Session No. 13

Course Title: Crisis and Risk Communications
Session 13: Gaining Support for Risk Communication
Time: 2 hours

Objectives:

13.1 Discuss Different Support Types and Sources


13.2 Explain Fundraising Strategies

Scope:

During this session, students will learn about the different types of support that are often required to ensure that a risk communication campaign is able to be implemented, as well as different sources of such support.  The instructor will provide information about various fundraising strategies that have been utilized in the past to generate financial and/or in-kind support for risk communication campaigns. 

Readings: 

Student Reading:

Coppola, Damon, and E.K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 179-197.


Instructor Reading:

Coppola, Damon, and E.K. Maloney. 2009. Communicating Emergency Preparedness: Strategies for Creating a Disaster Resistant Public. Taylor & Francis. Oxford. Pp. 179-197.


General Requirements:

Provide lectures on the module content, facilitate class discussions, and lead class exercises that build upon the course content using the personal knowledge and experience of the instructor and students.

Objective 13.1: Discuss Different Support Types and Sources
Requirements:

Lead a classroom lecture that explains what support is often required to plan for, design, and implement a risk communication campaign.  Discuss where the campaign planning team might go to seek such support from both within and outside the community.  Initiate classroom discussions that challenge students to consider innovative types and sources of campaign support.  
Remarks:

I. Risk communication efforts, whether large campaigns or simply the printing of fliers, require financial and human resources.  


A. Communication financial and human support are gauged by the level of effort and the duration of the campaign (see slide 13-3).


B. For simple, one-off messaging, these resources may be limited to development, printing, advertising, or other one-time costs.


C. However, for efforts that involve multiple phases or are full-fledged communication campaigns, financial and human resource support must be sustained well beyond the initial up-front costs to ensure sustainability and success (in meeting project goals and objectives).


D. Communication efforts can be developed according to and using an initial grant or investment that is sufficient to support the project in full.  However, most projects do require a concerted effort to secure outside resources in an ongoing manner.

II. Of all components of a risk communication campaign, it is fundraising that typically offers the most uncertainty.  For this reason, it is often what campaign planners consider to be the most difficult part of the process.

A. The first step in the fundraising process is recognizing – and accepting – that additional funds are necessary to accomplish what the organization or agency has set out to do through the communication effort (see slide 13-4).

B. Most projects, even those based on well-established ideas and impressions, or which have a fully developed project plan, must raise or locate additional support in the form of money, in-kind assistance, or labor. 

C. The solution to this problem comes with knowing how and where to acquire such resources. 

D. A fundraising plan is an effective tool to guide that effort.


III. The Fundraising Plan (see slide 13-5)


A. In order to plan for and conduct fundraising, it is first necessary to determine exactly how much money, and what specific human and material resources, are needed. 

B. These figures are known as the fundraising goal.  

C. Accuracy in determining the fundraising goal is vital, as it immediately becomes the motivating factor for the fundraising team and the primary performance measure in determining whether the organization is successful in its efforts. 

D. The instructors can ask the students why an organization might be setting itself up for failure by setting their goals too high (by, for instance, asking for too much money or expecting a very high number of volunteers to participate). 

E. The fundraising goal should be based upon two determining factors (see slide 13-6):


1. How much money is actually needed


2. How much money can realistically be raised


F. The amount of money actually required is generally easy to calculate or estimate. 


1. Communication planners should have an accurate impression or assessment of the needs and expenses of the organization supporting the project. 


2. Planners should consider at length the specific projects needs in making this assessment.  


3. Project budgets should include all possible costs that may be incurred across the life of the project, including such things as (see slide 13-7): 


i. Equipment


ii. Rental space


iii. Utilities (new phone lines, for instance)


iv. Services


v. Other fees (the instructor can ask the students what other expenses might be incurred, which would be important to have listed in the project budget)


4. If there are costs associated with the planning process itself, it is important that these also be included.


5. If the project is to be ongoing, planners must also be sure to calculate ongoing / recurrent fees and costs.


i. Planners do not want to reach their fundraising goal only to find that they are still unable to implement their project because some unforeseen or ill-considered expenses were omitted from the initial analysis. 


ii. For this reason, it is good to include some leeway in the budget that accommodates most unknown expenses when such uncertainty exists. 


6. A budget is often considered the “roadmap” to the fundraising goal, so detail counts.


G. For planners embarking upon a fundraising effort for the first time, it may be difficult to gauge the potential of the fundraising effort, and forecasts are based on assumptions rather than experience. 


1. When grants or program funds are the target of the fundraising effort, there usually exists a general range of funding that can be expected. 


2. However, when planners approach the community or beyond in order to acquire resources, they may need to consider the abilities of residents, businesses, and other stakeholders to provide such funding or other resources, and the salience of the issue being addressed by the preparedness effort. 


3. Most emergency management projects appeal to a wide range of audiences as the products of such efforts ultimately build tangible community strength.


4. The available fund-raising resources are the reality against which a goal should be measured for feasibility (see slide 13-8). 


i. These resources consist of fundraising campaign leadership, solicitors available to work a campaign, and a realistic, evaluated list of prospective donors. 


ii. If the resources are insufficient to raise the money targeted in the fundraising goal, there are only two available options.


a) The resources must be enlarged to meet a goal equal to the need


b) The capital project’s expense budget must be reduced to allow the goal to be set lower at a level consistent with available resources


iii. The fundraising campaign should never be set in motion until one or the other of these two options is established.


IV. Types of Program Support (see slide 13-9)

A. There are three major categories of program support that may be acquired:


1. Cash


2. In-kind donations


3. Volunteer resources


B. Each of these serves a different purpose, and in most projects all three are needed to some degree.


C. Cash (see slide 13-10)


1. Cash is the most versatile resource as it generally presents few restrictions with regard to when it must be used and for what. 


2. Of course, it must be used in support of the project, as dictated in the budget that was used to raise the cash in the first place, but this gives planners a considerable amount of leeway.


D. In-Kind Resources (see slide 13-11)


1. In-kind resources are those which are donated but which are not cash or volunteer human labor.


2. In-kind resources are generally in the form of:


i. Equipment


ii. Supplies


iii. Property or office space


iv. Services


3. In-kind resources can be easier to acquire than cash, as they generally require a smaller financial commitment from donors and often have less of a ‘bottom-line’ financial impact on donors. 


i. Because cash is so versatile within all organizations, including the donor organization, in-kind resources face far less resource competition internal to the donor organization (than does cash).


a) The required reading describes an example of seeking cash to buy computers needed on a project, versus seeking a donation of the computers themselves from donors.  


b) The instructor can ask the students to think of other specific examples where in-kind donations might make the resourcing of a communication effort easier.  


ii. In-kind resources, like cash resources, are beneficial to the donor in that they can provide a tax deduction (if the receiving organization is a registered 501(c)(3) non-profit organization), but unlike cash the donation would likely have no negative effect on the donor organization’s budget.  And for the project team, the in-kind donation of a resource would ultimately provide the same value.


4. One of the best strategies for seeking these items or services is to list them explicitly in project proposal literature.  If these items are listed as such, fundraisers can discuss the need with any donor that offers assistance other than cash. 


i. However, what is collected need not be limited to the needs of the project, of course. 


ii. Donated items can be sold for charity or auctioned off. 


iii. Many local businesses will donate items from their inventory, which they can claim for a tax deduction, and which organizations may be allowed to sell at a significant discount to raise funding for their project. 


5. In the case of donated advertising, while the donation itself will not bring the organization closer to its fundraising goal, it may bring it the publicity it needs to do so.

E. Volunteer Resources (see slide 13-12)


1. Volunteer resources are the third program support category. 


2. While many people may have little or no money to donate, they often have the time to do so. 


3. In addition, when the benefits of the program affect them or their community directly, there is a strong goodwill incentive for people to provide their time and talent on a voluntary basis. 


4. Volunteers can be used for almost any aspect of project planning and operation.  For example, volunteers may be capable of:


i. Performing graphic design for materials


ii. Conducting surveys


iii. Performing community outreach


iv. Fundraising

5. The instructor can ask the students to think of other steps in the communication process, or other aspects of messaging and materials development and the conduct of the campaign itself, for which volunteers can provide human resource assistance.


6. People of all age groups volunteer their time, and can be reached through a variety of means including (among others):


i. Community newspapers


ii. Recreation departments


iii. Schools

iv. Faith-based institutions


v. Service-based organizations

V. Sources of Support

A. Sources of funding come in myriad forms. 


B. The community is full of founding sources, as described below.


C. As is true in financial investment efforts, campaign planners are most likely to limit their program funding risks by seeking as diverse a funding pool as possible to acquire their required resources.


D. Typical funding sources that are considered by organizations planning risk communication campaigns include:


1. Individual Donors  (see slide 13-14)


i. Individuals represent the majority of charitable and other philanthropic assistance given each year in the United States. 


ii. Typical fundraising see approximately 75% of the funding collected coming from individuals.  When federal grants are not involved, the range of funding that comes from individuals rises to almost 90%.


iii. Individual donations are generally smaller than what is attained through other sources, but such donations tend to be the most spontaneous and unrestricted.


iv. Individual donations are so successful for three reasons:

a) First, individual donations tend to require a smaller financial commitment than many other fundraising methods – even a few dollars per person helps considerably when the number of people reached by the campaign is great enough. And, as previously-mentioned, if the organization that is fundraising has official 501(c)(3) non-profit organization status, donors can enjoy tax deduction benefits from their donations, reducing how much financial burden they actually feel.


b) The outreach associated with the fundraising of individual donations (e.g., door-to-door fundraising) helps to promote the project throughout the community considerably, and it helps to cultivate additional contacts, partners, and supporters for the program. 


c) Finally, individuals who are secured as donors tend to give again when asked in the future (for even greater amounts if they are treated well the first time around), which makes subsequent fundraising campaigns easier.


v. For most organizations, individual donors are their greatest resource. 


a) Donors become more than givers of money, they become vested in the organization and harbingers of the cause to which they give. 


b) Major donors are people in the community who have the ability to give more than others, and are often considered a separate category given that special treatment/tactics are used to solicit assistance from these individuals.

c) It should be mentioned at this point that there are people in the community who can give much more than the average donor. Programs have found their entire goal met by the gift of one major donor.

2. Business and Corporate Donors (see slide 13-15)

i. Businesses and corporations are second in terms of charitable contributions provided annually. 

ii. Despite the fact that many large corporations maintain distinct gift-giving foundations, which are the subject of another section, many large companies still provide donations directly through the company itself. 


iii. The motivation behind each of these business types’ giving dictates how they are most effectively approached. 


iv. The bigger a corporation or business is, naturally, the larger their philanthropic budget will be. However, these larger businesses also typically have more people soliciting donations. 


3. Small Businesses (see slide 13-16)

i. Small businesses exist in every community. 


ii. These entities tend to have a much greater stake in community success and viability because they are much more dependent upon it for their own survival and success. 


iii. While they share many of the same goals as the larger corporations, such as the need to turn a profit, there are distinct differences between the two and as such, there are distinct differences in how they are approached for philanthropic giving.


4. Foundations (see slide 13-17)

i. Foundations are nonprofit organizations, either associated with or independent of other private or public organizations, that exist almost exclusively for donating money to worthy causes. 


ii. Foundations in the United States boast assets of almost $400 billion and give away almost $25 billion each year — approximately 10% of all philanthropic funding.


iii. Moreover, the amount that foundations are giving rises each year as the capital upon which their interest-based funding grows (with single-year growth rates of up to 22% experienced in the recent past).


iv. All foundations have a mission and program areas that define what types of projects they fund and what types of nonprofits or other agencies they prefer to work with. 


v. However, risk communication efforts, and the emergency management organizations who conduct them, qualify in both of these regards for many of the tens of thousands of foundations that exist in the United States. 


vi. There are four different categories of foundations, each of which includes members of all sizes and missions. They include (see slide 13-18):

a) Community Foundations

(a) A community foundation is a philanthropic organization, organized and operated primarily as a permanent collection of endowed funds, the earnings of which are used for the long-term benefit of a geographically defined community. 


(b) A community foundation is tax-exempt, incorporated, not-for- profit, organizationally autonomous, and cannot be controlled directly or indirectly by government at any level, corporations, associations and their members, or individuals.


(c) The primary purpose of community foundations is to provide charitable support to their local communities. They do this by building endowments with contributions from local residents, and administering them for the benefit of their communities. 


(d) They also administer non-endowment funds. In essence, a community foundation is an organization that gives support, primarily in the form of money, to a specific area — a town, city, county, state, region, or country.

b) Public Foundations

(a) Public foundations are foundations that, as defined by the Internal Revenue Service (IRS), receive more than one-third of their funding from the public at large. 


(b) Many religious, educational, medical, and other population-targeted foundations are considered public foundations if they meet this first criterion. 


(c) While public foundations often engage in charitable activities (services to the public), grant giving is a significant part of their collective mission.

c) Family Foundations

(a) Family foundations (often called either large family foundations or small family foundations) are private foundations whose philanthropic funding base is derived from the gifts of a single family. 


(b) Family foundations account for a major portion of foundation giving in the United States, most notably since Bill and Melinda Gates contributed over $4 billion to the Bill and Melinda Gates Foundation. 


(c) In the United States, families manage approximately two-thirds of the estimated 40,000 private foundations and make grants totaling more than $7 billion per year (of $22.8 billion total).

d) Private Foundations

(a) Private foundations are nongovernmental, nonprofit organizations that have collected their funding base from either one source or a few sources. 


(b) Corporations, families, small businesses, and other entities all have and continue to form grant-giving foundations such as these. 


(c) Six percent of philanthropic giving in the United States comes from private foundations.


(d) These organizations can have self-imposed restrictions, and often do. Whether it is geographic or programmatic, those applying must be aware of any of these restrictions before going through the often-lengthy application process.


(e) These foundations differ from regular corporate and business donations in that they come from a separate entity, established by the corporate or business, whose single goal is philanthropy. 


5. Local, County, State, and Federal Government Grants (see slide 13-19)

i. While not all government agencies make grants, there are agencies at all levels of government that do make them, for example, the local, state, and federal levels. 


ii. These grants are a perpetual but unpredictable source of funding for organizations of all types. 


iii. It is understood that finding government grants can be an incredibly challenging task. 


iv. Applicants must have a strong grasp of the methods by which the federal, state, and local government agencies announce their grants. 


v. Like foundations, government agencies give grants according to specific program areas in line with their stated mission. 

vi. Local Government

a) Cities and towns control their own budgets, and decide where to spend their money. 


b) Unfortunately, very few towns have a lot left over to create formalized grant programs. 


c) However, special projects that fall outside of any formalized grant programs are much more common at this level of government than any other, and as both a member of the community and an organization whose goal centers upon improving life in the community, organizations may be well placed to get a hold on any resources that exist. 


vii. State and County Governments

a) Oftentimes, the federal government disburses block grants or other formula grants to state governments to distribute to the cities and towns as they see fit. 


b) Other times, the state and county governments themselves set aside state-generated funding and create grant programs for which communities and organizations can compete. 


c) Either way, planners will need to talk to the appropriate offices to find out if there is any money for which their organization may qualify.


viii. The Federal Government

a) The federal government, naturally, offers the greatest total amount of funding of all the government levels. 


b) The key factor in being awarded a federal grant is knowing that it exists. 


c) Once aware of the grant, and having determined that their organization type is eligible, planners can begin crafting a proposal that will place their project or program within the restrictions and goal of the grant program. 


6. Religious Organizations (see slide 13-20)

i. Every community, no matter how small, is served by one or more religions organizations, each of which likely gives at least a small amount of support back to the community. 


ii. Every one of these organizations, except in the rarest exceptions, also has a national office that is dedicated to philanthropic activities at the national or international levels. 


iii. No matter the organization’s background, religions organizations are a funding option to be at least considered in any fundraising campaign. 

iv. Religious organizations are often great sources of volunteer assistance. 


v. Moreover, if a project plans to work with disadvantaged groups, its chances of garnering support from this group of funders is even greater. 


vi. Churches, temples, and mosques can often provide the venue planners may need for events, and have the necessary community support they need to bring in prospective individual donors. 


7. Civic Organizations (see slide 13-21)

i. Civic organization and service clubs such as Kiwanis, the Elks, Rotary, Jaycees, and the Lions are a great contact and funding prospect in local and regional campaigns. 


ii. These organizations often make grants to organizations in the communities where they operate, and can be a great source of introduction to other funders in the community.


8. Fee Generation (see slide 13-22)

i. If the organization is permitted to do so, fee generation can be a way to ensure small but steady income to keep a program running. 


ii. This is where an organization offers a product to lure donors, and the profits from those sales entirely go to operational expenses. 


iii. Many organizations have been very creative in this area, selling both products and services to support their programs. 


iv. Services offered as part of a project, such as tuition fees and equipment, can be accompanied by a suggested donation fee that benefactors can choose to pay depending upon their resources. 


v. Planners may find that, with a good fee generation plan and effective marketing, this form of fundraising alone can serve to offer their project the sustainability for which all organizations wish. 


vi. However, fee generation requires significant creativity. For instance, people like to advertise their philanthropic support, which can be accomplished by selling T-shirts that are inexpensive to produce and can give 100% in return for the investment. 


a) Actual project participants tend to be especially interested in buying such items. 


b) Books or other resources related to the project, such as emergency supply kits, first aid kits, or other preparedness materials, can be sold to generate fees; and people may be more inclined to buy these products if they are informed that they are contributing to a program serving their community. 


vii. An added benefit of this type of fundraising is that it is a form of financial empowerment that can make an organization feel like it is self-supporting and not entirely dependent upon the handouts of others.


9. Partnerships (see slide 13-23)

i. Emergency preparedness and response is a concern of all community stakeholders, whether they are a governmental agency, a religious group, a private business, a school, a hospital, a non-profit organization, or one of the many other groups that are joined in a civil society. 


ii. While each of these stakeholders possesses unique resources and skills, each also has unique vulnerabilities and needs. 


iii. By working in partnership with one or more of the various stakeholders in your community, it is possible to pool together skills and resources while addressing each other’s needs and vulnerabilities — the result being increased strength and opportunity for all partners involved. 

iv. Partnerships can also provide access to local, county, state, and federal funding to which planners might otherwise not have access. 

10. The instructor can compare and contrast each of these sources of funding, in-kind donations, and volunteer resources by discussing the benefits each has to offer versus the difficulties that can be involved in approaching them and/or securing funding from them. 

Supplemental Considerations

n/a


Objective 13.2: Explain Fundraising Strategies
Requirements:

Lead a classroom lecture that discusses different strategies that exist to perform fundraising, including the manner in which several of the fundraising sources described in Objective 13.1 may be approached.  Initiate classroom discussions that challenge students to consider these strategies. 

Remarks:

I. Implementing a Fundraising Strategy (see slide 13-24)

A. When initiating plans for project or program fundraising, risk communicators should always begin with the sources that offer them the greatest chance for success. 


1. While typically not applicable except in the case of efforts conducted by nongovernmental organizations, experienced fundraisers often state that one should start with family, friends, employees, volunteers, vendors, a board if one exists, and anyone else that they could say that they know.


2. The unfortunate truth is that as one moves farther and farther away from their organization and their circle of direct contacts, the more time and effort that will be needed to convince the donor to give. 


3. There are reasons other than simply finding ‘low-hanging fruit’ to involve such close contacts in initial funding.


i. Consider, for instance, how somebody unfamiliar with the organization might feel about the project if they discover that those with a stake in the organization have not given of their own resources. 


ii. Donors may want to know, for instance, if the organization’s board (if one exists) has supported the project. 


iii. As such, the goal for involving staff is not to raise a great deal of funds but rather to build a high percentage of participation at any level. 


iv. This show of support can go a long way in convincing other prospects about the dedication of the organization and its people. 


4. Vendors of an organization (those with whom the organization does business) could also be asked to participate in a fundraising project. 


i. While some may have policies against giving to organizations with which they do business, it never hurts to ask. 


ii. Sometimes contacting a vendor can lead to a gift from a larger corporate foundation. 


iii. Vendor support might also include a reduction in price for services or products, resulting in more funding available for the organization’s mission.


5. Local business and community leaders have the next closest stake in the project. 


i. Planners should present the value of their work in the community and be prepared to discuss ways that they can help publicize the generosity of local businesses. 


ii. While philanthropy is a primary motivation, businesses and politicians are also pleased to have opportunities for good public relations. 


6. Finally, foundations should be approached with grant proposals. 


i. Planners can start with local foundations before moving on to the national ones. 


ii. It is important to pay attention to guidelines and deadlines, provide what is requested, make personal contact when possible, form relationships that can help a funding decision, and be truthful. 


iii. Substance, commitment, and conviction can actually outweigh a professionally polished proposal.


7. No matter the fundraising project, planners should always be prepared to prove that they have done all they can with their local resources before they seek additional outside support.


II. Fundraising Strategy Factors (see slide 13-25)

A. The following factors should be considered as planners create their fundraising strategy. 


B. Collectively, these factors are the key determinant variables dictating actions.

C. The factors include:


1. Timing


2. Amount of funding required


3. Available resources


4. Profile of project


5. Fundraising environment


6. Sequence (of asking different sources)


7. Values (vis-à-vis fundraising methods)


8. Legal and regulatory issues


i. There are several factors organizations must consider to ensure they are legally protected before they begin asking for contributions. 


ii. This includes answering such questions as:


a) Are fundraising activities appropriate, allowed, and/or legal?

b) Are there any laws or regulations fundraisers need to be sure they follow? 

c) Are there any taxes associated with donated funds that must be paid? 

d) Are the gifts people give to the campaign tax deductible? 

e) Are the people who have been enlisted to help with fundraising following internal controls and standards?

III. Strategies for Approaching Different Donor Types

A. Individual Donors (see slide 13-26)
1. Individuals, like all donors, must be identified and approached. 


2. One of the great benefits of working with individual donors is that there is an extensive range of options by which this can be done. 


3. A study conducted by the Independent Sector in 2006 asked individual donors the question, “How important is each of the following reasons to you for contributing to a charitable organization?” 


4. Participants listed the following reasons as either “very important” or “somewhat important” (see slide 13-26):


i. 72.1% — someone I know well asked


ii. 60.7% — have volunteered at the organization


iii. 59.1% — asked by clergy


iv. 43.3% — read or heard a news story


v. 38.2% — asked at work


vi. 36.2% — someone came to the door asking me to give


vii. 29.7% — asked in a telethon/radiothon


viii. 28.6% — received a letter asking me to give


ix. 17.1% — read a newspaper or magazine advertisement asking me to give 


x. 16.9% — saw a television commercial asking me to give


5. There are several ways in which fundraisers can approach individuals to present the project and to ask for support. They include (see slide 13-27):


i. Direct mail


ii. Special events or activities


iii. Internet fundraising


iv. Telephone solicitation


v. Door-to-door solicitation


vi. Planned gifts


vii. Workplace appeals


viii. Advertising


6. Depending upon the size of the fundraising goal, the community makeup, and the resources available to the planning team (for instance, a volunteer or member who can design a fundraising Website), organizations will likely employ a strategy that includes several of these categories.


7. Major Donors (see slide 13-28)


i. Major donors require special tactics to approach. 


ii. Major donors deserve special attention because the time invested in educating them about the organization and the project, specifically about how their donation will make a difference, is both wise and worth the effort. 


iii. Such donors should be approached by the organization’s most senior executives, and deserve as much professionally formatted information as possible (including a full project proposal if appropriate).


B. Corporations and Small Businesses (see slide 13-29)


1. Corporations

i. Having a personal connection with the company is often key to receiving funds from corporations. 

ii. For instance, if they are headquartered or have a satellite office in the target community, have a large sales base there, or even have a board member who happened to have spent their childhood there, funding likelihood is much greater. 

iii. How one determines what corporations have some connection can require some creativity, but is nonetheless a prerequisite to considering this option.

iv. An organization approaching a business for program support should consider the interaction a business proposition as much as a philanthropic gesture. 

v. Planners should determine what they could offer the corporation in return for their goodwill (especially if it is something that others cannot offer). 

vi. Fundraisers need to sell their organization, their employees, and their proposed project in order to make the decision to donate seem like a wise one. 

vii. The challenge is determining what can be offered in return.

viii. The number one thing that all businesses seek in return from philanthropic giving is an improvement in their good reputation. 

a) If an organization’s standing in the community is high, than association with it will help to lift the company’s image. 

b) A better reputation often translates to more products sold, and in turn, more revenue. 

c) Executives and decision makers need only to be convinced that this positive return is possible. 

ix. Fundraisers must investigate the company in order to discover how they operate and, more importantly, how they consider requests for donations.

x. Generally, fundraising teams make a large list from which they focus on between 10 and 20 companies that are initially approached.

2. Small Businesses (see slide 13-30)

i. There are almost no reasons why small businesses should be neglected by a fundraising effort due to their small size. 

ii. As long as planners understand that donations are likely to be smaller, donor interests are likely to be focused, and the need for personal relationships is great, they will have a big chance of raising funds or acquiring goods from small businesses.

C. Foundations (see slide 13-31)


1. Foundations are a fantastic source of risk communication project resources and funding.


2. However, to acquire these resources, planners will need to have at least the following prepared:
i. Good research (about the foundations)


ii. A great proposal


iii. Time, and lots of it, to wait for the approval process to run its course


3. The key to winning grants from foundations is a good match between the project’s mission and goals and the mission and goals of the foundation. 


4. Foundations do not hide their interests and intentions, so with good research planners can increase their funding likelihood considerably. 


i. Most foundations require a proposal, and there are often strict guidelines about how those proposals should look and what type of project may be funded.


ii. To find appropriate matches between their organization and foundations with the money sought, planners need to define their organization according to its mission. 


iii. Then, the same needs to be done for their project. Planners should not limit themselves by getting too specific — it is preferable to make a list beginning with the most specific but expanding to the most general.


D. Government Grants (see slide 13-32)


1. Though not without exception, very rarely is government funding indiscriminant. 


2. For instance, the Department of Health and Human Services is likely to give grants only for health-related programs, while the Department of Homeland Security will focus on public safety, emergency preparedness, terrorism prevention, and immigration issues. 


3. If fundraisers can think creatively about their project, looking at it from as many programmatic vantage points as possible, they might find that their program is eligible for grants they had not even considered because they did not think of their program in the right context. 


4. Government agencies are strict in awarding and disbursing of funding. 


i. They require that applying organizations follow pre-set guidelines and submit applications by pre-set deadlines. 


ii. These guidelines, however, are well defined and easily accessible from the agencies themselves or through the many online search engines dedicated to government grants. 


iii. There are even public-oriented publications distributed solely for letting prospective grantees know about the existence of grants as they are announced. 


iv. For NGOs, eligibility requirements will be the greatest obstacle. 


a) Many of the federal and state programs, for instance, are limited to state and local governments, with explicit definitions of both listed in the application announcements. 


b) Many nonprofits searching for grants do find programs that seem appropriate to their needs in terms of the programmatic details, but see that the eligibility requirements appear to preclude them and they move on. 


c) What they are not aware of is that partnerships can give them the eligibility they seek.

5. Local Government

i. Cities and towns control their own budgets, and decide where to spend their money. 


ii. Unfortunately, very few towns have a lot left over to create formalized grant programs. 


iii. However, special projects that fall outside of any formalized grant programs are much more common at this level of government than any other, and as both a member of the community and an organization whose goal centers upon improving life in the community, organizations may be well placed to get a hold on any resources that exist. 


6. State and County Governments

i. Oftentimes, the Federal government disburses block grants or other formula grants to state governments to distribute to the cities and towns as they see fit. 


ii. Other times, the state and county governments themselves set aside state-generated funding and create grant programs for which communities and organizations can compete. 


iii. Either way, planners will need to talk to the appropriate offices to find out if there is any money for which their organization may qualify.


iv. As the projects discussed in this book are emergency- or disaster management-based, it is most appropriate that the first agencies contacted at the state government level be their Office of Homeland Security (which all states now maintain), and the Office of Emergency Management or Public Safety. Then, depending upon the project scope, it may be realistic to talk to representatives in any of the following offices (variations on these names are used in each state and county): 


a) Office of the Governor


b) County Commissioners Office


c) Commission on Aging/Elderly


d) Offices of Protection of /Advocacy for Persons with Disabilities


e) Public Health

v. The instructor can ask students to name other state government agencies that might support risk communication efforts, and to explain why they thought that to be so.

7. The Federal Government


i. The federal government offers the greatest total amount of funding of all the government levels. 

ii. The key factor in being awarded a federal grant is knowing that it exists. 

iii. Once aware of the grant, and having determined that their organization type is eligible, planners can begin crafting a proposal that will place their project or program within the restrictions and goal of the grant program. 

iv. New federal government regulations have been set that require grant announcement and application documents to all be posted online.


v. Fundraisers can use two primary tools to research federal grants, including:


a) The Catalog of Federal Domestic Assistance


b) The Grants.gov Website


E. Religious Organizations (see slide 13-33)


1. At the national level, many religious organizations operate much like the large foundations do in that they have a defined competitive process by which applicants submit proposals and grants are awarded. 


2. The restrictions imposed by these organizations, however, can be very specific, and because of these restrictions, the national offices are often an unrealistic source of funding. 

3. Additionally, some nonprofits themselves have restrictions that limit their access to religiously based grant-giving organizations. 

4. Planners will need to see for themselves whether these restrictions exist within their own organization.


F. Civic Organizations (see slide 13-34)


1. Civic organizations and social groups are perpetually seeking speakers and guests at their meetings and events. 

2. Organizations seeking funding can develop a public relations team that works to get on the agendas of those luncheons and meetings to talk about emergency preparedness and, more importantly, talk about the project being developed. 

3. What is gained in return for speaking is the opportunity to meet local business representatives who are able to assist with donations and in-kind contributions, and who might be interested in helping the organization as a technical assistant or in another capacity. 

Supplemental Considerations
n/a
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