






































































Ptoposst - A Step-by-Step Approach: STEP 4 -Identifying Funds,. 

Govemment Agencies 

Obtaining funding from government sources, whether international, 
national or local can be a frustrating and resource consuming experi­
ence. They often require a muHi-stage review process, submission of 
frequent, detailed reports and a long review process. Further, govern­
ment grants are often tied to existing programs and require consider­
able amounts of paperwork and bureaucratic wrangling. This can make 
tailoring programs to fit their needs excessively difficult and daunting. 

The three primary sources of government funding are: 

1. Contracts: These are usually awarded based on an open bidding 
process. 

2. Formula and Block Grants: These are restricted to fulfilling specific 
formulas based on various economic and demographic variables. 

3. Project Grants: These are generally short to medium-term and 
require lengthy pre-approved forms to be filled out. When seeking 
this type of funding it is critical to meet the announced program 
guidelines, restrictions and deadlines. 

Corporations 

As previously mentioned, increasing pressure on corporations for social 
accountability has resulted in a corresponding increase in corporate 
donations. Corporations are also moving slowly away from charitable 
donations to a partnership approach based on providing resources to 
local non-governmental organizations able to effectively implement 
projects on their behalf. This type of philanthropy conceived of as pur­
chasing or "buying" benefits is growing and becoming more focused. 
As international organizations change their own funding priorities, you 
can expect corporations to follow suit. 

Local Soun;es 

Many organizations often focus their attention on seeking funds from 
international agencies and foundations, overlooking the possibilities of 
obtaining organizational support locally through human, material, and 
financial resources. 

Involving local sources can serve to deepen local interest and commit­
ment of those who donate. In some cases, it can also be a prerequisite 
to seeking international funding. Many foundations view local support 
as fundamental to establishing the organization's credibility within the 
communities in which it operates. 
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Using local resources also helps to maintain independent agenda set­
ting. Since they may have a greater unClerstanding of local realities and 
knowtedge of who and what they are funding they will likely be more 
flexible in assigning funds and less apt to interfere in your agenda. lo­
cal funding also allows you to avoid dependency on international fun­
ders and thus to utilize funds for institutional support not just specific 
projects as is commonly required for international funds. 

A considerable amount of time and money can be saved if local volun­
teers and services can be utilized. Volunteers can relieve the adminis­
trative burden or in some cases, provide professional services such 
accounting, medical or legal assistance. Free material resources in the 
form of office space, facilities, computers or furniture can also add up to 
larger overall benefit. 

Local Fundra/slng Strategies 

local fund raising strategies include: 

• Membership organizations - generate dues 

• SubSCription and sale of organizational reports, newsletters and 
other publications 

• Charging a fee for training sessions 

• Holding street fairs, bazaars and auctions 

• Organizing a raffle or lottery with a prize 

• Sponsoring exhibits, concerts, sporting or other events with fee 

• Renting a facility for a seminar or speaker with fee 

• Street and door-to-door solicitation 

• Income generating projects 

Foreign Funding Strategies 

As previously mentioned, while it is always important to know your fun­
der, it is even more so in the case of foreign donors. Prior to accepting 
funds, know where they get their money from; how they approach their 
particular mission; are your goals compatible; and how their reputation 
will impact your organization. The answers to these questions can 
greatly influence decisions of other funders and even your ability to 
effectively implement your own programs. 
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The Disadvantages of Foreign Funding 

Some potential disadvantages to foreign funding: 

1. Institutional vs. Project support: Most international funding is geared 
toward specific projects. Donors are generally unwilling to provide 
general institutional support required to implement project suc­
cessfully such as overhead costs including salaMes, office space or 
equipment. And in cases, where they are willing to support such in­
frastructural costs, they may place unreasonable cond~ions based 
on local circumstances. 

2. Sustainability. As with other donors, pMorities and objectives shift 
over time, making lon!rterm planning and financial commitments 
unlikely. It is not uncommon for pol~ical concerns to travel around 
the globe trailing funds behind them. There has also been a trend 
on the part of donor countMes to decrease foreign aid in favor of 
domestic spending. 

3. Failure to support income generation: Though encouraging self-sus­
tainability many foreign funders are restMcted in their ability to sup­
port Income-generating activities. This may be due to mission or 
even legal restMctions against funding profitable activities. 

4. Reporting requirements: Many intemational funders require detailed 
record keeping and financial reporting that may be difficult for insti­
Mlons with lim~ed resources and capacity to fulfill . Funds may 
come in installments with each different installment requiMng time 
consuming reports. They may also require provision of receipts that 
may not be the custom in the country of operation. 

5. Donor in"uence on organizational agendas. Donors with long stand­
ing expeMence may try to influence the mandates or activities of the 
NGOs they fund. This stMngs attached strategy can often place a 
straightjacket on NGOs when they are trying to implement programs 
in the field. Further, donors, though they may have long standing 
expeMence in the field and are thus able to provide constructive 
suggestions, they may be out of touch with local realities. 

6. The "apolitical" requirement NGOs often find themselves operating 
under difficult political circumstances. Even if affiliated with local or 
national political organizations, they still may be forced to appear 
apolitical despite a clear involvement in politically sensitive debates. 
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How to Deal with Constraints 

Dealing with these constraints may require creative thinking. For ex­
ample, your organization can either make a strong case of institutional 
support or build that support into each project budget by factoring time, 
space and materials required. 

Further, by expecting specific accounting and auditing requirements as 
well as evaluation procedures, these too can be factored into the budg­
eting and planning stages. Develop your accounting procedures to ac­
commodate their needs but always insist on non-interference. If you 
have particular documenting diffICUlties, such as pending legislation for 
registering as a non-profit organization, explain the situation prior to 
accepting any grant. Likewise polijical components to your work should 
be addressed it openly. 

Most importantly, do not accept aid unless you are sure that you are 
capable and willing to adhere to the given criteria. If you lack the capa­
bilijy to execute the project in terms of staff, expertise or space ij may 
be difficult to account for the money; a risk that should not be taken in 
order to safeguard your professionalism and credibility. An organization 
that tums down funds due to concerns is unlikely to jeopardize future 
funding from the donor. An organization that accepts funds it cannot 
handle will almost certainly. 
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Differences In a Fundraiser's Approach 

From the outset, fundraisers can chart two very different approaches to 
their fundraising strategies: that of marketer or salesman. However, if 
they truly want to improve their chances, they have to stop selling their 
projectslidea and start marketing them instead. 

The fundamental difference between the two approaches is that a 
salesman is mostly interested in selling, while a marketer is most con­
cerned with building customer satisfaction. While the marketer tailors 
his/her 'product' for his/her client and then researches the market, a 
salesman does not take the time to assess the customers wants, or the 
best way to approach himJher, but instead looks for a potential buyer 
and if unable to sell his/her product, continues looking for another. 

In the case of fundraising, a salesman will: 

Develop an idea for a project, write a proposal for it and locate funding 
sources by word-of-mouth, based on previous experience or in one or 
two directories. He will then submit his proposal to those sources and 
wait for their cJecjsions. 

A salesman does not ask what the customer will want nor do the proper 
research. 

The Marlceting Approach 

The marketer understands and knows his market, determines who the 
potential customers are and what customers want before directing his 
product towards that market. In that sense he designs a product and 
sales approach tailored specifically towards that prospect. A fundraiser 
has to write his/her proposal in a way that targets the existing market, 
while at the same time remaining aware that the market will probably 
keep changing depending on any number of political, economic or 
social factors. These changes can greatly alter funders' priorities and 
thus must be consistently monitored. 

The marketer should keep in mind that a foundation or federal program 
has goals of its own. He must think how the funder is going to benefit 
from his program, and how that program will further the 'under's goals, 
not just those of his own organization or of the specific program. Care­
ful consideration must be paid to what the partnership will accomplish 
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for those individuals or organizations contributing the money, not just 
what it will do for the implementing organization. So, actually a mar­
keter must: 

1. Examine attitudes toward strategic funding. To achieve this, empha­
sis must not only be placed on proposal preparation but on those 
steps that come before and after. 

2. Leam about the sources of grant funding. This includes assessing 
the needs and desires of each funding source. 

3. Structure the organization for grant success. Consider how, within 
that organization, team members can best utilize existing resources 
to make the proposal successful. 

4. Develop grant-winning ideas. Present ideas with measurable results 
and tangible benefits so as to prove that your project is worthwhile. 

5. Detennine fundability. Show how funds will be incorporated into the 
organization and demonstrate that you are both a suitable and 
convenient organization for funding. 

6. Research the field and pinpoint the most likely grant prospects. De­
velop a database of organizations with similar funding priorities and 
goals 

7. Manage initial contact with funding source. Interaction with the fun­
der is important in shaping how the eventual proposal will fit their 
format and guidelines. Effective research and good cultivation of 
funding sources means building strong personal contacts with the 
funding official(s). 

6. Write individually tailored proposals. Tailor the Master Proposal to 
fit the particular funders' requirements. 

9. Follow-up after submitting proposals. Maintain professional but 
friendly contact via phone, email or letter. 

10. Succeed in the interview or on-site-visit. Be prepared and make 
sure appropriate individuals within the organization are put forward 
to meet with the funder. 

11. Deal with the decision of the funders effectively. Ensure procedures 
are in place to respond to any response. 

12. Develop continual grant support: A fundraiser should spend at least 
50% of his time and energy preparing to write further grant re­
quests. 

36 



4 FUNDRAISING AND BUDGETING 

John Moore' 

Financial resources, and effective use of such resources, are essential 
for the success of any organization. Whether a grassroots NGO, a pri­
vate sector business, or government ministry, budgets remain the heart 
of operational scope and capacity. As such, the creation, allocation and 
monitoring of budgets typically represents the most contentious issue 
for institutions. 

The importance of financial management for NGOs cannot be over­
stated. NGOs, by definition, are not profit seeking and depend solely 
upon external sources for operational funding. In other words, financial 
waste due to mismanagement or corruption has a multiplier effect -
any funds not used effectively represent a loss in NGO capability and 
put at risk relationships with current and potential donors. 

As stated, NGOs are dependent upon external sources of funding, thus 
fundraising plays a central part in the life of any NGO. Fundraising 
must be performed in a diligent, professional and CONTINUOUS man­
ner. Key concepts and points to remember while strategizing for fund­
raising activities are as follows2

: 

• Multiple sources of funds (foundations, governments, international 
organizations, local vs. foreign) 

• Multiple fundraising strategies 

• Multiple proposal formats depending upon fundraising purpose 
(Program, Research, Planning, Training, Technical Assistance) 

• Effective fundraising keys on the proposal writer's understanding 
and clear expression of an organization's - and specific project -

1 John O. Moore is an international consultant providing mana~ment services to 
private, public, and non-profit organizations. He has been Involved in project 
management for tho last eight years. From 1993 to 1996 he wor1<ed with Gulf Etemit 
Industries (GEl), and from 1996 to 1999 as project and crisis manager with the US 
StatoDepartment and Department of Defense. 
2 This is a revtew of the princiP'es discussed in the May 25-28. 2001 seminar 
modules conducted by Ms. Jennifer Barsky, Mr. Mirabo Shammas at PASSIA; Ms. 
Ba.,ky is a Development Consu~ant currently based In New Yor1< City, Mr. 
Shammas is the Financial Officer at Birzeit University. 
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mission; it is important to assess whether targeted donors have 
similar missions 

BUDGETING: KEy POINTS 

Budgeting plays a role before, during and after a given fundraislng ac­
tivity. Fundraising activities are honed by creating budget estimates to 
assist in setting financial targets; estimates set minimum financial re­
quirements that fundraising activities must achieve. At \he same time, 
budget estimates act as a guideline for project planning and monitoring. 
Planning is conducted in accordance with financial limitations - you 
can't spend what you don't have!!! Monitoring is enabled by the con­
tinuous comparison of real project financial data with original estimates; 
comparing with the planning benchmaril reveals both progress and 
problems, while giving insight into the effectiveness (were estimates 
close to real financial outlays?) of \he estimation process. When com­
bined With project schedules, budgeting based on outiays expected for 
a given task or time period further enhance monitoring and evaluation 
of organizational activities. 

Budgets take various forms, each with different purposes. Yet the pri­
mary purpose of budgeting is to ensure effective, efficient use of finan­
cial resources to achieve project success. The following concepts and 
thOughts are helpful when considering budgets. 

• Budgets are blueprints for action and the foundation of organiza­
tional and project mission 

• Budgets requires both quantitative and qualitative analysis 

• There are different types of budgets (Operating, Cash, Capital, Sim­
ple, Complex) 

• Budgets are not difficult to create, but require attention to detail 
(capture majority of expenses up front) 

• Budget trends over time are helpful in projecting future expenses 

• Budgets are a basic tool for planning and monitoring performance 

• Sound budgeting processes enable financial transparency, build 
trust with donors, and assist in the smooth, effective management 
of projects and programs 

On both the fundraising and budgeting aspects, it is essential to justify 
proposed schedules and expenses. Footnote all explanations and as­
sumptions detailing the logic behind each estimation (I.e., past experi­
ence, comparative data I trends, economic indicators such as inflation, 
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etc.) - this is ESSENTIAl! Numbers do not appear like magic, there 
should be detailed reasoning for each deadline and budgeting allocation. 

Fundraising and Budgeting: The Linkage 

As pOinted out during the seminar, and in our discussions today, the 
process and purpose of fundraising and budgeting are linked. You 
cannot implement a budget without finances raised by fund raising ac­
tivity. In tum, funds raised cannot be effectively exploited without sound 
financial management centered on the budgeting process. 

PRACTICAL ExERCISES 

The following exercise is designed to test your ability to use the basic 
fundraising and budgeting principles covered during the original semi­
nar and reviewed today. 

Situation 

You are a project manager with the public relations department of a 
small local NGO based in Ramallah, West Bank, Palestine. Your or­
ganization is dedicated to the development of human rights awareness 
in the West Bank. As such, the project you are currently working on 
deals with the publication of English-Arabic language booklets on the AI­
Aqsa Intifada for dissemination inside Palestine as well as select organi­
zations in Europe and the US. You are in charge of fundraising. 

It is your duty to estimate the overall budget and allocate specific line 
~ems in order to plan your fundraising campaign. Please state, in Excel 
or MS Word format, what key line items (area of expense) you envision 
for the project. This is meant to be a draft only, and is a tool to guide 
further revision and honing of the project's financial picture. Along with 
the budget, please create a fund raising concept for the project; make 
sure to state your strategy for targeting and subsequently convincing 
donors that your project is worthwhile. A written description with an 
attached breakdown of line items is to be submitted; do not exceed four 
single spaced pages. 

Exercise Expectations 

Focus on the process of fundraising, what are the steps in creating a 
fundraising campaign, and what is required in a project budget. A pos­
sible approach is: 

• Create mission statement and state funding priorities 
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• Give a summary statement outlining your proposal. Include project 
scope, customers, duration (justify duration - why so long/ short?), 
and key scheduling points (milestones). 

• Create a list of donor targets, explaining how / why each was chosen. 

• State how you would package the finished fundraising proposal to 
achieve fundralsing campaign objectives. 

• State methods for contacting and "winning over" potential donors. 

• State how to respond to positive and negative donor responses. 

• Explain the mon~oring and evaluation program for project imple­
mentation 

After outlining your fundralsing methodology, estimate the budget re­
quired for the fundraising campaign. You should have a target goal for 
fundraising activities. Explain each allocation. This format assumes to­
tals for a fixed period of time. 

The following example of a budget shall only serve as a guide. Your budget 
should be different! 

• Based on salaries for previous year (USS 8,0(0) plus an expected rise in the cost 
of living. 
4 Based on maximized use of contract employees to reduce benefit requirements by 
IheNGO. 
5 Based on real quote received by real estate firm and past experience. 

• Based on two trips to Europe, two trips to the US, and trips in the West Bank to 
Hebron, Nablu. and Jericho. 
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ApPENDIX 1 

'TOOL Box' OF MEDIA MATERIALS' 

NGOs and other nonprofit organizations dealing in sometimes complex and 
controversial issues need to use a wide range of materials and activities to 
get their message across to the media and target publics such as donors. 
Many of the following pieces could be transmitted by e-mail, as well as by 
fax, mail or hand delivery, according to the accepted practices of your local 
media. Posting them on your website is another way to extend their use 
among your oIher publics and coalition groups: 

1. News Kits: Supply all the basic information a reporter needs to write a 
story - and no more than that. It should look professional, showing that 
the organization knows what it is doing. 

News kits can be used in conjunction with a news briefing/conference or 
sent around to media outlets with a cover letter 'pnching' a story on your 
issue/organization. The parts of the kn, usually assembled in a pocket 
folder, should be well organized and easy to read but do not need 
complicated designs/printing. Any interesting graphs or figures should be 
put on a separate sheet, with the source clearly visible. Charts are only 
useful if they prove one's case. It is important to e><plain what tables and 
graphs indicate in words, remembering that in many cases, the people 
addressed may not be able to make use of them. You could also provide 
an 'electronic news kit' on computer diskette. Translate your own kit 
parts, which may include some or aU of the following: ne_ reieases, 
backgrounde,., fac1 sheets, case studies, photos with captions or a 
videotape, statements, brochures and other publications. You should 
make sure that every piece in the kn has an identifier - 'News Release', 
'Background Information', elc, - and always use your lettemead for the 
first page of every paper and number the pages. 

2. News Releases: Provide timely infonnation about events or issues the 
public would want to know about. The news release should be the most 
condensed and most important bn of the news kn. Concentrate the main 
news (who, what, where, when, why, how and so what?) in the first 
sentencalparagraph, allowing the editor to decide whether to print part or 
all of the release or to assign a reporter to the story. Use your letterhead, 

1 Compiled by KaIhy SullYanIl"om vorioua aoun:es. _'1m. 
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write 'News Release' and the release date, and give the name of a 
'contact' with day and evening phone numbers for the reporter to follow 
up. Bear in mind that the longer the release goes on, the less interesting 
ij looks to the reader. 

3. Backgrounders: Explain your issues or program goals in more detail so 
that the reporter can place the news item within the context of the 
ongoing discussion of the topic. Think of it as the written equivalent of a 
'briefing.' Assume no prior knowledge on the part of the writer: quickly 
map out the development of your issue and highlight areas of contro­
versy, importance or urgency. You may need more than one back­
grounder if you have a highly complicated issue/event that should be 
broken down into parts. You may need to include a 'timeline' of important 
dates/events, for example, or may reprint letters or statements from 
some of your program beneficiaries (with their permission). 

4. Fact Sheets: Help reporters skim useful and relevant data. Use a 'bul­
lets' format and give the facts in numbers, figures and human terms; try 
to show the evolution of a problem/achievement. ("During the past seven 
years, the number of displaced families seeking shelter more than dou­
bled, from 100,000 in 1990 to 230,000 in 1997." "Three out offour children 
(74 percent) admitted required medical attention for mainutriUon or 
chronic illness.") Timelines can be very useful so if working in human 
rights, for example, one may include a chronology of critical events in 
human rights in Palestine, putting all the important dates and events. You 
may include several fact sheets covering different aspects, in the same 
kit. 

5. Case Studies/Short Featu ..... : Give examples of how the big issues/ 
problems play out at a more micro-level: a single person, a family, an 
institution, a community, oountry, etc. This might involve some interview­
ing, whereby 'yes and no' questions should be avoided if one wants to 
get some good quotes. Select illuminating stories that put a human face 
on the problem or clearly demonstrate the beneficial results achieved 
through your programs/approach. Write them in the style of a feature 
story. Let program beneficiaries speak for themselves, in their own 
words, wherever possible. Be prepared to give reporters access to the 
people featured; they may want to do their own take on the case study. 

6. Statements: Respond to breaking news or provide reporters with a 
'canned' quote they can insert into a broader story. Should be released 
quickly (wijhin an hour or so after the news event). Not more than one or 
two pages long, they should be attributed to a named spokes-person for 
your organization (or, even better, for the constituency as a whole), and 
should be highly quotable. Take a clear pos~ion, spell out the con­
sequences of the event for your consUluencieS/clients, and propose the 
next course of action. (Including them in news kits provides quotes for in­
sertion in a news story.) Anticipate things: If you know that some big de-
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cision is about to be made, prepare your position in advance, and, having 
drafted it, sit down with your superiorls in order to tie up any loose ends. 

7. Photos with Captions: Encourage the press to use your story; on a 
busy news day, could win you a photo story with a deep caption instead 
of having the whole kit end up in the trash. May be tied to case studies 
(see above). Provide sharp black and white photos or color with strong 
contrast. Clearly label original photos on the back or print them on glossy 
paper with captions/credits on wide white margins. Identify all persons, 
places, activities in the photos, with dates. Photos often end up in photo 
files and may show up months or years later ... to illustrate an entirely 
different story! 

B. Video Ne_ Release: A new phenomenon that provides footage for TV 
broadcasts, which makes ij more likely that your evenVissue will be 
covered now or later. You hire a company to produce the master video 
for you and prOvide broadcast format cassettes for the use of TV sta­
tions/satellite channels. (Issues-oriented videotapes also can be effective 
fundraising tools with individual, corporate and community group donor 
prospects, for coalition-building meetings, and for general PR purposes.) 

9. Brochures/Other Organizational Publications: Provide a more glossy 
presentation of your organization. program or issues. Considered as 
background by reporters, not news, but may give them ideas for future 
stories. Don't expect to see your promotional brochure quoted in the 
paper. It is not always good to spend a lot of money on a brochure when 
you ask people for money, but ij should always look professional. 
Sometimes ij is better to send a simple newsletter four times a year, 
rather than a glossy annual report. 

10. Calendar Announcements: Alert the general public, through the media, 
about an event in which you want their participation. May be directed to a 
special section of the paper. Usually half-page in length and written so 
they can be used exactly as sent. Give a catchy or provocative slant to 
the announcement heading, followed by text on who, what, why, where 
and how much (if a ticket/fee). In a cover letter/fax, tell the editor from 
what date you would like them to start running your announcement and 
when they can stop. RadiolTV also may use calendar announcements if 
you adapt them for the spoken word - see 'public service 
announcements' below. 

11. Public Service Announcements: 'Free advertising' for non profits and 
charitable groups who are 'serving the public good.' Used, for example, 
for the release of a new publication. Check the regulations/guidelines with 
your local radio and TV stations. Usually are sandwiched between regular 
progranvning and paid ads on a ~Iable basis. They should be 
provided as three lijlJe versions of the same announcement timed to fill 
20, 30 and 60 seconds (labeled that way). You must condense your 
information and start with a catchy line, maybe ask a question. ("Would 
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you like to give your youngest children a better chance to succeed in 
school - and life? Join the NGO X for a demonstration of how parents 
can be their babies' first teachers (on date, at time, at place). Call 
(telephone) for more information.j Read the draft announcement aloud 
for timing and to make sure there are no awkward phrases. PSAs not 
only draw an audience for your programs but create a better image and 
higher profile for your organization in the community. 

12. Publication Announcements: Notify the media (and other organizations 
that can help disseminate the news to important target publics) that you 
are releasing a new publication that is relevant to their interests. Usually 
about one page long, they should be written for printing verbatim. 
Provide a synopsis of the publication, who should read itlwho needs it, 
and details of how to order ~. If you have a quote or two from very well­
known experts or respected community leaders commending the 
publication, use them in the text. (If you are releasing a major study, poll 
or report, you should use a news release format, not a publication 
announcement, and should hold a launch or news briefing event.) 

13. Media Advisories: Alert the media that you have an important event or 
potential story coming up so that they can prepare to cover it property. E­
mail, fax or deliver them to news editors and key reporters three to ten 
days before your event, depending upon how complex it is. (If you want 
extensive TV coverage of a muHi-faceted event, you need to allow more 
advance time.) Keep the advisory to one page. Stress the most 
provocative, controversial or glamorous aspects of your event, along with 
the basics: who, what, when, where, why. Note any special photo or 
video opportunities, mention VIPs or experts who will speak and be 
available for interviews. Don't give away the 'news' ahead of time (e.g., 
poll resuHs) but do convince the ed~or it's worth covering. IX, the oldest 
and largest NGO in Palestine working on issue Z, will release results of 
its November 1998 survey of Palestinians' attitudes towards ... , the first 
survey on this subject since ... , conducted in cooperation with YYY 
University.j You must name a contact ed~ors can call for more 
information. 

14. Letterw to the Editor: Respond immediately - preferably ~hin 24 hours -
to an event, statement, op-ed or letter, which has been printed/aired by 
the media outlet. Letters should be brief, logical and quotable. Attach a 
one-paragraph biography of the person signing the letter (your boss) to 
give ed~ors background and enhance the write(s credibility as a 
commentator on the issue. Target one ouilet only - do NOT send exactly 
the same letter to more than one newspaper at the same time. Do not 
wme to The Jordan Times about something that you have read in The 
New Yorl< Times. 

15.0p-Eda (which does not mean opinion ed~orial , but opposite the editorial 
page): Traditionally appear opposite the editorial page under the byline of 
the person subm~ng the piece. Should provide original commentary on 
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a cummt Issue of public interest, preferably something already being 
covered in the news. (Can also be used to draw attention to a 
problemllssue that has been ignored but needs to be very compelling.) 
Most pepers prefer about 650-word-long articles; some will accept more. 
This is not a news article; ~ should take a pos~ion and support H with 
facts/experience. Attach a short biography of the person submitting the 
op-ed and give hislher title and affiliation with your organization. You 
could send these to more than one outIat at a time but not to more than 
one in a certain cetegory/market. For example, you could send the same 
op-ed to a major American daily, a major UK daily, a major Israeli daily 
and to a Palestinian peper, depending on the targat audiences you WWlt 
to reach. Often H is more effective to select only one outlet, informing 
!ham that this is offered 'exclusively' and foIowing up within a few days 
to know if H wi. be used. If declined, you can offer H elsewhere. 

,18. Editorial MemoalMeetinga: Request in writing that the newspa­
per/station HseIf convnent on an issue of importance to the public in an 
edHorial capacity. Provides background on why the issue commands 
such attention and asks for a meeting with the edHorial board to provide 
them with a mora compiete briefing. The meeting Is a lobbying visH to 
convince tha media outlat to take a posHion (hopefully, In line with yours), 
and provide them with needed information/contacts. Good edHors will 
also seek out your opposHion for balance before committing to a position. 
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ApPENDIX 2 

SELECTED INTERNET RESOURCES 

GENERAL SOURCES ON (NGO) MANAGEMENT 

http://www.clearinghouse.nell 
(Unks to guides on Fundraising, Grants, Non-Protit Organizations, Public 
Services; click sub-categol}' Business & Employment) 

http://www.cybervpm.com/ ... ource.htm 
(Volunteer Program Management Resources) 

http://www.not-for~ro"lorg/ 
(Nonprofit Resource Center with a comprehensive directol}' of links and 
information on issues such as Fundraising & Philanthropy; Volunteers & 
Human Resources; Advocacy & Public Relations; Board & Organizational 
Support; Management Consultants; Publications; Research & Policy Studi6s) 

http://comnetorg/nell 
(Gateway to sites for the nonprofit community, organized by resource topics 
such as Education, Government, Grents & Funding, Health Care Services, 
Human Services, and Political Activism) 

htfp://www.c8.aneto.fl/ 
(Articles, survey results, program management tips and information on 
Volunteering; topics include Board, Program and Resource Development; 
Personnel and Financial Management; Evaluation) 

htlp:llwww.ncnb.org/ 
(Dedicated to building stranger NGO boards; focus on NGO Govemance) 

htlp:/lwww.escape.csl-rbacaliarticl ••. htm 
(Online articles on Nonprofit Management Problems, Solutions & Issues; 
Training, Development, Leaming & Human Resources; Defusing Hostility & 
Cooperative Communication; Change Management: Teams & Team Devel­
opment fltC.) 
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http://www.mapnp.ofJI/ 
(The Nonprofit Managers' Ubrary: materials and links on topics such as 
AdminisInJtive Skills; Boslds; Communication Skills; Finances; Fundraising/ 
Grant Writing; Mat1cating/PR; Management & Leadership; Training & Devel­
opment; Personnel & Policies; Program Evaluation; Strategic Planning) 

http://ahortguldes.com/nonprofit 
(Infonnation and rasoun:es about nonprofit organizations, including funding, 
management, technology, philanthropy, volunteerism) 

http://www.ld.allalorg/ 
(Database on NGOs worldwide, including publications, materials, programs 
and links. See http://www.ldea/lst.orsYtooIsItooIs.htm for a list of I9sources 
for sterting and managing a nonprofit organization. Categories: Financial 
Management; Foundations; Fundraising; Govemment Relations; Lobbying; 
Management; Personnel Management; and Public Relations). 

http://www.tmcenter.org/llbrarylllnks.html 
(Extensive list of links and I9S0Un:eS for Nonprofit Organizations) 

http://fdncenter.org/ 
(Includes an online library - see http://fdncenter.org/onliblonlib.html- with 
links to nonprofit resources; Material on Grant Seeking; a Guide to Funding 
Research and Resources; a Proposal Wriling Course; Literatureon~the 
Nonprofit Sector; and Common Grant Application Forms) 

http://www.Jal.comlldrlldrmuthtm 
(Unks, infonnation and I9porls from the Insli/ute of Development Research, 
an independent nonprofit I9search and education centery 

http://www.oneworld.org/euforlcJ 
(Resoun:es on Capacity Building and Institutional Development) 

http://www.woridlesmlng.org/ 
(Educational services NGO with a people-to-people approach that 
underlakes proj??acts in Intemational Deva/opment, Training and Capacity 
Building, NGO Management, and Democratic Participation in Development 
Countries, Newly Independent States and Societies in Transitions) 

HUMAN RESOURCES 

http://www.nwllnk.com/-donclarklhrd.html 
(Website for Human Development Resoun:es, including articles, online 
Training Guides, links to Training, Human Resoun:e Development, and 
Leaming Infonnation) 
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http://www.nbll.ntu.ac.uklatatr/lyetjlllstlhrpub.h1m 
(Internet publications on Human Resource Management) 

htlp:/lwww.tcm.comltrdavl 
(Training & Development Resource Center for Human Resources) 

http://www .• atd.orgI 
(Website of the American Society for Training and Development with infor­
mation, tools, articles and /inks to /raining, p9Ifonnance, evaluation etc.) 

FUNDRAISING 

http://www.fundsnelMrvIces.comlmaln.h1m 
(Comprehensive website with evetything on tundraising) 

http://ctb.lal.ukana.edultooleJENiparC1012.h1m 
(Infonnation on getting tunds and managing grants and financial resources) 

http://www.fundralalng.co.ukl 
(Evetything on Fundraising: infonnation, links, strategies, allflna.s) 

http://www.lkn_.org/Fundralalnll·html 
(Interactive Knowledge for Nonprofits on Fundraising and relate issues) 

http://www.natwort<forgood.orgInpolfundralalngi 
(Resource base for online tundraising with information on strategies, donOlS, 
etc.) 

http://nonproli1zona.comIfndrag.h1m 
(Database with a library of arlicles and answelS on all sorts of tundralsing­
re/aI8d issues) 

htlp:llwww.m.pnp.orgIIlbrarylfndranglnp_ralaelnp_ra .... htm 
(Comprahensive guide to grant-writing and other tundraising issues) 

http://www.nonproflt-info.org/npofllqlkaywordal5J.html 
(Fundraising FAQs with detailed infonnation) 
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hltp:/Iwww.uvm.edul-reahmpg/mlnera-1.hlm 
(Online guide to proposal planning and writing) 

http://www •• ilcom.com/-paladlnlpromaster.hlml 
(Elements of a grant proposal) 

hltp:Jlwww.epa.gov/ ... homeigrantslsrclmsl.open.hlm 
(Grant writing instructions with tutorial, examples and raferellCfls) 

http://www.cof.org/foundationnewsl0300/secrets.hlm 
(Tips on proposal writing) 

hltp:Jlwww.kn.pacbell.comlwiredlgrantslwrit8.hlm 
(Resources to gain the necessary background knowledge to write a good 
proposal). 

http://www.alu.edulwwebigrants.hlmlCreatlng%ZOa%2Oauccesaful%20 
propos.1 
(Online handbook on seeking extemal resources, funding opportunities and 
crafting a grant proposal) 

hltp:JIwww.ut8xas.eduicoursesiatroalant392n_flleslgrantpropo8allnks. 
htm 
(Unks for information on how to write gmnt proposals of seveml kinds) 

hltp:J/npguldes.orgIgrantigrant1.hlm 
(Gmnt writing guide with sample letters, budgets and proposals) 

hltp:/lwww.research.umlch.edul ...... rchlpropoeelaipropos.l_dev/pwgl 
PWGCONTENTS.HTML 
(A complete proposal writer's guide) 

http://www.unl.eduinepacor/newpagealnoframeslpubalwlnnerslwriting. 
html 
(Comprehensive instruction on how to plan and write a proposal) 

http://www.fundralslngdepot.comIcgl-blnlwsbc.cglllndex.hlml 
(Fundraising information and resources) 

http://www.iea ......... ocla .... netlpropoeeU 
(Instructions on how to write a funding proposal and actual examples of a 
completed proposal) 
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hUp:/Iwww ....... oclates.comlPropWrlI899.htm 
(Proposal writing tips, techniques and articles archive) 

htlp:llm.mbe .... dca.netlareldlproposal.htm 
(Pr&c1ic81 guide for writing proposals) 

PUBLIC RE LATIONS 

htlp:llnonprofitzone.com/pr.htm 
(Database wi/h a Hbf8IY of atticles and answers on all sorts of PR-telated 
issues) 

htlp:/lwww.mapnp.org/Iibrary/pblcJeUpblcJel.htm 
(Comprehensive guide to Public and Media Relations) 

htlp:/lwww.trlangle.orglhowto/pr.pdf 
(Complete online public relations manual) 

htlp:llwww.trlangle.orgIhowto/pr.pdf 
(Online iutorial on efrective presentations) 

hUp:llwww.online-pr.comJ 
(Online resources to PR and media relations with list of references) 

hUp:/lwww.tlpeandtrlcke.comlpr101.htm 
(Lots of tips and tricks on PR essentials andstretegies) 

hUp:llaboutpubllcrelations.netlbaalca.htm 
(Comprehensive list of PR related atticles, websites, and other resource 
material) 

htlp:llpubllcrelatlone.aboulcom/celpubllcrelatlonal 
(About.com guide to PR with resources on organizing media events, 
generating free publicity, writing press releases etc.) 

htlp:/lwww.aonlc.netl-cuclial 
(Site wi/h expert infonnation on PR and publicity campaigns, and related 
marketing materials for businesses and organizations). 

htlp:/Iwww.prmadeeaay.comJ 
(Information on PR strelegies and treining) 
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