More than Money

www.kedconsult.com

“What many
nonprofit
organizations fail to
understand is that
you need to offer
benefits to the
corporate giver.”
Jody Kieloasa,
Sarasota
Film Festival
An organization
that garners
$500,000 in
corporate support
per year

Getting Down To

‘ Can you use your
' relationships ~ with
businesses to help
your nonprofit?
After all, you inter-
act with them everyday,

like when you buy gro-

ceries, toiletries and

when you purchase

insurance. This article guides you through a
step-by-step process to identify potential
business partnerships and create benefits for
your organization and them. The planning
process works for opportunities with name-
brand companies, like Best Buy, Target and
Visa and local entrepreneurs and franchise
owners, like your website designer, printer,
CPA and caterer. While corporate gifts will
never be your sole support, business help
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can be significant for its community
contacts, in-kind support and cash.
Get Started

Begin by simply listing any businesses
whom you 1) enjoy and 2) would be willing
to recommend to friends. (See Business
Connection Opportunity on page 2 for other
suggestions.) You can probably come up
with several dozen. If your list looks scanty,
keep it active several days, adding new firms
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Help!

From the list, select an initial firm on whom
to focus. Then, brainstorm possibilities of
how they might help your nonprofit. Your
list will depend on your needs, the business’
abilities and your imagination. When the
ideas slow to a trickle, consider these four
types of support:

e  Donations- Gifts of cash or materials

e Discounts- Reduced prices on needed
items

e Services- Help in achieving tasks

e Connections- Opportunities to extend
your network of friends

After brainstorming, an executive director
from a health group and her staff, created
this wish list for their print shop. “Good,”
represented initial support and “Best,” a
long-term loyal donor.

Donations

Good: High-quality paper from their
inventory, from other jobs

Cash. They buy tickets, attend fund-
raising event and purchase

auction items

The above, plus help obtaining grant
support from their corporate and

Better:

Best:

as they occur to you. Continued on page 2
Do you want to achieve more of your mission by turning your ideas into funded
realities? Since 1994, this firm has helped hundreds of groups do exactly that—and *

secure millions of dollars to improve services and build strong organizations.
Contact the More than Money Consultant today to build your team, develop your

ideas and win grants.
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Business
Connection Opportunities

e Board members

e Volunteers

e Businesses you use personally
[ ]

Businesses used by your
organization

e Official programs: Corporate
and Foundation (Large corpo-
rations often have both )

Continued from page 7

foundation offices

Discounts

Good: 20 percent off on all orders

Better: They call in advance with

special offers and provide

help to use them

They provide what we need

at their cost

Services

Good: We bring them printing con-
cepts and they help us find
economical ways to execute
them

Better: They proactively look for

ways to help us

They send an employee

on-site one morning a month;

this helps their staff stay cur-

rent and ours learn new skills

Connections

Good: They place a donation can at
the register

Better: They introduce us to key

customers

They invite key customers, as

guests, to our events and

introduce them to our

executive director

Best:

Best:

Best:

Help for the Business
The flip side of your organization's

benefit list is your list of benefits for
the for-profit. The health organiza-
tion found this list harder to create.
First, they knew less about the print
shops needs. Second, they were
uncertain if additional benefits were
even necessary. After all, they heard
the owner state, “We made money in
this community and therefore we
give back to it.” Aren’t civic pride
and community responsibility
enough? Perhaps, but since the health
group wanted this and other busi-
nesses to select them as the nonprofit
vehicle with whom to express their
civic pride; they identified specific
benefits to offer.

If you know the needs of the busi-

ness you selected, focus your brain-

storming to help solve them. Other-

wise, to develop a benefit list, you

can’t go wrong if you structure your

brainstorming around solving two

common challenges:

e Getting and keeping customers

e Helping their employees and
families

This last is reported to be the motiva-

tion behind 60 percent of name brand

corporate gifts.

The health group drafted this idea list
to help their print shop “to get and
keep customers.”

v Make referrals to other nonprot-
its, board members, staff and
vendors

v Create press releases that men-
tion their name

v Offer tributes at meetings

v Include in donor lists i.e., annual
report, website.

v Highlight them on our “thank a
sponsor” bulletin board

v Pass out their coupons and flyers
in our registration package

v Offer paid ad opportunities

v Provide opportunities via special
events, i.e., seats with potential
customers, advance invitations,
keynote sponsor and ticket
printing

Over time, the health group refined
their list as they learned exactly how
the print shop and others benefited.
You will too.

Establishing Value

A benefit list helps provide clarity
and equity among partners. Your
next step, is to assign a dollar value
to opportunities. Start with a ballpark

guess.

The health group formed estimates
by looking at market rates of similar
items, (i.e., ads) and other nonprofit
packages. From here, they developed
packages that exceeded market
value. That is, as part of a Business
Card Package, they offered six busi-
ness card size mentions, at a cost
less than similar exposure in a local
magazine. As a bonus, they threw in
priority seating at special events in
the Package.

Be generous, but at the same time
don’t underestimate and be clear
about the value you offer. For exam-
ple, are you aware that text mentions
in press releases and other publica-
tions often have greater value than
paid ads? After several years in busi-
ness, a client’s board member pro-
duced my New Business announce-
ment that she clipped from a local
newspaper. She saved it five years
waiting for her organization to be
ready for my services. An ad she
might not have even seen, much less
clipped.

Are Benefits 7hat Important?

Last year, a friend received a call
soliciting a business gift. The caller
listed the wonderful community
benefits the organization offered. My
friend was grateful for the update,
and understood the community
value, big picture. But since any gift
he gave would be corporate, he
inquired. How many people will see
the firm’s name? Who were they?
How often would they see it? Would

Continued on page 3



Business, Continued from page £

he have a chance to meet potential customers by
attending events? These were little questions about a
big one: “How will a gift help my firm serve the com-
munity longer?” The caller didn’t have answers and
my friend declined to make the gift.

Why are benefits important?
e They motivate people
e They solve real needs and fix situations

e They prove, because they allow more to happen,
that 1 + 1 equals 3 which, despite what you
learned in first grade, is more fun

The Sarasota Film Festival garners over half a million
dollars in business support each year. How? Jodi
Kielbasa, Executive Director of the Festival explains,
“What many nonprofit organizations fail to under-
stand is that you need to offer benefits to the corpo-
rate giver. We have a selection of benefits and we
deliver those and more to our sponsors.”

You Use Their Services Everyday. . .

This article outlines initial strategic thinking steps to
help you develop successful business partnerships.
This planning process will make your organization
savvy, flexible and ready to create relationships that
help you gain contacts, in-kind support and cash.
Stuck? Call us today. We can help you with any of
the steps.

Grant-Link, Continued from page 4

market share—that is, we believe that our customers are
interested in education and will be glad for our support.
And, we know that education is the goal of some key
existing customers.”

3. It Is Who You Know

Finally, corporate gifts are worth exploring when you have a
connection. Sometimes, it’s a volunteer who will apply for
a grant on your behalf and you receive a gift that reflects
their hours. In other cases, an employee will guide you
through the process, advise you on a request size and when
and with whom to follow-up. Or, it might be a retiree who
can help you obtain resources. Often it is difficult to discern
if your connection has “an inside track” or just information.
Nevertheless, because relationship is central to all giving,
corporate gifts with a connection are worth investigating.

Learn More
Do you need more information? See www.kedconsult.com.
You’ll find over 40 free Proven Result articles on team
building, leadership and money. Download these three new
ones:
e  Your Best Grant Sources: The Top Eight
e Use it Or Loose It—

Event Follow-Up That Keep You Fired Up
o FExtreme Grant Questions

for Your Most Competitive Requests

Order or Request Information Here

name organization
street city state Zip
phone email

Please contact us regarding: [J retreat facilitation, [J strategy planning for financial and program success, [ grants

or

For purchases, please enclose a check made out to: Karen Eber Davis Consulting for the total amount.
Mail to P.O. Box 15464, Sarasota, FL 34277. Telephone: 941-924-4860. Prepaid only.

Local Sources for Sarasota, Manatee, Charlotte Counties $95

Grant-tastic! Tips Booklet $7

CD’s to purchase, each $60

#  of copy(ies) of Idea to Results, Innovative Grant Program Design $
#  of copy(ies) of Nonprofit Money Myths that Snag Even the Best Organizations $
#  of copy(ies) of 4 Marriage of Convenience: Link Your Grants & Individual Fundraising Efforts $

Shipping and handling

$
FL orders add 7 percent sales tax or proof of exemption $
$

Total enclosed:
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Contact us for help with your planning, team building and grants

Grant-Link: Name-Brand Corporate Gifts

Q: Do You Advise Seeking Name-Brand Corporate Gifts?
A: Yes, and here are three situations where you will have the most success
winning grants from large corporations.

1. The Cake Icing Approach

The “Cake Icing” approach is when a corporation chooses to offer many rela-
tively small grants in a locale, i.e., Wal-Mart when they open a new store.
Your organization will have a lot of appeal here, especially if your customer
base is large and overlaps with the corporation.

9. The Focused Approach

Many more corporate gifts and corporate foundations gifts focus on specific
causes. For example, Home Depot focuses on construction and affordable
housing issues and Kraft on foodbanks. A focus supports the corporation’s
becoming ‘“known for something.” It helps them avoids spreading giving dol-
lars too thin and it keeps application and recipient numbers reasonable. When
your mission or activities falls within a corporate focus, its worth investigat-
ing the programs. You will probably have several opportunities to seek a grant
since most remain stable over time.

An executive from a regional bank explains, “Our focus has been on educa-
tion for years. Our goal is to build

Grant-tastic!

Tip of the Month #28
Grant Sources

®=$ Lesser-known govern-

ment grant programs
191 Expert Tips A€ often  associated
& Writing el Winning Grants

e with agencies that col-
) lect special taxes or
4 penalties. In  your

(grant sources) search
include quasi-government groups,
like regional planning councils,
water organizations and organiza-
tions that award fees collected for
specialty license plates.

Need more Grant-tastic tips? Pur-
chase your copy of Grant-tastic!
today at www.kedconsult.com or use
the form on page 3.

Continued on ﬁdie 3 e




A companion to the book. . .

Grant-tastic!*

s

121 Expert Tips

on Writing and Winning Grants
for Your Nonprofit

v
fﬁm Eber Davis Consulting

The Mere than Money Consultant

Summer Audio Series
12 noon, ES.T.

v
v
v
v

1. Now available on CD: You Had Me at “Dear Fundler”
Preparing Your Organization & Pinpointing Ideal Grant Funders

2 August 17: Unlock Fort Knox
Developing Grant Fundable Activities & Sustainability

3. September 28: Dancing with the Paper Tiger

Writing Persuasive Proposals

Select one, two or all three of these one-hour sessions

Register for the Series and receive a free copy of Grant-tastic! Tips
25 percent series discount for owners of the current Local Sources
FREE to members of the Mentor Program

Register today at kedconsult.com

* grant-tastic n. (grant tas'tik), a grant you submit and win
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Contact us for help with your planning, team building and grants



