification of interests call into question whether these foundations are major gift fundraising prospects or a foundation grant seeker’s responsibility. The answer probably lies somewhere in the middle, with each benefiting from the experience and advice of the other.

Lastly, nonprofits and the fundraisers they employ will be more successful grant seekers if they treat corporations and foundations as partners instead of as separate and distinct entities. Understand what motivates funders and look for areas of mutual benefit.





PART II

THE NEW PHILANTHROPY

A thorough knowledge of philanthropy—and the forces that impact giving—strengthens your skills as a fundraiser. This part’s purpose is to help you understand current trends and significant emerging issues that are likely to influence the field. Armed with this knowledge, fundraisers can respond quickly to opportunities and plan ahead for new initiatives.

There are a number of ways this part can help you with the grant-seeking process. As you will learn later in this book, it is extremely important to understand the funder’s perspective when crafting a proposal. If you only look at a funder’s past grantmaking practices, you are missing vital information. The world of philanthropy is going through significant change, and you need to understand the forces behind these changes. Not only will you be able to write a more effective proposal, you will establish stronger relationships with funders. You will know the things that influence their giving decisions and better understand the challenges they face.

You need to keep an eye on the future so you can be prepared to adapt your grant-seeking practices to fit. As new types of donors emerge (for example, women’s funds and venture philanthropy funds), you will want to assess their potential as viable funders for your organization. The way that you solicit funds from more traditional funders may not be the best method for these new donors. Staying on top of issues and trends will be an asset as you seek creative new opportunities for funding. Share this knowledge with others in your organization. One of the mistakes fundraisers frequently make is not communicating what’s happening in the world of philanthropy to those involved in the organization’s strategic planning. A significant shift in philanthropic trends may cause the leadership of your nonprofit to rethink which initiatives will be priorities. It might also be the catalyst for new partnership opportunities.

It is widely known in the business world that those who plan for the future and can anticipate change are often the best leaders. (General Electric’s Jack Welch is one such example.) If you are the one responsible for your organization’s corporate and foundation fundraising, consider providing your executive director with regular updates on the fundraising field so she can include this thinking in future plans.

GIVING TRENDS

Giving does not occur in a vacuum; in fact, it is significantly impacted by what’s happening economically, socially, and culturally. The 1990s were a time of great economic prosperity. Philanthropies more than doubled their giving, and more than two-thirds of all active foundations were created during this period. Patterns in distribution of grants by type, amount, beneficiaries, and geographic focus emerged, and grantmakers and grant seekers operated in a comfortable environment—perhaps too comfortable.

Current Events

Unfortunately, the beginning of the twenty-first century brought an end to economic prosperity; increased scrutiny about the financial soundness of foundations and corporate philanthropies was coupled with declining wealth and stock prices. These factors, combined with world events such as the September 11 terrorist attacks, the war in Iraq, and the threat of terrorism have created a climate that has catalyzed change within the philanthropic world.

More slowly emerging influential trends include the contracting world (globalization), changing demographics within the United States, and the emergence of new donor (highly engaged, entrepreneurial) philosophies. [“New donors” are discussed in more detail later in this part.]

The Economy

Two of the best predictors of philanthropic giving are stock market values and the levels of personal income. Simply put, wealth generates philanthropy. In turn, the rise of foundations and corporate giving programs depends on the creation and transfer of wealth.

Again, consider the 1990s, a time of great personal prosperity, resulting in the creation of many new independent and family foundations during that decade. Likewise, many existing foundations experienced a significant jump in assets due to the performance of the stock market.

Unfortunately, the new millennium brought with it economic turmoil. The economy began to turn downward in 2000, and by 2001 foundation assets decreased for the first time in two decades. The William and Flora Hewlett Foundation lost more than $1 billion in 2002 as a result of the decline in the value of their Hewlett-Packard and Agilent holdings. (Other foundations that lost over $1 billion include the Lilly Endowment and the Ford, Starr, David and Lucille Packard, and Robert Wood Johnson foundations.) The decrease in assets subsequently resulted in a decrease in overall giving from foundations.


Yearly Giving

Foundations base their yearly giving on an average of assets from previous years. When stock prices fall and assets decrease in any given year, the impact on giving is moderated by the average. Successive years of decline, however, can have a significant impact on future giving. Knowing this, grant seekers should expect that when the stock market begins to fall, giving will increase or stay constant for a year or two before it dips. The converse is also true; once the economy begins to improve, giving takes time to recuperate.

While corporations don’t determine yearly giving in such a uniform manner, those programs operating via an endowment use times of economic prosperity to prepare themselves for economic downturns. During good times, corporations add to their endowments, allowing them to maintain, or continue to increase, giving during economic slumps. Corporate giving programs not based on endowments generally allocate funds proportionate to their profits for a given time period. The more profitable they are, the more they give. However, this is not always true, as it is up to the company how it ultimately decides to allocate its funds.



Much as economic downturns have an effect on philanthropic giving, a strong economy generally has a positive impact on giving. After the economy began to show signs of improvement in 2003, foundations remained cautiously optimistic by maintaining their current levels of giving, with many predicting an increase in giving within the next year. Unfortunately, the improving economy often takes a while to translate into higher grant payouts—especially when foundation asset levels are lower than they were in the 1990s. The reason lies in the way that foundations determine their giving.

Reaction to Economic Downturn

You’ve learned how declining assets affect corporate and foundation contribution levels, but corporations and foundations also adapt their giving practices during economic hard times. Many adapt the size and numbers of distributed grants. They may also evaluate the internal structures of their organizations and make changes that ensure greater efficiency and higher grant payouts. Cost-cutting measures include decreasing staff, putting a freeze on hiring, and limiting travel expenses. Responses to downturns basically fall within three categories:


	Cutting administrative costs: The restructuring of foundations toward more prudent, strategic, and responsible management might be one positive change resulting from economic downturn. Greater efficiency also frees up resources that can be devoted to actual grantmaking.

	Adapting grant size, the number of grantees, and the scope and focus of giving: An economic downturn may force many corporations and foundations to reassess their missions and narrow their priorities. Having a limited focus, they are more justified in declining projects that do not fall within their focus area. This may lead to larger grants for fewer organizations and fewer grants to new or previously unfunded groups. Some corporations and foundations also may cut funding to organizations they’ve previously supported.



This contrasts with some prior approaches to economic downturns, when funders sought to maintain the same level of grantees during hard times, while simply reducing—across the board—the amount of money given to each. Today, the reduction in grantees coincides with an overall foundation trend to fund fewer organizations in hopes of making a greater impact. It is important to note that some foundations, rather than decreasing overall giving, actually increase the percentage they pay out on their assets to cope with economic decline.




	Moving to higher-impact gifts: Grantmakers also try to make a greater impact with their giving by altering the types of grants they distribute, often moving toward nontraditional gifts. Corporate and foundation givers might increase the number of general operating grants they award to help struggling organizations continue to provide needed services. Corporations also might increase product donations and employee volunteer contributions. Nontraditional methods include offering an increased number of low-budget loans and assisting nonprofits to set up revenue-generating operations with a focus on helping nonprofits help themselves, building their strength and capacity.



Lasting Change

In an article for the Chronicle of Philanthropy, Mark R. Kramer, founder of the Center for Effective Philanthropy, postulates that economic downturns will result in a restructuring of the foundation world similar to the “reengineering” of corporate America after the economic decline in the 1980s. Foundations, forced to look at their internal structure, must ask whether “current practices most efficiently create social value.” To maintain levels of giving, Kramer predicts three shifts:


	Increased focus: Instead of supporting several types of programs with a myriad of small grants, funders will give larger grants to fewer organizations in fewer focal areas to cut down on time spent reviewing grants.

	More responsibility to staff: Instead of having staff write memos and make recommendations for board approval, big foundations may encourage staff to make decisions themselves.

	Different rules for repeat grantees: Those who have received grants in the past may be required to fill out less paperwork, submitting only a brief letter or concept paper rather than lengthy applications that take longer to review.




September 11, 2001

There is no doubt that the events of September 11 had an effect on philanthropy. The question, though, is by how much. In the immediate aftermath of the attacks, $2.8 billion dollars poured into various relief funds from individuals, corporations, and foundations, cites the Foundation Center.

After the attacks, levels of foundation giving remained fairly consistent in 2001 and only dropped by $2 million in 2002—possibly a result of the shifting economy. While the magnitude of giving may not have changed by much, funders demonstrated an increased caution in their giving. For example, a survey of 333 foundations conducted by the Foundation Center revealed that foundations made commitments to prepare for disaster and to more closely monitor their own emergency funds; they also showed an increased desire to pay out grants that would keep afloat nonprofits to which they were committed. However, the predicted shift in giving priorities did not take place.

Many assumed that foundations’ priorities would move toward research in bioterrorism, homeland security, and peace efforts. However, so far, these shifts have been fairly modest. Instead, many stuck to their current priorities, understanding that nonprofits were already suffering from funding cuts resulting from the poor economy. Nonetheless, some foundations did make international giving a priority as a result of the terrorist threat.

In general, 9/11 and other global threats have led funders to become more alert to global community needs. As a result, there may be an













	Corporations are required to allow financial experts, including board members, to audit companies’ financial records and management practices.

	All publicly traded companies must be audited by an independent committee.

	Audit committees cannot have members compensated by the company under audit.














	Global issues (such as disease) have the potential to affect the financial stability of international companies. Thus, many corporations see philanthropy as a necessary business expense and have increased their international philanthropic budgets.

	Individuals from the Baby Boomer and Baby Buster generations—characterized by their comfort with technology, idealism, and desire to change the world—have taken an interest in funding global issues. These generations are defined later in this part.

	Family foundations, as they’re taken over by the new generation of grantmakers, are beginning to send money abroad as foundation missions adjust to accommodate the contracting world.

	More U.S. immigrants are taking an interest in sending money to their countries of origin.








	Minorities are typically more generous, giving a greater percentage of their income to charity.

	Minority groups have differing interests and priorities than the majority.

	Minority groups are often concentrated in geographic areas.





	The Hispanic population: Hispanics are the nation’s largest minority population, and their rate of growth continues to increase. Considered more generous than whites and less generous than blacks, the increase in their population will surely have an impact on giving. Hispanics are greatly dedicated to their religion; loyal to families, people, organizations, and communities; and interested in higher education. They are most heavily represented in states such as California, Texas, New York, and Florida.

	The black population: Blacks continue to be one of the largest minority groups in the U.S., and their population is growing faster than that of whites. Generally speaking, blacks are committed to their community and religious organizations. Today, black populations are most heavily concentrated in cities such as Washington, D.C., Philadelphia, Atlanta, New York City, Chicago, and Los Angeles.

	The Asian American population: Along with Hispanics, Asian Americans are growing at much faster rates than the population as a whole. They are the most educated ethnic group in the U.S., and their interests often lie in the field of education. However, they are also very family, community, and work oriented and contribute most charitable dollars to their family and to the community. Asian Americans are found in greatest number on the West Coast.








	Creating new institutions: Women are more apt to want to create a new institution or a new program within an existing institution.

	Bringing about change: Women are more likely to fund innovative programs that promise large impact rather than general-operating support.

	Feeling connected: Women want involvement and continual updates on how their philanthropy is making a difference.

	Collaborating: Women are less likely to support a request for competitive funds but prefer to work with and counsel those they support.

	Committing themselves: Women not only give, but they also volunteer their time.








	Baby Boomers: The 76 million Americans born between 1946 and 1964 who believe in changing the world.

	Baby Busters: Also known as Generation X. The 33 million Americans born between 1965 and 1977 who volunteer more actively yet are not engaged in politics.

	Baby Boomlets: The 72 million born between 1978 and 1994 who see boundless opportunities and who also volunteer frequently.












	The new donor often focuses efforts on a specific field. Because they work so intensely with those they fund, they work with a fewer number of nonprofits.

	The new donor wants to make investments for the long term. This manifests into increased willingness to offer capital support and general operating support, when more traditional foundations focus largely on support for specific projects or initiatives. Furthermore, when the new donor stops funding an organization, he is more apt to help plan the exit strategy so the organization can survive.

	New donors want to be involved with the nonprofits they fund. The new donor prefers to take an active role in the nonprofit—often on the board. This helps members guarantee the results they want to see.

	The new donor brings business practices and expertise into the nonprofit world. Donors with entrepreneurial backgrounds emphasize long-term strategy, measurement, and accountability with the organizations they fund. Because entrepreneurs want to see their dollars spent efficiently, they emphasize evaluation and outcomes. And while many nonprofits are unequipped to provide the outcome measurements new donors call for, venture philanthropists can offer the training to help organizations master these skills.










	Foundations and corporate giving programs are impacted by the economy, although you might not see the effects for a few years.

	Requests for support, now more than ever, need to be very targeted to a funder’s interests.

	International giving is increasing.

	Agencies cannot expect entitlement to grants simply because they have a relationship with a funder.

	If they are to reflect society, corporations and foundations must increasingly be led and/or staffed by minorities and women. Those groups’ giving patterns and profiles must be considered.

	Connections with high-level individuals may be important to fundraising efforts, yet projects and initiatives will be scrutinized more closely by (and have to stand the test of) other members of the corporation or foundation.

	You must discover new ways of cultivating the new breed of donor.

	Fundraisers and nonprofits may have to spend more time with donors to satisfy their need for involvement.

	Nonprofits must become more skilled at evaluating the effectiveness of their programs and, in general, be more accountable to funders.










	89 percent independent foundations (including family foundations)

	6 percent operating foundations

	4 percent corporate foundations

	1 percent community foundations







	38.6 percent between $10,000 and $24,999

	23.2 percent between $25,000 and $49,999

	16 percent between $50,000 and $99,999

	17.8 percent between $100,000 and $499,999

	0.1 percent above $10 million







	Provides the type of grant you seek (program funding, capital, or general operating, for instance).

	Supports your type of organization (health and human services, education, or youth, for instance).

	Is interested in the same population (children, minorities, or the disabled, for instance).

	Serves your geographic location (city, state, region, national, or international, for instance).







	Program (42.6 to 45.7 percent): These grants are for specific programs or projects.

	Capital (19 to 24.3 percent): These are funds provided for endowment, buildings, renovation or construction, or equipment.

	General operating (13.7 to 19 percent): These are grants that pay for staffing, administration, and other core expenses of a program.

	Research (8.5 to 11.4 percent): These grants fund research at almost any level.

	Student aid (5 to 11.3 percent): This encompasses scholarship and other support for students.
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	The stock market growth in the late 1990s gave birth to a number of new foundations, many of which gave more money internationally than existing foundations.

	Some of the largest and best-established funders in the country, including Packard, Freeman, and Carnegie, directed more funds internationally.

	Global initiatives generated by large foundations like the Bill and Melinda Gates Foundation directed significant money internationally in response to shifting priorities in health, especially the AIDS epidemic.
























	Clear objectives and outcome measures in the grant request.

	Greater scrutiny from the funder about the agency’s financial soundness.

	More detailed budgets.

	Interim and final progress reports.









	Cash grants through corporate foundations and corporate giving programs

	In-kind contributions (services or supplies)

	Matching grants

	Volunteer hours



























	Mergers: Companies are merging with or acquiring other companies, which has in turn resulted in the merger of many large corporate foundations. The impact of these mergers on corporate and foundation fundraising operations can be profound. Often corporate giving staff face postmerger layoffs and, thus, fewer individuals respond to increasing requests for support. In addition, the corporate headquarters location may change, diverting dollars to other communities.

	One-Year Gifts: Many companies (and foundations) are discouraging multi-year gifts for programs because such gifts eliminate flexibility in grantmaking from year to year. While they may end up funding projects for successive years, they may prefer to make those commitments on a yearly basis. Successful outcomes from the prior year become a key element in the proposal review process.
























	Success means increasing profits: As the pressure on profitability increases, corporations need to justify to stockholders how expenditures contribute to the bottom line. This is manifested in many ways, including the rise in cause-related marketing, sponsorships, and in-kind contributions of products or services, which all help brand the corporation. Corporations may also look to nonprofits (like universities) to handle their research and development or product-testing needs.

	Philanthropy allows you to get closer to the customer: Realizing that Americans’ purchasing decisions can be influenced by a company’s giving practices, many corporations are looking for ways to educate the public about their philanthropic activities. For example, to build rapport with customers, software giant Computer Associates International Inc. pairs employees with customers to build playgrounds in needy communities.



















	Identify those funders who most closely identify with the philosophies, interests, and issues you seek to address.

	Clearly communicate your strengths to those funders.

	Demonstrate that you are a partner who will add value to their efforts.
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The most comprehensive guide to crafiing grant-winning applications

Step-by-step guidance, from defining the project to getting the grant

All the tools you need, including clear and concise explanations,
full-length examples, and expert advice

SARA DEMING WASON

WE DEFINE YOUR WORLD"





