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INTRODUCTION 

In general, a Best Practices and Approaches Guide 
(GBAP) offers a set of methodologically developed 
and evidence-based recommendations to help ser-
vice providers, target groups and other stakeholders 
make informed decisions about interventions in spe-
cific fields or sectors of activity. 

This guide of good practices and approaches in fund-
raising, commissioned by the Community of Cooper-
ation (KoGe) for organisations and partner institu-
tions of its members working in Haiti, is no exception 
to this rule. As such, the purpose of this guide is to 
strengthen the ability of local KoGe partners to fund-
raise and build partnerships.  

The GBAP was developed by Ernst Mathurin with the 
support of Odile Reiher, two professionals with over 
35 years of experience in fundraising, development 
and management of programmes as well as devel-
opment projects, providing support and advice to 
organisations and local institutions working in the 
areas of human rights, development, and social as-
sistance, and supporting planning processes, moni-
toring and assessment. 

The approaches and practices proposed in the guide 
were first identified based on the experiences of both 
managers responsible for its design, as well as on bibli-
ographical research, exchanges with donors, and or-
ganisations and institutions engaged in projects.  

The guide is not intended as a ‘how-to’ book to be 
applied at various stages of the fundraising process. 
Instead, it focuses on providing a working approach 
and simple, proven principles to help users make de-
cisions within the framework of fundraising and local 
partnership development. Proposals for best prac-
tices and approaches in the guide will be validated 
by both local KoGe partners and members of the 
Community of Cooperation. 

The GBAP is a training and working tool that must 
enable any actor within development or social and 
humanitarian assistance to:  

 better understand fundraising mechanisms 
and approaches (Chapter 2) for both the col-
lection of internal funds and the valuation of 
specific capital (Chapter 3), for the coordina-
tion of fundraising campaigns (Chapter 4) and 
for funding from donors or partners (Chapter 
5); 

 identifying funding partners and donors on a 
more informed basis; 

 establishing a well-informed strategic opera-
tional plan for fundraising and partnership de-
velopment; 

 drafting better adapted funding applications 
in the long term; 

 developing and maintaining harmonious part-
nerships and collaborations with funding institu-
tions (Chapter 6). 
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CHAPTER 1. PREREQUISITES FOR FUNDRAISING 
 

1.1.  Develop self-awareness and the ability to iden-
tify needs, in order to improve presentation 
and visibility 

Institutions and organisations seeking to fundraise and 
establish local partnerships must have fairly precise 
knowledge of their needs. This can enable them to de-
termine their priorities at various levels, particularly in 
terms of seeking funding and partnerships.  

A. Develop self-awareness and the ability to iden-
tify needs 

In order to improve self-awareness, the institution 
or organisation must answer the following five ques-
tions within the framework of an internal participa-
tory approach: i) Who are we? ii) Who do we work 
with? iii) Who are our allies? iv) How satisfied are we 
with ourselves v) What are our needs? vi) Do we 
have all the required documents? 

1. Who are we? 

Answering this question requires the following to be 
defined or reviewed: institutional or organisational 
nature, vision, mission, values, work process, organ-
isational structure, membership, environment, ar-
eas of intervention, types of actions carried out, and 
organisational or institutional capacities. 

2. Who do we work with? 

This concerns reviewing the target groups with 
which the institution works, without omitting any of 
these groups. Asking the question ‘why are we work-
ing with these groups?’. Analysing the problems and 
needs faced by these groups. Questioning the rela-
tionships developed with these groups. 

3. Who are our allies? 

This involves determining the collaborators and/or 
institutional and funding partners of the institution 
or organisation. Asking why they are our allies. 
Questioning the relationships developed with these 
allies. 

4. What is our self-appreciation? 

The simplest way to self-assess is to identify the fol-
lowing on a critical basis: a) the strengths and weak-
nesses of the institution or organisation; b) the op-
portunities and threats for the organisation or insti-
tution. This analysis should enable any weaknesses 
to be identified, and if necessary, an organisational 
or institutional strengthening plan to be established 
in order to meet the minimum criteria of a CSO man-
aging funds. It is essential to know these criteria, the 
principal ones being: i) the existence of a steering 
committee and separation of powers within the 
CSO, ii) the requirements in respect of standards and 
procedures in the field of financial accounting, iii ) 
annual balance sheets that are available, iv) written 
regulations and procedures, v) employment con-
tracts for employees, vi) payslips, etc. If these crite-
ria are not met, it is imperative to take steps to in-
troduce them, by establishing a road map for exam-
ple. 

5. What are our needs? 

Answers to the previous questions will enable the in-
stitution or organisation to better determine its needs 
in terms of ownership of its identity, improvement of 
its interventions, improvement of relations with target 
groups and collaborators or partners, as well as its 
fundraising needs. 

6. Do we have all the required documents? 

The main documents required for the internal func-
tioning of a CSO and relationship development with 
third parties are the following: i) constitutional and 
statutory acts; (ii) internal regulations; iii) legal 
recognition; (iv) administrative and financial proce-
dures manual; v) tax identification number and 
clearance certificate; vi) minutes of general meet-
ings and meetings with governing bodies. 
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B. Improved presentation 

An improved presentation will enable the institution 
or organisation to present itself more successfully to 
its target groups, its collaborators or institutional 
partners, as well as to its donors and funding part-
ners. 

In order to improve presentation towards one or an-
other of these actors, or the general public, the in-
stitution or organisation must concisely and accu-
rately define the following key aspects of its presen-
tation: i) its nature and a brief history of the institu-
tion or organisation; ii) its mission and values; (iii) its 
geographical area of intervention; iv) organisational 
or institutional capacities; v) its working processes; 
vi) any achievements with target groups; vii) its 
strengths; (viii) its institutional and funding partners; 
ix) the effects and impact of its actions in its area of 
intervention. 

All managers should be able to present these various 
aspects of the organisation or institution. 

C. Improved visibility 

Once the organisation or institution’s key presenta-
tion aspects have been defined, they must be regu-
larly updated each year and referred to in order to 
improve visibility. Generally, organisations or insti-
tutions use various means to improve their visibility: 

a. a presentation sheet, which is a short docu-
ment summarising the key aspects of the or-
ganisation or institution, often presented in 
brochure form; 
 

b. Curriculum Vitæ (CV), a document detailing 
the background and other skills of the or-
ganisation or institution; 
 

c. a web page (organisations with significant 
resources) and a Facebook page (organisa-
tions with fewer resources). However, skills 
are required in order to design, install and 
maintain a web page. It may be necessary to 
invest in a simple web page presenting the 
CSO, its interventions and key documents. 

That being so, updating such a page can be 
a challenge. 

 
d. requesting meetings or sending invitations to 

events such as: field visits, training sessions or 
conferences organised by the CSO to improve 
visibility and establishing personalised links 
with the eventual collaborator, institutional or 
funding partner; 

 
e. establishing partnerships and networking 

with other CSOs for better integration into 
the community and to strengthen access to 
services and funding. 

The organisation or institution must determine the 
most appropriate way to improve their visibility in 
each case, and for each type of representative. 

 

1.2. Need for a broad understanding of the cooper-
ation sector on local and global levels 

Funding institutions to the civil society are numer-
ous and diverse. In order to correctly define your 
fundraising strategy, it is important to have a fairly 
good understanding of this area of cooperation.
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Funding sources for CSOs can be categorised into nine (9) institutional categories: 

1. Bilateral and multi-
lateral cooperation 
agencies 

Bilateral cooperation is when one State grants aid to another State. Multilateral coop-
eration is when the agency or body seeking funding is granted aid from more than one 
State. Bilateral agencies (AFD, CIDA, AECID, GIZ, NORAD, etc.) fund CSO projects or 
programmes that contribute to the economic and social development of beneficiary 
countries. As is the case for bilateral cooperation agencies, multilateral agencies 
(UNDP, UN-Women, ILO / ILO, UNICEF, DUE, etc.) have, in recent years, put in place 
specific funding tools intended for CSOs in the south. These bilateral and multilateral 
agencies are the main actors in development aid. In any case, they have the most re-
sources. Bilateral and multilateral agencies regularly launch calls for proposals for pro-
jects or programmes that correspond to their guidance and eligibility criteria. These 
calls, designed for targeted grants, are carried out via the press and online. Interested 
CSOs must stay informed and monitor calls in order to react within the timeframes 
announced. 

2. Decentralised co-
operation 

Decentralised cooperation refers to the creation of long-term relationships between 
local authorities in northern and southern countries, whether made official via agree-
ments or not. Agreements define actions planned as part of the cooperation and their 
technical and financial arrangements. The Cooperation can take various forms: devel-
opment assistance, institutional support, joint management of goods and services, 
and interregional cooperation. It often involves the collaboration of different types of 
actors in the territory (associations, schools, universities, hospitals, etc.). 

3. Embassies Northern countries represented in a southern country generally have ‘embassy funds’, 
in limited amounts but managed locally by ambassadors or their experts in technical 
cooperation. Most often, they are focused on financing small projects to be carried 
out in relatively short timeframes of less than a year, raising a few thousand to tens of 
thousands of US dollars, which are generally non-renewable. As is the case for bilateral 
and multilateral agencies, embassies regularly launch calls for proposals for projects 
or programmes with deadlines and specific themes that must be inherently respected 
in order to be eligible. 

4. Development 
and/or humanitar-
ian NGOs 

NGOs providing funding for development offer financial support to local CSO partners 
for the implementation of their medium and long-term projects or programmes aimed 
at improving the socio-economic conditions of a social group or community. The scope 
of action of humanitarian NGOs is that of direct and indirect interventions (via local 
CSOs) aimed at helping vulnerable populations who are generally in extremely precar-
ious, transient, cyclical or chronic situations. 

5. State institutions Today, several ministries within economic, social and cultural fields provide financial sup-
port to CSOs, both directly and via their autonomous public bodies. Financial support is 
often ad-hoc and not necessarily renewable. When this form of grant initiative is not used 
for political purposes, it can lead to a closer relationship between the State and the CSOs, 
which is necessary in order to foster political dialogue with civil society. However, this out-
reach should not be confused with the State’s crucial role in creating the conditions needed 
in order to fulfil economic, social and cultural rights. 

6. Foundations A foundation is a private-law body to which, by gift, donation or bequest, one or more 
natural or legal persons consecrate goods or rights in movable or immovable property 
with a view to assigning them to a cultural, educational, scientific or charitable non-
profit-making activity. They are often acceded in a proposal submission process in or-
der to obtain a grant. There are hundreds of grant-making foundations for develop-
ment support present in all northern countries. 
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7. Credit institutions Credit institutions, working with associations or members of CSOs, are mainly active 
in the microfinance sector and aim to provide financial services to low-income natural 
and/or legal persons, and those who are excluded from the formal financial system. 
There are two types of credit institutions: (i) non-profit cooperatives based on the 
principles of cooperation, solidarity and mutual assistance with the primary purpose 
of collecting member savings and/or granting credit; (ii) non-cooperatives who are or-
ganisations that grant credit from funds borrowed from the banking system, interna-
tional financial organisations, or received as donations from NGOs. 

8. National and inter-
national private 
companies 

In a bid to add value to and improve their image, or to obtain tax facilities, a large number 
of private companies financially support sectors of activity, communities and/or CSOs. The 
development of relationships between the charity and industrial sector takes place over 
several years, creating close links and contacts over time. On the initiative of one or more 
companies, a ‘corporate foundation’ is created in order to carry out activities of general 
interest. In practice, the companies are choosing to provide funding to associations with 
increasing frequency. 

9. Community organi-
sations and socio-
professional associ-
ations in the dias-
pora 

There are hundreds, sometimes even thousands, of various types of diaspora associa-
tions in the United States, Canada, France and other countries in Europe and America: 
socio-professional CSOs, cultural CSOs, those offering support to refugees and to local 
authorities, etc. The main associations in the diaspora are involved in humanitarian 
activities, technical assistance and development activities in the interest of their coun-
try. Some associations regularly organise fundraising campaigns for local CSO initia-
tives, as well as acting as liaisons between CSOs and institutions of international soli-
darity in host countries. 

 

An inventory sheet featuring the main sources of funding for CSOs in Haiti is shown in the appendix. 

Generally, CSOs requiring regular fundraising imple-
ment a tool designed to identify, analyse and moni-
tor civil society financial support institutions in the 
form of a database (DB) on the cooperation sector.  

The database on funding institutions typically pro-
vides the following information: (i) name of the in-
stitution; ii) area of intervention; iii) priroty areas; 
(iv) conditions and eligibility criteria; (v) method and 
procedure for submitting a funding application; vi) 
funding range; vii) contact information for the insti-
tution; viii) contact person. 

In order to create the database, time must be taken to 
collect, enter, process and feed the DB file. It is im-
portant to update the DB each year. The implementa-
tion and development of a DB can be quite a large task 
for a small organisation or institution. As such, given 
the importance of the DB tool in seeking funding, it is 
better to work alongside institutional partners for its 
set up and use. 

A growing number of organisations are helping to in-
crease the visibility of their partners via their web-
site, while others choose to inform or connect do-
nors and CSOs. In this sense, there are platforms that 
gather data on donors and/or funding opportunities. 

1.3.  Identify the strategic operational plan for 
fundraising 

The Strategic Operational Plan (SOP) for fundraising 
is an internal document owned by each organisa-
tion. It is designed and developed to meet the fund-
raising needs of organisations and institutions. The 
SOP defines the overall objective in terms of fund-
raising required for a given period and for each area 
of intervention, a specific funding objective with the 
strategy to be applied, and actions to be taken in or-
der to obtain the desired result. It is part of a three-
step process that includes a development phase, an 
implementation phase, and a monitoring and as-
sessment phase.  
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The fundraising SOP must be adapted to the context 
of cooperation at local and global levels, as well as 
to the internal and external environment of the or-
ganisation or institution. It must address long, me-
dium and short-term fundraising pathways. It is ad-
visable to carry out the SOP approximately every 
three years with an annual review. 

The development phase of the strategic operational 
plan (SOP) includes the following steps: i) contextu-
alisation; ii) strategic diagnosis (both internal and ex-
ternal); iii) issues and strategic focus; iv) strategic 

choices, objectives and targets; v) operational plan-
ning and action planning related to strategic choices; 
vi) monitoring and measurement.  

After developing the SOP, it is important to submit it to 
the Board of Directors (BD) or the General Assembly 
(GA) for review and validation. It is also advisable to es-
tablish a research and fundraising committee respon-
sible for implementing the SOP must also be estab-
lished. 

 

CHAPTER 2.  FUNDRAISING MECHANISMS AND PROCESSES 
 

Civil society organisations and institutions typically 
use three key fundraising mechanisms: (i) internal 
fundraising; ii) fundraising campaigns; iii) grant ap-
plications. Each of these mechanisms have ad-
vantages and limitations which require specific ap-
proaches, and respond to specific principles. 

2.1. Raising and valuation of internal funds: ad-
vantages and limitations 
 

The financial term ‘internal funds’ refers to funding 
or capital contributed by members of an organisa-
tion or institution. Internal funds consist of sums of 
money (joining or ongoing membership fees) or ma-
terial donations and working hours contributed by 
members. 

Internal funds can also be raised by asking users to 
pay for the services provided by the organisation or 
institution at an affordable cost. This cost must be 
reasonable (devoid of any form of profit) and feasi-
ble for members or target groups. 

The role played by internal funds is twofold: firstly, 
they serve to finance a portion of the projects, activ-
ities or running costs of the organisation or the insti-
tution; on the other hand, they constitute a guaran-
tee for donors committed to funding the remaining 
portion of projects or activities. 

Internal funds demonstrate the first act of the insti-
tution's willingness to achieve financial autonomy. 

They highlight the interest, involvement and en-
gagement of members. They make it possible to 
raise a base capital for the development of income-
generating activities. They provide ‘bridging’ during 
fundraising and grant negotiation periods. 

However, it is very difficult to raise a large amount 
of internal funding within a context of extreme pov-
erty among members and target groups. The same 
applies to environments where assistance mentality 
is prevalent. When the managers of an organisation 
or institution fail to implement a consistent and sys-
tematic system of accountability for their own funds, 
members and target groups are not stimulated to 
pay their membership fees. 

2.2. Fundraising campaigns: advantages and limita-
tions 
 

Fundraising campaigns aim to raise financial re-
sources for organisations, institutions and causes of 
general interest. The fundraising process involves 
seeking donations from individuals, businesses, 
foundations or state agencies. Fundraising cam-
paigns not only represent money; they also stand for 
mobilising interest around a project or an initiative! 

Fundraising managers have a key role to play in rais-
ing awareness of the organisation or institution and 
its development. They monitor the process and mo-
bilise any necessary private or public resources. In 
this sense, fundraising is a strategic approach which 
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can take place in both the long and short-term. 
Fundraising campaigns must engage all members of 
the organisation or institution: administrators, pub-
lic relations officers, staff, volunteers and support-
ers. 

They also indicate the institution or organisation’s 
willingness to lay the foundations required for finan-
cial autonomy. Campaigns may occur on an ad-hoc 
or reoccurring basis, depending on the capacity of 
the organisation or institution. They may be local, 
national, regional or international. They require 
planning, coordination, communication and high 
levels of mobilisation than that required for internal 
fundraising. Donors must be well targeted, and the 
resources required to reach out to them must be ac-
quired. They incur considerably higher expenses 
than raising internal funds or submitting grant appli-
cations. 

Fundraising campaigns can provide significant levels 
of funding and institutional ‘visibility’. On the other 
hand, they require knowledge and high levels of pro-
fessionalism which the organisation or the institu-
tion may not possess, or be unable to seek out. Ac-
countability is one of the golden rules in any fund-
raising campaign. 

2.3. Submitting grant applications to donors or fund-
ing partners: advantages and limitations 
 

Grants represent financial assistance which is either 
direct or indirect, non-refundable in principle, and 
allocated either by a public entity (State, local au-
thority) or international (cooperation agency, em-
bassy) or by a civil society entity (foundation, NGO ) 
on a one- off or renewable basis in order to contrib-
ute to the achievement of a specific purpose or to 
promote an activity of general interest. 

Grants dedicated to supporting civil society are al-
ways awarded to a natural or legal person which 
may be an association, NGO or foundation. When a 
grant is allocated to a community, it is granted indi-
rectly through a natural person. The grant may re-
late to a programme, a project, goods, a service to 

be provided to a community, a situation (humanitar-
ian crisis), etc. 

CSOs running projects sometimes tend to equate 
grants with stable resources or even their own eq-
uity. This is a serious mistake, since no entity sup-
porting civil society is willing to fund a CSO indefi-
nitely. Funding is ultimately awarded to target 
groups with whom the CSO works. If the interven-
tion for which the grant is awarded cannot be 
achieved in whole or in part, the supporting entity 
may request the allocated funds to be returned. 

Financial support provided to CSOs in the form of 
grants enables them to raise funds required to im-
plement initiatives, projects or programmes or iden-
tified target groups. It helps CSOs to achieve their 
mission. It can contribute to institutional strength-
ening and better anchoring of CSOs within their area 
of intervention. 

One-off or renewable grants may also have negative 
effects on CSOs that have failed to clearly define or 
flesh out their own vision and pathway. These ad-
verse effects manifest themselves in terms of: a) de-
pendent attitudes or assistance mentality; (b) inter-
nal division between members and management; (c) 
corruption or embezzlement; d) tension or even 
conflict between the CSO and target groups; e) bu-
reaucratic development within the CSO, etc. 

As for internal fundraising and fundraising cam-
paigns, the grant application process has specific re-
quirements. These vary from one funding institution 
to another. Nevertheless, all grant allocating entities 
generally require: (i) a grant application document 
corresponding to their criteria, methods and proce-
dures; (ii) legal proof of existence, regular operation, 
statutory status and proof of ability in the manage-
ment and implementation of the CSO; (iii) evidence 
of genuine links between the CSO and target groups; 
(iv) a percentage of internal funding or collateral; (v) 
activity reports and financial reports; vi) regular 
monitoring visits; (vii) an audit and/or final external 
assessment. 
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CHAPTER 3. COORDINATION OF INTERNAL FUNDING AND VALUATION OF CAPI-
TAL SPECIFIC TO CSOs 

 

One of the most important actions to be taken by an 
organisation in order to ensure its stability and inde-
pendence is to ensure funding of its running costs. This 
is especially important given that donors very rarely ac-
cept to cover a CSO’s administrative costs related to its 
operation. In order for a CSO to survive and develop, it 
must coordinate and institutionalise internal funding 
while also taking appropriate steps to value a portion 
of those specific financial resources. 

3.1. Strategic elements for the coordination of in-
ternal fundraising 

A. Strategic elements for the constitution of a CSO’s 
internal funds 

Generally speaking, associations use three (3) strategic 
elements to constitute their own funds: membership 
fees, and the acceptance of either donations or contri-
butions. Each of these elements has particularities that 
must be taken into account in order to use them 
wisely. Membership fees represent periodic financial 
contributions that an association may request all or 
part of its members to contribute to the running 
costs of the organisation and the balancing of its ac-
counts (when stipulated by statutes). The regular 
payment of a membership fee may be one of the re-
quirements to become a member, with non-pay-
ment of this fee resulting in the loss of membership 
to the association. 

A donation consists of giving goods, of one kind or 
another, to the association, without expecting 
something in return. Donations from members or 
non-members may be notarised or manual, i.e, 
handed over personally. Donations of buildings 
(land, houses, etc.) must be made by notarial deed 
or authentic act signed before a notary. Manual do-
nations do not require special formalities and the 
use of a notary is optional. For a donation to be qual-
ified as a manual donation, it must meet the follow-
ing conditions: i) the goods are donated to the asso-
ciation while the donor is alive, ii) the donor receives 

nothing in return iii) the donor expresses a clear de-
sire to permanently divest him/herself of the goods 
for the benefit of the association. Manual donations 
can be spontaneous or sought out. 

A contribution is the transfer of ownership of goods 
to an association in exchange for a non-financial re-
turn for the contributor. Members and non-mem-
bers can make different kinds of contributions to an 
association: monetary gifts, premises, shares, equip-
ment, etc. The contribution is made either under full 
ownership or usufruct terms. It must be ensured 
that the contribution is not made in contradiction 
with the statutes or that it does not offer the con-
tributor rights or benefits that would not be granted 
to other contributors.  

B. Coordination and collection of membership fees 

In order to ensure the collection fees is coordinated 
correctly, statutes and/or internal regulations must 
clearly answer the following questions: 1) Is the 
membership fee mandatory? 2) Who should be 
asked to pay a membership fee? 3) When does the 
membership fee have to be claimed? 4) Is the mem-
bership fee amount unrestricted? 5) Who should 
collect the fees? After adopting the measures that 
respond to these questions, the executive bodies of 
the CSO must endeavour to implement them. 

1. Is the membership fee mandatory? 

In general, membership fees are not a legal obliga-
tion within the framework of associations. A CSO 
that requires its members to pay a membership fee 
may only do so subject to certain conditions, includ-
ing: i) stipulation in statutes; ii) proof that the mem-
ber has freely and voluntarily signed up; iii) obtain-
ing the agreement of the parents or guardian if the 
member is a minor. 
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2. Who should be asked to pay a membership 
fee? 

The association must claim periodic payment of 
membership fees from its members only. However, 
it may request donations or contributions from non-
members. Membership fees are prohibited for cli-
ents who access the association’s services. 

3. When does the membership fee have to be 
claimed? 

The payment date and frequency of membership 
fees should be stated in the statutes, but especially 
in the association’s internal regulations. They can 
also state that the payment will be split (each 
month, every six months, etc.). If nothing is set out, 
payment can be made at any time, as long as formal 
notice to do so on a given date has not been de-
clared by the association. 

4. Can the membership fee be any amount, 
and how should it be calculated? 

The association is free to decide on the membership 
fee amount. As a general rule, the amount must be 
fixed, proportional to the actual needs of the CSO. 
The membership fee amount cannot be decided 
based on member discretion. The amount must not 
be too high, nor too low. It is preferable to simply 
designate the body responsible for determining 
membership fee amounts in the CSO’s regulatory 
documents. In this way, when the association wishes 
to reduce or increase them, they simply need to call 
upon the responsible body. 

5. Who should collect membership fees? 

Collection of membership fees is the responsibility 
of the Finance Committee or the Treasurer. Payment 
receipts should always be issued to members who 
have paid the membership fee. A reminder should 
be sent to members who have not yet paid their fees 
by the deadline. Internal regulations must define 
sanctions to be taken in the event of non-payment 
of the fee. The executive body must receive a regular 
report or update on membership fee payments. The 
latter has the duty of submitting a regular report to 

the general assembly on the amount of fees col-
lected and how they have been used.  

C. Coordination and collection of donations and 
contributions 

The coordination and collection of donations and 
contributions for the running costs of the CSO comes 
down to the following questions: 1) What donations 
and contributions can the CSO accept and when can 
it receive them? 2) What are the formalities to be 
respected in order to receive donations or contribu-
tions and the conditions that may be related to the 
contributions? 3) What are the tax requirements? 4) 
How should donations and contributions for the run-
ning of the CSO be collected? 

1) What donations and contributions can the 
CSO accept and when can it receive them? 

The statutes must stipulate the acceptance of dona-
tions and contributions and specify which entities 
and types of goods the association can receive. The 
donation or contribution can be made when the CSO 
is launched and during its existence. However, if it is 
real estate (non-manual donation or contribution) 
the legal transfer will be done following recognition 
of the CSO. It will be necessary to draft and validate 
a contribution agreement via general assembly or 
the statutory body responsible for this formality. 

2) What are the formalities to be respected in or-
der to receive donations or contributions and 
the conditions that may be related to the con-
tributions? 

There are practically no legal formalities for manual 
donations, but the CSO must provide for administra-
tive arrangements for the integration of this type of 
donation into its assets. In the case of real estate, 
the drafting of a notarial act is necessary and in ad-
dition to the notary's fees, the association must pay 
taxes that the latter must pay back to the State. For 
minor contributions (sums of money, equipment, 
material): a letter setting out the terms of the con-
tribution and its return. For contributions of greater 
value or accompanied by specific requirements from 
the contributor: a contribution agreement will spec-
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ify all terms and conditions: consistency and assess-
ment of the contribution, scope, returns (charges 
and conditions imposed by the contributor to the as-
sociation) and the eventual recovery of the goods by 
the contributor. 

3) What are the tax requirements? 

If the donation or contribution is property (land, 
buildings), the contribution will require the payment 
of transfer duties including the following rights: reg-
istration rights, transcription rights, rights to writ-
ings, proportional rights, etc. The amount will vary 
according to whether the contribution is made by a 
corporate entity liable to corporation tax or by an-
other person. On the other hand, no rights are 
charged for donations or contributions of furniture, 
unless it is in connection with business assets or 
Leasehold. However, as a tax benefit, if the receipt 
given to the contributor clearly features the name of 
the association, along with information of its legal 
recognition, and the stamped logo of the associa-
tion, the person can obtain a tax deduction on their 
next annual final return. 

4) How should donations and contributions for 
the running of the CSO be collected? 

The association must assign a team to this task. It is 
important to correctly identify the physical and legal 
persons to solicit and also to determine how com-
munication will be established. As the request con-
cerns the existence and running of the CSO, commu-
nication will focus on the merits of the association, 
its vision and its role in the community. Collecting 
donations in a public place is subject to prior admin-
istrative authorisation and must take place on spe-
cific days. A collection plan must take into account 
all of these considerations and should be assessed 
after implementation. A report on the results of the 
collection must be put together and sent to execu-
tive and decision-making bodies. 

3.2. Valorisation of capital specific to the CSO 

Generally internal funds originating from member-
ship fees, donations and contributions are not suffi-
cient to cover the proper functioning of the CSO. The 
association may also reach a level of development 

where it lacks funding for its smooth running. As 
such, in order to ensure the autonomy and sustain-
ability of the CSO, it is important that it invests a por-
tion of its specific capital in order to achieve profita-
ble growth. However, income generating activities 
(IGAs) in which the CSO will invest a portion of its 
equity should be in line with its values, focus and 
statutes. 

An association is fully entitled to develop productive 
activities, processing activities, marketing or service 
activities. However, these income-generating activi-
ties must follow the same philosophy as the CSO. 
That is, they do not seek individual profit for an indi-
vidual or group but rather the achievement of pri-
mary surpluses for the development of the CSO. 
When economic activity is on an irregular basis only, 
excluding declarative obligations, the association 
has no specific obligation. But as soon as the activity 
occurs on a regular basis, it exposes itself to numer-
ous accounting and tax consequences. Irregular or 
regular IGA, like any activity, requires a certain level 
of reflection, planning, organisation, management 
and accountability. If the IGA is improvised, it can 
create effects contrary to those expected. 

A. Irregular income-generating activities carried 
out by CSOs 

If income generating activity is marginal compared 
to the association’s main activity, it is considered ir-
regular. It entails no specific obligation and may ben-
efit from the following arrangements: i) the mainte-
nance of simple, regular and transparent account-
ing; ii) the exemption from certain types of taxes. 

Irregular IGAs such as: charitable and support 
events, lotteries, charity sales, sales of certain types 
of products, sales by canvassing, etc. are subject to 
specific regulations and obligations. Authorities 
and/or resource persons must be consulted before 
undertaking them.  

B. Regular income-generating activities carried out 
by CSOs 

The exercise of a regular IGA is strictly regulated and 
has many consequences including: i) regular pay-
ment of commercial taxes, ii) establishment of a 



 

  Guide to best practices and approaches for fundraising in Haiti, final version Page 16 

business plan or operating account, iii) implementa-
tion of complete and compliant accounting, iv) com-
pliance with competition and consumption laws, v) 
compliance with specific rules for certain contracts 
linked to the IGA. 

Regular IGA is only possible if provision has been 
made for it in the association’s statutes and to the 
extent that surpluses are not restricted to members, 
and serve the overall interest and objectives of the 

CSO. The sanction incurred in the event of illegal ac-
tivity is the nullity of the association. 

CSOs exercising a regular IGA are required to imple-
ment accounting in accordance with the associative 
chart of accounts, which may require the use of ac-
counting software and the support of a chartered ac-
countant. This type of IGA is subject to the same le-
gal obligations as when executed by a commercial 
enterprise. 

 
CHAPTER 4. COORDINATING FUNDRAISING CAMPAIGNS FOR CSO INITIATIVES 

Fundraising for a cause consists of using financial 
transaction tools and methods which call upon the 
support of a large number of people in order to fund 
initiatives, projects, and programmes undertaken by 
CSOs. Donors are approached in order to support 
the activities carried out by an CSO rather than its 
operation. 

Improvisation is the worst mistake to make in a 
fundraising campaign. Its success requires significant 
coordination, planning and implementation. This 
chapter will present the various stages in the fund-
raising process. 

4.1. Defining the initiative requiring fundraising 

In fundraising campaigns as well as grant applica-
tions, the conception of the initiative or benefits of 
a project or programme for which the CSO is seeking 
contributions is a crucial prerequisite. If the CSO’s 
managers are aware of the multiple facets of the 
cause they are fighting for, they are likely to be more 
passionate about it. A good cause has a precise and 
convincing purpose, is easy to get on board with and 
has a crystal clear message. The key to receiving do-
nations from people is to truly believe in your objec-
tive. 

To prepare the campaign, the CSO must formulate a 
request using the document from their project or 
programme, which features a captivating or attrac-
tive description of their initiative. The request must 
be able to conquer both the head and the heart of 
the person that receives it. In this brief summary of 

the project or programme describing the major is-
sues, the CSO will also take care to inform potential 
donors of the use and impact of the money raised. 
People are more likely to donate when they know 
how their money will be used. The CSO must pre-
cisely and honestly explain to donors how their do-
nations will be used. People like to contribute to 
causes that are really worth it. This gives them a pos-
itive feeling and a sense of being involved in the pro-
gress of a community. 

4.2. Making enquiries with entities that have rele-
vant experience and get in touch with others 
that are working in the same area or sector 

CSOs frequently have very little knowledge of and 
expertise in fundraising, but this must not lead to in-
action or discouragement. This is since nowadays, 
there are multiple ways of accessing knowledge 
wherever you are, thanks to new technology. The 
CSO may also call upon communication profession-
als on a voluntary or paid basis with expertise in 
fundraising campaigns. 

The CSO must also draw inspiration from the success 
or failure of others to define its work processes. In 
order to take stock of how things are done else-
where, the association should take inspiration from 
fundraising processes for projects similar to its own, 
learn about the design of their processes, the tech-
niques used, the activities undertaken, and their 
scope. 
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A significant number of charities and development 
organisations are already active and well established 
in the community and region. After a period of re-
flection, CSOs carrying out projects within an area or 
location must decide to network with others. Some-
times it is better to pull together rather than dupli-
cate efforts and disperse the interest of potential 
donors. 

4.3. Identifying the fundraising campaign’s target 
group 

Acquaintance with or knowledge of the donor public 
that best fits the CSO’s initiative or project/pro-
gramme is critical to a successful fundraising cam-
paign. It is important to have an idea of the best type 
of donor for each form of fundraising. In identifying 
the target audience, the CSO must remember that 
its audience is not necessarily limited to its commu-
nity, country or continent thanks to developments in 
communication technology.  

In determining the target audience, demographic 
factors must be taken into account. Do the targeted 
sectors of the population include a higher number of 
old people, young people, or people with low, mid-
dle or high incomes? The composition of the target 
audience can be quite diverse; a mix of individuals, 
businesses, foundations and even charities. Re-
search strategies for large donations are imple-
mented in CSOs by Leasehold skimming files, by in-
teracting with the most generous donor sectors in a 
more personalised way. On the other hand, it is not 
very efficient to base a fundraising strategy solely on 
large donors. 

Correct identification of the target audience will im-
prove communication content and will enable the 
CSO to better understand which fundraising tech-
nique it should use. 

4.4. Choosing from the various fundraising tech-
niques 

CSOs tend to use a number of fundraising tech-
niques, the most common ones being: 

a. a large number of small and large associa-
tions place a donation box or money jar in 
places in places with high footfall; 

b. door-to-door fundraising by representatives 
duly mandated by the CSO;  
 

c. organisation of a community event to raise 
funds for a project or programme run by the 
CSO. This activity, which has very tangible 
and immediate results, requires methodol-
ogy, anticipation and the involvement of a 
group of people. It can also be quite amusing 
and rewarding due to the nature of the 
event created; 

 
d. online donations are a form of seeking do-

nations via the Internet, using credit/debit 
cards. This technique is based on three ac-
tors: the beneficiary association, the donor, 
and a platform that connects the beneficiary 
and the donor. It can significantly reduce the 
cost of fundraising for associations. There 
are several platforms that associations can 
use to collect donations online. 

 
e. direct marketing concerns all activities used 

by a CSO to transfer requests for funding to 
a potential donor, without using any other 
support than the various forms of media 
currently available. The CSO uses direct mail, 
catalogues, the press, computers and tele-
phone. 

 
f. some organisations run high-profile cam-

paigns, either to raise funds directly or to 
‘boost’ their direct mail operations. Despite 
their prohibitive cost for small associations, 
advertising and direct marketing provide es-
sential support for fundraising campaigns, 
especially in convincing potential donors. 

Each of these techniques has its own specific 
method of organisation. Before choosing a tech-
nique, you must take the time to fully understand 
the facts and circumstances. 
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4.5. Launching and carrying out a fundraising 
campaign 

Good organisation and planning is the key to a suc-
cessful fundraising campaign. In all probability, the 
better the coordination and planning of the CSO’s 
campaign, the more money it will raise, and the 
more participants will respond to its requests for do-
nations.  

First, it is important for the campaign coordination 
and implementation team to budget by adding the 
amount needed to make the project or programme 
a reality to the total amount of planned expendi-
tures [costs related to techique(s) adopted by the 
campaign]. Using this calculation, a very simple 
mathematical formula enables a realistic goal to be 
set. In order to estimate the amount that can be 
raised, an estimate of potential donors and the max-
imum amount expected to be received from each 
segment in the target group is established. 

Once the financial objectives and campaigning tech-
niques have been determined, it is necessary to es-
tablish a schedule with a checklist and engage all 
members of the CSO, supporters, and contract per-
sonnel required before, during and after the cam-
paign. The fundraising coordination and implemen-
tation team must ensure that logistical and promo-
tional resources are available and implemented 
within the timeframes stated. 

When everything is ready, under the right condi-
tions, the campaign is launched, implemented, mon-
itored and closed. It is then up to the coordination 
and implementation team to carry out organisa-
tional and financial assessment of the campaign as 
soon as possible, and to send the results to CSO offi-
cials for the necessary follow-up. 

4.6. Facilitating the donation process, acknowl-
edging and thanking donors 

The easier it is for people to donate, the more likely 
the CSO is to raise money. The donation process 
must be facilitated for those who would like to con-
tribute. If the CSO has opened a bank account, it 
must make sure it gives explicit instructions on how 
deposits should be made. If the minimum donation 

amount set by CSO is low, people will feel more able 
to donate. 

During the campaign, the CSO must record the name 
and contact information of each donor, as well as 
the amount donated and what the amount was used 
for. Every person who has made a donation must re-
ceive a message of thanks from the CSO for their 
contribution with details of how the donation will be 
used. The CSO must ensure that the donor is happy 
to have made this donation. By thanking the donor, 
it is easier for the beneficiary association to contact 
them again, should they want to start another fund-
raiser. 

For individual fundraisers, the CSO should strive to 
thank people immediately after receiving their do-
nation and a second time at the end of fundraising. 
However, it must establish regular contact with do-
nors to inform them of the progress of the initiative 
to which they have donated. By informing the target 
audience of its activities and history, its donors will 
develop a degree of confidence in the CSO and will 
want to support it more regularly. 
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CHAPTER 5 PREPARING A FUNDING APPLICATION 
 

5.1. Mistakes to be avoided when applying for a 
grant 

Mistakes to be avoided 
1. The CSO failing to meet the eligibility criteria. 

2. Application submitted after the deadline. 

3. Incomplete application: headings and de-
tailed budget omitted, references (annexes), 
etc. 

4. Project failing to meet the eligibility criteria. 

5. Project not developed enough. 

6. CSO's approach to the aid action (assis-
tantship, ‘doing in place of’, etc.), in which 
the CSO replaces the target groups and does 
not take into account their rights. 

7.  Insufficient information: information too 
brief, in the wrong place in the document, in-
consistency from one section to another, etc. 

8. Budget presented not very understandable or 
accurate, unclear and opaque. 

 

9. Application poorly drafted, poorly presented, 
and which fails to provide answers to re-
quests for additional information. 

 
 
 
10. Request made not specified in the applica-
tion or format of the grant application and 
steps not respected. 

11. Sending letters or e-mails with desperate re-
quests for funding. 

 

5.2. Principles to be respected in grant applica-
tions 
 

Principles to be respected 
1. The CSO must first identify the donors or 

funding partners that correspond to its pro-
ject. 

2. It is essential to comply with the directives 
announced by the donor or funding partner. 
 

3. It is essential to refer to the eligibility and se-
lection criteria (regulations of calls for pro-
jects) before applying for a grant. 

 
4. The CSO must write a funding application 

that can be understood by the donor in ques-
tion. 

5. The project must be consistent with the in-
tervention policy of the donor or funding 
partner. 

6. The CSO should only seek support for future 
projects or activities and never for an initia-
tive that has already been carried out. 

 
7. The project document must obligatorily pro-

vide the following key information: who, 
with whom, what, why, when, how, where? 

8. The application document must clearly show 
the feasibility of the project in relation to the 
situation on the ground (appropriate objec-
tives, reasonable costs, etc.). 

9. The application document and attachments 
must prove the skills of the CSO and its expe-
rience in project management, and indicate 
the other donors or funding partners sup-
porting the CSO, as well as the number of 
years of collaboration. 

10. The action proposed by the project must be 
relevant, coherent, effective, efficient, viable and 
able to produce effects in the community. 
11. First draft a project presentation template 
before embarking on the fundraising process.  
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Once the principles of preparing and submitting the application are known, it is important to take them into 
consideration in the process so as to prevent non-compliance, irregularities and misguidance. 

5.3. Key project elements that must stand out 
in grant applications 

 
Project development for the grant application gen-
erally amounts to defining the following four funda-
mental aspects: a) the intervention strategy and its 
justification; b) stakeholders; c) the actions to be un-
dertaken and the intervention logic of the project; d) 
the guarantees for project success. 

A. Intervention strategy and justification 

Analysis of the local situation in relation to the external 
environment, and analysis of its problems must form 
the first step in discussions justifying the intervention. 
A serious development or humanitarian project can 
only be conceived by identifying the needs and search-
ing for solutions with all stakeholders. 

Identification should take into account the objective 
situation and the needs expressed by the CSO’s 
members, partners on the ground and the target 
population. Adequacy of the envisaged responses 
must be examined in relation to the needs expressed 
as well as the feasibility of the action planned. 

It must be ensured that the project seeks to respond 
to a problem identified as a priority by the target 
population, and one that has been truthfully estab-
lished. Each strategic choice adopted as of the iden-
tification phase up to the project development stage 
must be justified. 

B. Project stakeholders 

The following must be specified in this phase: who is 
the project initiator?; with whom and for whom is the 
action being carried out?; what is the intervention ap-
proach or philosophy? 

 1. Who is the initiator? 

It is essential to clearly present the CSO initiator that 
will be the main contact person for the donor or 
funding partner, with emphasis on the following: its 
associative structure, its legitimacy and the main 
project leader or leaders. 

 2. With whom and for whom is the action be-
ing carried out? 

This concerns all the stakeholders with whom the 
CSO will work with to make the project tangible, i.e, 
any individual, group of people, institution or associ-
ation likely to have a link with the project. The rela-
tionship type and distribution of roles between the 
stakeholders must be specified. The project’s direct 
and indirect target population (or beneficiaries) is 
presented. Their number and mode of selection 
must be specified. Are vulnerable or excluded 
groups included in the project? 

 3. What is the intervention’s approach or philos-
ophy? 

Does the project's working approach fit into the 
‘make do’, the ‘do with’ or the ‘do it for’ approach? 
The distribution of tasks between the CSO, stake-
holders and target groups, capacity development 
and skills transfer, etc. are just as important as their 
involvement at every stage of project implementa-
tion. 

A project is conceived (whether on a participative 
basis or not) for the benefit of a group of individuals 
and is implemented by a set of actors whose roles 
are clearly defined beforehand. 

C. Measures to be undertaken and intervention 
logic for the project 

What needs to be done by a project is a series of ac-
tivities with specific objectives, designed to produce 
a specific result within a given time frame. A good 
understanding of the intervention logic and a rea-
sonable estimate of the necessary means are im-
portant assets. 
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Intervention logic shows the link between the fixed 
objectives (both general and specific), the activities 
to be carried out in order to achieve the expected 
results. If the objectives are reached, what effects 
will they have in the community and particularly on 
the target groups in the mid to long-term.  

It is also necessary to estimate the resources re-
quired in order to carry out the activities. This con-
cerns human resources (technical and administra-
tive staff), technical and material resources (know-
how or skills and equipment), and financial re-
sources (project cost). If the resources required are 
poorly estimated, the project may not be fulfilled. 
Effectiveness and efficiency of the project’s actions 
are also strongly linked to resources. 

D. Guarantees for project success 

The success of the project depends on the estimated 
budget, coordination of the launch and monitoring 
of its implementation. 

Control of the project’s budget and financing strat-
egy reflect the project leader’s role and manage-
ment capacities. It is therefore important to estab-
lish a funding plan and respect it in the implementa-
tion phase. 

It is essential to propose a relevant monitoring 
mechanism throughout the implementation phase. 
To do this, it is essential to build a logical framework 
as soon as the project has been developed. A logical 
framework is a matrix where the logical relationship 
between objectives, results and activities is estab-
lished. Parallel to this, indicators are also formulated 
(qualitative and quantitative measurement, objec-
tively measurable) providing an overview of the 
achievement of objectives, results and effects. 
Means of verification, assumptions and risks are de-
fined in the logical framework.  

The latter makes it possible to carry out regular 
monitoring and assessment inspections required for 
decision-making in the face of difficulties encoun-
tered. They are also used for the preparation of ac-
tivity and financial reports to be shared with stake-
holders and sent to donors and funding partners. 

It is occasionally recommended to prepare two ver-
sions of the project or programme document: a 
complete one (20 to 30 pages) and a shorter one (4 
to 5 pages). It may be useful to send the summarised 
version and specify that a complete version is avail-
able and can be provided upon request. 

 

CHAPTER 6. DEVELOPING PARTNERSHIPS AND ONGOING COLLABORATIONS 
WITH FINANCIAL INSTITUTIONS 

 

6.1.  Relationships between two different, al-
beit complimentary, key players 

The decision to undertake a project is a significant 
responsibility for a CSO as it is represents a commit-
ment towards various target groups, partners and 
collaborators to coordinate or lead an initiative to 
completion. The action of financing a project is an 
important responsibility for a donor or funding part-
ner since it determines the success of the interven-
tion. Both the funding institution and organisation 
undertaking the project share responsibility in en-

suring the success of the intervention. The responsi-
bility they each share is of course different, but com-
plementary. 

The pattern and quality of relationships between do-
nors and CSOs undertaking development initiatives 
are fundamental aspects in the process of support-
ing a target population via projects or programmes. 
This essential relationship can be one of two types. 
Collaboration, if it remains within the framework of 
working on a project together, between allies, with 
a view to achieving a common goal. Partnership, if 
the relationship is part of an association between 
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two parties in which, while maintaining their auton-
omy, they agree to pool their efforts in a bid to 
achieve a common goal, generally in the mid to long-
term. 

Depending on their nature, philosophy and interven-
tion policy, funding institutions may be donors or 
funding partners. Donors are looking for effective 
and sustained collaboration with CSOs undertaking 
projects. Funding partners wish to establish con-
structive and supportive partnerships with CSOs. 

Development CSOs prioritise partnerships as they 
best guarantee medium-term financial stability and 
strengthen the autonomy of target populations. 

6.2. Advantages of a personalised and sus-
tained approach to a partnership or a col-
laboration 

A donor is an important ally and a funding partner is 
a valuable associate. In both cases, the relationship 
allows the action to materialise and may offer some 
stability over time. The trust of the donor or funding 
partner adds value to the action of a CSO among 
stakeholders and target populations as it promotes 
the development of collaborations or partnerships 
with other actors. 

When the CSO takes the time required to support 
and infuse originality into its relationship with its 
correspondent, this allows for an opportunity to gain 
perspective on the project in a bid to improve its 
quality. It is a question of comparing two different 
points of view for a common objective; this requires 
effort but is key in enriching important relationships. 
The donor or partner may highlight certain difficul-
ties or shortcomings that may lead to negative ef-
fects. 

6.3. Initiating harmonious partner relation-
ships and collaborations 

Donors and funding partners seek the relationship in 
a passive way. This is expressed via the distribution 
of its aid policy or calls for project proposals. The in-
itiating CSO, must for its part, possess an active and 
dynamic approach in finding the donor or funding 
partner that best fits its project. This is why it is im-
portant to have an inventory or database of donors 
and funding partners at local and/or global levels. 

It is essential to respect the principles of project 
preparation and submission before submitting the 
grant application. Direct contact may be necessary 
to better target the expectations of the donor or 
partner. The CSO must not change the essence of its 
project to meet the expectations of the donor or 
funding partner. However, as the relationship be-
tween the two parties is aimed at improving the 
quality of the project, a compromise on the sub-
stance and form of the application project may be 
necessary to ensure successful intervention. 

6.4. Developing and maintaining partnerships 
and collaborations 

The relationship between a project holder/imple-
menting partner and a donor or funding partner is 
first and foremost based on a financial relationship, 
but it is not limited to this alone. Funding partners or 
donors intervene upstream and downstream of the 
project implementation phase. The CSO carrying out 
the intervention needs to develop and maintain 
good relationships throughout the process. 

In order to achieve this, it is in the CSO's interest to 
provide donors or funding partners with any neces-
sary additional information, activity and financial re-
ports (both intermediate and final) in a timely man-
ner, as well as facilitating field visits. This does not 
necessarily imply a loss of autonomy vis-à-vis the do-
nor or the partner. Grant allocation is always done 
within the framework of a contract. The CSO must 
understand the terms of the agreement and may 
even need to negotiate them before signing the con-
tract. In implementing the intervention, each party 
must take responsibility and respect its commitment 
while protecting each other’s autonomy. 

Improving living conditions and empowering a tar-
get population cannot be achieved in one project or 
even a series of projects. This requires change at 
State level and in the State’s relationship with both 
society and international cooperation. Sustained 
collaboration between donors and CSOs or a con-
structive partnership between funding partners and 
CSOs on progressive and innovative projects can 
help to materialise advocacy around such a change. 
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CONCLUSION 
 

The fundraising stage is crucial for an organisation or 
institution to successfully complete potential pro-
jects and programmes, as well as in order to survive. 
It is therefore essential to devote time, allocate suf-
ficient means and competent and motivated human 
resources, and ensure that research is carried out on 
the best strategies and funding sources as well as on 
the most appropriate processes and types of rela-
tionships in order to achieve successful results in 
terms of funding. 

This guide to best practices and approaches for 
fundraising provides essential steps and valuable 
guidance in order to diversify funding sources, re-

spond to certain legal and tax requirements, coordi-
nate internal fundraising, organise fundraising cam-
paigns, prepare funding applications, establish and 
maintain partnerships and collaborative relation-
ships, etc. 

It is now a question of applying this advice, carrying 
out a reality check within your organisation or insti-
tution, appropriating it, adapting it as needed, ac-
quiring this expertise, experimenting with your own 
approaches and new practices to ultimately enrich 
the content of this guide retroactively with your own 
experiences. It is in this spirit that the guide has been 
created and developed, and is subject to criticism to 
ensure its enrichment. 
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APPENDIX 1. CHECKLIST FOR FUNDRAISING AND BUILDING PARTNERSHIPS  
 

 To do Level of achievement 

1 Develop the presentation sheet and the organisation’s CV and update them 
each year. 

 

2 Does the body or person responsible for fundraising have the necessary 
training and information? Do they possess the required time, support from 
other CSO bodies or officials, and essential documents for fundraising? 

 

3 Establish and update the inventory of local donors and funding partners and 
the list of potential donors and contributors. 

 

4 Define the strategic operational plan for fundraising and partnership devel-
opment. 

 

5 Coordinate and implement the internal funding process and/or fundraising 
campaigns. 

 

6 Identify and make contact with funding partners and/or donors who corre-
spond to your CSO’s projects. 

 

7 Develop the grant application(s) taking into account the principles to be re-
spected. 

 

8 Check whether all the principles for a grant application have been respected.  

9 Submit the grant application(s) taking care to check that all supporting docu-
ments are attached. 

 

10 Follow-up on the submitted application and, if requested, provide additional 
information. 

 

11 Prepare and negotiate the grant with the funding partner(s) or donor(s).  

12 Ensure understanding and acceptance of the terms of the funding agree-
ment before signing it. 

 

13 Prepare, organise and start the project(s).  

14 Develop and maintain a personalised and sustained relationship with the 
funding partner(s) or donor(s). Send quality reports and meet deadlines for 
submission of activity, financial and audit reports. 
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APPENDIX 2. TEMPLATE PRESENTATION FORM AND CSO CV 
 

Presentation form 

I) Name and type 
 

II) Vision 
 

III) Mission 
 

IV) Work approach 
 

V) Area or zones of intervention 
 

VI) Organisational or institutional structure 
 

VII) Fields or areas of intervention 
 

 

 

 

 

 

CV 

I) Legal name and legal status with date of 
recognition of the status 
 

II) Full contact details 
 

III) Contact persons’ information, details and or-
ganization chart 
 

IV) History 
 

V) Mission 
 

VI) Role in the intervention 
 

VI) Experience 
 

VII) Skills 
 

VIII) Referenced institutional or funding part-
ners 
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APPENDIX 3. TEMPLATE FORM FOR POTENTIAL FINANCIAL INSTITUTIONS 
 

Name of the structure and/or 
the financing mechanism 

 

Type of institution Click to choose a type of institution 

Preferred fields of intervention  

Areas of concentration  

Conditions and eligibility criteria  

Terms and procedures for filing a 
funding application 
(How to proceed?) 

 

Funding range 
amount 

 

Contact information of the institu-
tion? 
(Phone number, email address, 
website) 

 

Contact person  
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APPENDIX 4. KEY ELEMENTS IN A STRATEGIC OPERATIONAL PLAN FOR  
FUNDRAISING 

 

I) Choice of areas or sectors of intervention 

Intervention area Decision for the future Justification 
1.   
2.   
3.   

II) Strategic objective and targets 

Intervention area Strategic objective Target Measurement indicator 
1.    
2.    
3.    

III) Strategic choices and priority projects 

Area 
Strategic objec-

tive 
Strategic Choice/Pri-

ority Project 
Target 

Measurement indica-
tor 

     
     
     

IV) Fundraising Operational Planning 

Action Manager Deadline Resources allocated Expected result 
     
     
     

V) Monitoring and measurement of the objective and fundraising actions 

A) Measurement of the fundraising objective 

Area Objective Target Indicator Year 1 Year 2 Year 3 Expected result 
        
        

B. Measurement of a fundraising objective 

Ac-
tion Manager Deadlines progress % Resources 

allocated 
Used re-
sources 

Expected 
result 

Actual 
result 
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APPENDIX 5. TEMPLATE APPLICATION FORM FOR A PROJECT GRANT  
APPLICATION 

 

1. Cover page 
 
2. Table of contents 
 
3. List of acronyms and abbreviations 
 
4. Executive summary 
 
5. Introduction 
 
6. Presentation of the organisation or institution leading the project 
 
7. Context and justification 
 
8. Project objectives and envisaged outcomes 
 
9. Project stakeholders 
 
10. Target population and groups 
 
11. Areas of intervention, expected results and activities to be undertaken 
 
12. Approaches and intervention strategies 
 
13. Coordination of implementation 
 
14. Intervention schedule 
 
15. Provisional budget and financing plan 
 
16. Leadership and monitoring/assessment of the project 
 
17. Risk management 
 
18. Sustainability of the project 
 
19. Appendices 
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APPENDIX 6. GLOSSARY 
 

Action plan: Consists of considering the actions to be undertaken and coordinating them within an overall ap-
proach. The action plan takes the form of a table with five (5) separate columns: action to take, manager, means 
available, implementation date or period, monitoring criteria. 
 
Activity: Action implemented, or work carried out for which certain means, such as funds, technical assistance 
and other types of resources have been committed in order to produce specific outputs. An activity or group of 
activities forms part of a line of intervention. Several lines of intervention form part of a project strategy.  
 
Civil society: This constitutes a form of self-organisation of society in the form of citizen initiatives of general 
interest. It includes all CSOs, including grassroots associations, professional associations, non-governmental or-
ganisations, trade unions, interest groups, lobby groups, charities, etc., of varying degrees of formality, that are 
of anon-State and non-profit nature. 
 
Collaboration: The act of working or thinking together to achieve a goal. Collaboration is a process whereby two 
or more people or organisations join together to carry out a job, and within which the relationship is in the 
context of collaborative work between allied entities in order to achieve a common goal, usually in the short or 
medium-term. 
 
CSO strength: The totality of knowledge, expertise and skill or even the degree of dynamism, efficiency and  
capacity of the CSO, either greater or lesser, to produce results in a field or on a general basis. 
 
CSO weakness: Under-developed knowledge, skills or aptitude or even a lack of ability, deficiency, failure or 
insufficiency within a field or on a general basis. 
 
Database: Large amounts of data or information stored, organised, structured and easily accessed, administrated 
and updated regularly, found in the same place on the same device, most frequently a computer device which 
can be queried using software. 
 
Direct mail: A legal marketing technique that consists of sending out advertising information or leaflets, by post or 
electronically, to promote a product, service or brand. 
 
Effectiveness: Extent to which resources/means (funds, expertise, time, etc.) are transformed economically into 
results. Effectiveness concerns the rational use of available resources and aims to analyse whether the objectives 
have been achieved at a lower cost (on financial, human and organisational levels). 
 
Effects: Expected or likely changes to a project or programme’s actions and achievements within a community 
and target groups or populations, usually resulting from strengthening the capacities of both individuals and the 
organisation. These socio-economic, behavioural, institutional and social changes occur during, and at the end 
of the intervention, and are always qualitative and quantitative. 
 
Efficiency: Extent to which the intervention’s expected results and objectives were achieved or expected to be 
achieved, given their relative importance. It concerns performance to attain or achieve a certain result in accord-
ance with a given goal. 
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Expected result: This is what is achieved by carrying out one or more activities within a fixed target. Achieving 
results determines alignment of the objective. 
 
Impact: All significant and sustainable changes (medium and long-term), expected improvements in the lives and 
environments of individuals and groups, directly or indirectly related to the project or programme.  
 
Indicators: A quantitative or qualitative value, or a variable that makes it possible to simply and reliably measure 
the achievement of fixed objectives, to observe changes resulting from an intervention or to help assess the 
performance of an actor.  
 
Issues: All that can be gained or lost by undertaking something (or by not doing it). 
 
Logical framework: Matrix where the logical relationship between objectives, results and activities is established, 
highlighting both strategic and operational elements. As such, indicators, means of verification, assumptions and 
the risks are also formulated or defined here. The logical framework is a management tool used for planning, 
implementation, monitoring and assessment, as well as for improving and adjusting a development intervention 
at project and programme levels. 
 
Mission: Vocation, purpose of the CSO and major strategic choices according to the skills it wants to implement 
in order to achieve its vision. The CSO’s mission must be assessed every 5 to 10 years. 
 
Objective: Goal (or purpose) that the CSO has set itself and that must be achieved via a project or pro-
grammehttps://fr.wikipedia.org/wiki/Projet. Overall objective: Goal or purpose for the entire project or pro-
gramme. Specific objective: Goal or purpose for each area or component of the project or programme. 
 
Operational planning: As the name implies, this refers to operations or activities that should lead to the achieve-
ment of a portion of the expected results in the short-term (one year or less). By using it, it helps ensure that 
deadlines, coordination and communication are respected within administrative, financial and technical re-
sources in order to reach the objective(s). 
 
Opportunity for a CSO: Opportunity or favourable possibility for the development of its actions. 
 
Partnership: The relationship is part of an association between two parties where, while maintaining their au-
tonomy, they agree to pool their efforts towards the achievement of a common goal, generally in the medium 
or long-term. 
 
Relevance: Concerns measuring whether the action’s objective(s) correspond to the expectations of the benefi-
ciaries, to the needs of the community, to local, national or global priorities as well as to the policies of partners 
and donors. 
 
Requirements of a CSO: Everything that appears to be ‘necessary’ to the CSO, in a certain field or on a general basis. 
 
Stakeholders: Any individual, group of people, institution, organisation or association likely to have a link with a 
project or programme, a legitimate interest in the intervention and/or to be affected by it. 
 
Strategic choice: One or more essential or vital decisions to be used to condition survival or development of an 
organisation in the medium and long-term. It represents one or more essential decisions to be made in relation 
to diagnosis of the situation and issues within the context of a project or programme. 
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Strategic direction: This is the goal the organisation wants to achieve in a project or programme and the path it 
will take to get there. 
 
Strategic planning: Process of developing strategies to achieve a goal or set goals. Planning occurs in the medium 
(3 to 5 years) to long-term (5 to 10 years), which defines the lines of action or areas of intervention in the external 
environment on the basis of the fixed objective, with a view to achieving the results that are likely to occur. 
 
Strategy: A set of coordinated actions, skilled operations, or manoeuvres to achieve a specific goal. The strategy 
consists of defining coherent actions according to a sequential logic in order to achieve or attain one or more 
objectives. 
 
Target groups, public or populations: The set of specific individuals or organisations that are expected to benefit 
from the intervention put in place by the CSO. The people, categories or groups targeted within a CSO’s area of 
intervention, project or programme. 
 
Threat to a CSO: A sign or indication that suggests something harmful, untoward or dangerous for the CSO or its 
intervention. 
 
Values: These are the synthetic representation of beliefs and behaviours that are considered important. An ideal 
to be achieved, a cause to defend, a reference, or a moral, ethical, social, spiritual, professional or militant rule 
of a group or CSO at a given moment. 
 
Viability or durability: This is whether the effects of the project or programme will continue after its stopped or 
comes to an end. It concerns analysing the probability of whether the positive effects of the action will continue 
once external aid or intervention has ended. 
 
Vision: This defines an ideal to be achieved or to be lived out in 20 or 30 years. It concerns the image, place or 
life situation of the target groups or populations that the CSO wishes to see lived out or achieved. Vision engages 
while also stating the future position that a CSO hopes to have. 
 
Working approach or method: Logically ordered set of principles, rules, and steps, which constitutes a mode for 
steering and carrying out the actions of a CSO. 
 
 
 
 
 
 
 
 
 
 
 


