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What will we cover today?
● What is a funding strategy?
● Elements of a funding strategy
● 10 steps to developing your own funding strategy



What is a funding strategy?



What is a funding strategy?
● Compass to financial sustainability based on your 

organisational strategy
● A comprehensive and relevant funding strategy 

includes strategic perspectives and practical 
recommendations.

● It highlights the unique selling points and helps an 
organisation to decide where to focus its (human) 
resources to achieve financial sustainability 

● A working document which will help guide the path 
towards successful resource mobilisation

● Concrete targets and step-by-step guide.



Elements of a funding strategy



Elements of a funding strategy
MUST

● Goals & Targets
● Context
● Positioning (Case of 

Support/ Value Proposition
● Funding approaches 

(Donor types & Funding 
instruments)

● Internal processes and 
stakeholders “how”

● Action Plan
● Budget

NICE to HAVE

● Engagement strategy
● Metrics for success
● Donor mapping exercise



10 steps to develop your own funding strategy



1. Have your strategy sorted

Even though it is tempting to let available funding or funders’ 
priorities lead your strategic direction, avoid it by all means. 

The funding strategy has to serve/give realisation to your 
strategic ambitions. It will also help you to focus the development 
of a funding strategy. 



2. Get the right people in 
the (zoom) room

Like your organisational strategy,  you want to 
make sure that you have broad buy-in from 
various stakeholders in the organisation. 

Besides the funding team ensure that there is 
representation from the various 
departments/sections of your organisations 
participating in the development of the strategy.

MUST - Finance, Management and the head of 
programmes (if you have one)

Split the development of a strategy in various 
short sessions. 



3. Goal setting Set realistic financial targets based on your 
past success rate, available (human) 
resources, the programmatic and core cost 
needs. DATA!!

Outline goals about the type of funders and 
funding approaches 

What is the ratio of restricted and 
unrestricted funding?

Are there any internal goals you want to set



4. Understand your funding context
Try and answer the following questions:

● What is the socio-political operating environment of your organisation? 

● What are the external factors might influence your funding? 

● What are the internal factors that might influence your funding?

● What are the global, regional and national funding trends for your 
country/area/thematic focus/target group?

● How are your competitors funded?

● How relevant is the focus of your organisation in your context? Is it a 
niche area or are many organisations working in this field?



5. Types of funders and funding instruments
Types of funders:

● Bilateral and multilateral funders
● International Foundations and Trusts
● National Foundations and Trusts
● Alternative Finance Institutions and 

Development Banks
● Corporations and private sector → 

CSI 
● Individual giving (HNI, Crowdfunding)
● New types e.g. cryptofunder

Funding Instruments

● Grants
● Tenders and commercial contracts
● Consortia
● Social  investment and impact 

investing
● Value-added partnerships
● Crowdfunding

Data is queen - understand each type and instrument that is relevant for your organisation



6. Positioning
Gaining the sustained interest from different types of donors has a direct link with the 
strategic positioning of the organisation.

Formulate a value proposition

● The concept of a “value proposition” comes from the private sector - “a promise of 
value to be delivered, communicated, and acknowledged. It is also a belief from the 
customer about how value will be delivered, experienced and acquired.” 

● For your NGO, the value proposition is the promise of impact that the organisation will 
make.  An organisation can have various value propositions that speak to the 
organisation as a whole or to parts or particular programmes.

● Value propositions often boil down to one clear, short and concise sentence.

● “Steve Blank formula” -  clearly describe  how your organisation offers value to your 
‘customers’. In other words, the actual benefit they gain. Blank used a simple 
descriptive sentence:  “We help (X) do (Y) by doing (Z)”.  We help youth to matriculate by 
offering afterschool mentoring



6. Positioning
Develop a or multiple case(s) for support (see bonus slides)

● Your “case for support” is your donor message and can be used when trying to build a 
direct relationship with a targeted donor.

● It is an emotionally-compelling document that casts a vision for your organisation and 
tells donors why they should invest in your work.

● The case for support is a philanthropic investment prospectus: a straightforward 
document that tells prospective donors what your organization hopes to accomplish 
with their philanthropic gifts. 

● Your case for support both tells your story and sells your idea. It should draw together 
all the facts that make your organisation, work, cause or project worthwhile and 
present these clearly and concisely so that potential funders, donors, sponsors and 
supporters understand the features and benefits of your work, how it compliments 
their own missions, and how they can best provide support. 



7. Role clarity - funding is 
everyone’s business

Outline in who is responsible for what in the funding process. 
From prospecting to donor engagement, proposal writing, 
submission,contracting and reporting. 

Draw process maps

Have systems in place that make funding work accessible, 
and transparent



8. Action Plan
Unlike an organisational strategy, a funding 
strategy should have an action/operational plan.

Similar to a project plan outline, who will do 
what by when.

What is the overarching objective?

What are the resources required?



9. Funding needs funding
This is often the hardest part of a funding 
strategy but an important realisation.

You need a budget for your 

● Human resources
● Donor engagement 
● Systems



10. Share
Celebrate your strategy

Present and share it widely within your 
organisation and with your board

You might even have some funders who 
are interested in your strategy



Thank you!
The email will be uploaded to 

my website. 

Carolin Gomulia
www.theworkroom.biz
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7 steps towards a case of support
Bonus slides



7 steps towards a case of support
STEP 2 
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action
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An emotional 
opening

Tell the story of your organisations/the particular 
project’s work. Imagine that your audience are 
keen, interested teenagers.



Your vision

Write two or three sentences describing your vision.

What difference will the funding you raise make in the 
world? 

The vision is not about your organisation’s needs. Your 
vision is about the difference that your organisation will 
make in the lives of others.



Your Problem 
What’s keeping your organisation from 
achieving your vision?

This statement of the problem sets up the 
solution and your funding proposition.



Your Plan 
Spell out what you plan to do with the money 
you raise and why that’ll solve the problem.

Example: Your support of xxx will be a long-term 
investment in a equitable and more just future for the 
many marginalised and impoverished citizens in xxx

Funding xxx ensures that as a strong, well-run and 
influential organisation, we will always use your 
funding support to make a difference in many lives. It 
will be allocated to xxxx efforts and always go where it 
is most needed. 



Your Cost 
See budget (aims) - < this section will have 
to be completed with either the 
organisational budget or the budget you are 
aiming to present to the donor>



Why “now”
Why is it important to solve the problem now? 

What is the sense of urgency? 

Why do you need foundations/governments, etc. to 
support your organisation/project  now?

Example: The year 2020 began one of the most disruptive times in 
our collective human memory due to the COVID-19 pandemic. Even 
though just a year later, when  vaccines available and there seems to 
be progress in blunting the horrendous impact, Southern Africa has 
been hit hard by the negative economic and human life 
consequences and due to the slower vaccine roll-out, it now has a 
longer road ahead in battling the pandemic. 

Right now, we need to built better food production and agriculture 
processing systems to ensure that the region will be able to deal with 
fallout of rising food insecurity. It is also widely reported that gender 
violence has increased significantly under COVID-19 lockdown 
restrictions and that women in their roles as primary family 
caregivers carry double the heavy weight of pandemic’s worst 
impacts. 



Your call to action
What can a donor do to help solve the problem and 
achieve the vision?

Example: Supporting xxx  right now means contributing to brighter 
future for many families in Southern Africa. Your donation directly 
supports our vision of xxx. It also helps us address many of the 
complex problems that continue to impede social, cultural and 
economic progress.  Instead of just putting on bandages, we always 
strive to find more holistic and sustainable solutions that ensure the 
agency and dignity of all our beneficiaries and partners.


