
  

 

 

WHAT IS FUNDRAISING: general overview 

 

Fundraising myths to dispel (Credits) 

There are some false myths about fundraising that should be dispelled 

First myth: it is only worth it if you know rich people 

It is not absolutely necessary to know and be funded by many rich people: communities donate to 

projects they believe in. Many small donations can be collected to reach the goal. Some people can 

offer time or other contributions if they cannot give money. 

Second myth: submitting lots of grant applications is the best way to raise money 

When you do this, you can expect a lot of rejection: you need to know what funders want in order 

to hope for a grant. It is much easier to involve many people in individual donations. 

Third myth: only charities can ask for donations 

Anyone can ask for donations, the important thing is to inform about how they will be spent. People 

will donate if they know and appreciate the work of the organisation. 

Fourth myth: Legacy funding is only for large organisations 

Care must be taken to do this safely and legally, but legacy funding or asking people to leave money 

in their wills is a growing area of fundraising.  

Fifth myth: the organisation is too small to get money from a company 

Although large sponsorships are suitable for organisations that can provide corporate hospitality or 

have a strong marketing department, companies also like to help small, local organisations. 

 

https://beta.ncvo.org.uk/help-and-guidance/funding-income/fundraising-methods/fundraising-myths/


  

The fundraiser's identikit (Credits IT) 

A person whose job or task is to seek financial support for a charity, cause, or other enterprise - 

Oxford Dictionary 

There are different types of Fundraisers (ASSIF Italian Association Fundraiser) 

• Professional Fundraiser: is the fundraising manager; he/she deals with strategic planning and 

coordinates the entire fundraising activity 

• Fundraising Expert: he/she deals with the planning (sometimes also with the concrete 

implementation) of technical aspects of fundraising, such as direct marketing, donor 

database, etc.. 

• Fundraising Operator: he/she “only” deals with the concrete implementation of fundraising, 

within one or more specific fundraising areas/campaigns 

• Fundraising Consultant: like the professional fundraiser, he/she supports (also from outside) 

the organisation in the strategic planning of the fundraising activity, of some specific areas 

(corporate, bequests, etc.) or specific projects; usually he/she does not deal with operations. 

In order to perform the profession of fundraiser in the best possible way, the professional must 

possess certain characteristics: 

Self-esteem: the way in which the fundraiser presents him/herself and makes him/herself perceived 

as a person can be a determining factor in being listened to. Presenting oneself in a confident and 

professional manner gives the listener the impression that he or she can trust them and get 

involved. 

Matching offer and demand: the fundraiser must be able to match the needs of the organisation 

with those of the donor, turning the donation into an opportunity for both parties. 

Putting formal leadership in the background: the fundraiser must focus his energies on the success 

of the project, leaving aside the formal role and the hierarchical pyramid. opting for a "circle" 

structure allows the leader to draw his self-esteem from his commitment to his non-profit 

organisation. At the same time, organisations gain in importance through the excellence of their 

fundraising services, and not vice versa. 

Don't be afraid to ask: the fundraiser must be open-minded and not afraid to ask potential donors 

to participate. Do not forget that the fundraiser does not ask for himself but for the organisation. 

More generally, the fundraiser must possess or develop certain soft skills, such as: ability to 

communicate the project in an appealing way (storytelling); empathy; curiosity; flexibility; creativity; 

leadership; relatability (credits).  

 

https://www.fundraising.it/le-caratteristiche-di-un-fundraiser-di-successo-scoprine-5-che-non-possono-mancare/
http://www.assif.it/il-fundraiser/chi-e-il-fundraiser.html
https://www.skillsyouneed.com/rhubarb/fundraiser-skills.html


  

What does a fundraiser do? 

The core of the fundraiser's work is building relationships. The most effective fundraisers focus their 

efforts on building relationships with potential donors over time, even over very long periods. This 

is because people decide to donate when it involves the realisation of something they want. The 

fundraiser should therefore deal with the offer side, i.e. the donor. By understanding what the 

donor needs, the fundraiser can steer his strategy. The fundraiser's skills must therefore include 

tried and tested techniques for creating interpersonal relationships with donors, in response to 

their emotional needs and interests. 

The fundraiser's daily work 

In concrete terms, the professional in the sector carries out a number of activities requiring 

particular skills (Credits):  

• analytical skills 

• planning and organisational skills 

• technical marketing skills 

There are day-to-day activities that the fundraiser must carry out and on which he or she must have 

expertise, regardless of the field of action: 

Preparing the non-profit organisation for fundraising: the process starts with drawing up a strategic 

plan. it is necessary to conduct a feasibility study, assessing whether there are sufficient human 

resources, an adequate budget. Finally, an effective marketing and communications plan for the 

cause must be devised. 

Identification of sources of donations or creation of well-founded expectations of obtainable 

donations from board members, actual donors and potential donors (for-profit companies, 

foundations and individuals). 

Evaluation of fundraising techniques: through in-depth research of large donations, annual 

collection by mailing, telemarketing and via the Internet, planned giving, donations and grants from 

foundations and for-profit companies and donations from venture philanthropists. 

Management of the fundraising process, including reporting, controlling expenditure and 

performance of staff and ethical administration. 

Analysis of fundraising results, defining which techniques produce the best economic results in the 

shortest period of time within the budget, taking into account the set objectives (Credits) 

 

http://www.assif.it/
https://www.fundraising.it/ma-che-cosa-fa-in-pratica-un-fundraiser/


  

No fundraising without strategy (Credits) 

When it comes to fundraising, it should never be forgotten that the first phase is planning/strategy.  

A prerequisite for successful fundraising is to have a clear strategy as to why, how much and how to 

ask for money and the conditions under which this request can be successful with the contact 

person. Therefore, it is essential to monitor and evaluate activities on an ongoing basis and to take 

care of relations with the supporter and the interlocutors who can potentially support the cause 

(Credits: Scuola di Roma – Fund-raising.it Intervista a Massimo Coen Cagli per “The Next Stop L’ARTE CONTEMPORANEA 

E IL FUND RAISING”, 2010).  

It is necessary to define what is meant by strategic fundraising and operational fundraising: 

• Strategic fundraising: is the initial phase of the work. It deals with setting up a strategy, 

defining the objectives to be achieved in a given period of time with a given budget. 

• Operational fundraising: It is based on the strategy of the former and on the basis of that 

strategy it has to choose the tools to be used and set the activities to be carried out. For 

example, all digital fundraising tools, such as social media, email marketing, seo, websites, 

etc., fall under operational fundraising and must be used to achieve the objectives defined 

by strategic fundraising. 

How to request support for a project (Credits: Scuola di Roma – Fund-raising.it Intervista a Massimo 

Coen Cagli per “The Next Stop L’ARTE CONTEMPORANEA E IL FUND RAISING”, 2010) 

The process of asking for support can be summarised in the following steps:  

1 Clarify the mission and the social strategy underlying artistic production and make the most of it 

2 analyse the strengths of its proposal in relation to the interlocutors in a logic of "matching" supply 

and demand. Potential funders should be presented with possible links between the artistic project 

and their needs, expectations, and requirements.  

3 Study well the subject to be addressed. First of all, it is necessary to understand what the company 

is looking for and immediately afterwards to ask what can be offered to satisfy this need. 

In the case of a company, the project must respond to certain needs:  

• to create and manage relationships 

• to communicate and promote its image  

• to design new products or better market its existing ones  

• to realise its social responsibility towards the community inside and outside its company.  

4 Ensuring the ongoing success of the proposal: assessing the quality of the proposal and its practical 

implementation, respecting a partner's timeframe and constraints, as well as managing relations 

with it in the best possible way when it becomes a funder and thus protecting its legitimate interests 

The stronger the relationship and the more it goes beyond the mere request for funds, the more it 

creates trust and a social bond that makes people want to donate or decide to sponsor. 

https://www.fundraising.it/digital-fundraising-ripartire-dalle-basi-per-un-fundraising-online-fatto-bene/

