
fLinciralslng In tile sOCIal services sector 

n this first of three articles over three consecutive 
issues of Fundraising New Zealand we have asked 
fundraising professional Lisa Wells to reflect on her 
programme development as Director of COtTlmunications 
and Fundraising at Presbyterian Support Otago. Presbyterian Support 

fundraising in the heart and 
by lisa wells 
part 1: first things first
 
This is the story of my first five years at Presbyterian 
Support Otago. I am intending that these articles will 
be more of a journey, rather than a "how to" guide. 
However I hope that in reading, you might pick 
up some tips, learn from my mistakes or even be 
inspired to try something new in your organisation. 

First, some background. Presbyterian Support Otago 
is one of seven independent, autonomous Presbyterian 
Support regions. We began in 1906 as a church response 
to social needs. Since then we've grown to cover the 
regrion; providing family, chilld and welfare services to the 
community and residential and community-based care 
for older people. We employ 1200 staff and utilise 600 
volunteers. We're the largest non-governmental social 
service provider, both in Otago and nationally. This might 
seem surprising, but we've traditionally focussed more 
on "being of service" and Iless on promoting ourselves. 

A culture of philanthropy 
Presbyterian Support has always fundraised, and the
 
early history of the organisation is a saga of philanthropy.
 
Superintendents (today's equivalent of the Chief Executive)
 
spent days covering the country on horseback and
 
directly asking for support for Otago's poor and destitute.
 
Their perseverance was rewarded by extreme generosity
 
and our Superintendents coHected donations which,
 
if translated into today's figures, are extraordinary.
 

Sigriif,icant benefactors gave land and funds for
 
orphanages, "asylums" for o'lder people and plenty
 
of in-kind support (such as meat and produce) to
 
help out "the unfortunates". The motivation to give
 
was Christian charity, and there was a definite sense
 
that the people we worked with were to be pitied as
 
thriftless, intemperate and/or immoral. Despite the fact
 
that time has moved on, this issue of donor motivation
 
is often one that continues to challenge us today.
 

How to begin? 
Before accepting the job at Presbyterian Support, I 
had a good look at their fundraising programme. My 
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assessment was that it was competent and delivering 
good results for the strategies being used. Four main 
forms of fundraising were used: direct mail (a newsletter 
and "ask" letter), grant applications, special events, and 
face-to-face asking by a team of two Field Officers. 
These activities brought in almost $400,000 each year: 
half of this from two trusts. It was an OK result, but 
it was vulnerable and there was lots of potential. 

I discovered that there was no actual fundraising 
plan in existence, but the budgets had been 
completed when I started in April 2004, so there 
were certainly financial targets to be met. 

Immediately after analysing the current situation I wrote a 
draft Fundraising Plan and had it signed off by the Senior 
Leadership Team, the executlive group reporting directly 
to the CEO. Apart from the discipline of getting a plan 
down on paper, it gave me the opportunity to outline the 
strategies in a diversified fundraising programme with the 
other members of the team. This led to meeting with the 
Board and taking them through the plan as well. It worked 
to give them some sense of the science of fundraising, 
and gave me a platform to enlist their help later on. 

Case and constituency 
As every fundraiser knows, fundraising is about your 
case for funding support and your knowledge of the 
organisation's constituency. It's encouraging donors 
to share in the mission of the organisation because 
the cause or the work resonates in some way with 
the donors' value systems. Presbyterian Support had 
been asking for a long time. The primary means of 
communication with individual donors was through a 

I 8 I series twelve issue six august 2009 



fundralsing In the social services sector 

newsletter called "The Bulletin". It came out three times 
annually and had news of our staff and programmes. 
It was very worthy, thrmy and Presbyterian blue. It was 
also an unusual combination of boring and corporate. 

The first thing I did was have it re-designed. It became 
"Presbyterian Support People", was in colour and 
was full of people and their stories. I anticipated some 
negative feedback from donors because the newsletter 
looked more expensive. I did my homework and could 
prove that the paper stock, the full-colbur process and 
the design component had been achieved for a lower 
price per copy than what was produced previously. 
That was important because I have found that some 
donors like to use the cost of the mailing as a reason 
not to give and I wanted to get my facts straight. It has 
always been helpful to counter donor objections about 
cost with the simple fact that through spending $1 on 
the mailing we received $37 for our programmes (or 
whatever the figure is, because it varies w'ith mailings). 

The changing face of our donor communications: 

~-

Bulletin 

I 

Actually as'king for money 
Accompanying each of the People newsletters was an 
"ask" letter. The samples of previous mailings showed 
me that there was much scope for improvement. 
They were very institutionall - focused on Presbyterian 
Support needs, rather than our cause - the amazing 
work that is accomplished in our community every day. 

I attended a meeting with our welfare staff and heard about 
tile real people we serve. It's hard not to be affected by 
this. In a land of plenty, in an affluent society, we serve 
clients who have nowhere to sleep, who are not safe in 
their relationships and who have just run out of choices 
and given up on hoping for what most of us would take for 
granted. A young couple with a newborn living in a car, a 
suicidal teen, an exhausted woman who is parenting her 
own grand-daughter because her daughter is an addict ... 

There were plenty of stories to be told. Sol told our 
donors some of them. The result was amazing. They 
wanted to hear more. So I embarked on a Winter 
Appeal', seeking bedding, clothes and food as well as 
financial gifts. I prepared a newspaper advertisement 
which focussed on "basic human needs" and, not 
only did we strengthen tine response to the mailing, 
we received $5,000 from new donors as well. 

That might not sound a lot, but for an organisation 
whose traditional donor base had been plummeting, 
it was the beginning of a turnaround! 

That year the Christmas Appeal was 70% higher 
than the previous year. Not only was the money 
rligher, but the sense of involvement with donors 
was much greater. We finished that first year with 
a $100,000 increase on the previous year. 

A Donor Bill of Rights 
With the first mailing of the second year I decided to 
get feedback from our donors. Did they like what I was 
doing with the People newsletter, what did they think 
about the selection of stories, what would they like more 
of ...7 I also wanted to set the scene for some robust 
fundraising in the year ahead, so I chose to New Zealand
ise the Donor Bill of Rights and ask the donors what 
they thought about it as well. This is what it looked like: 

Our Donor Rights Policy
 
Presbyterian Support greatly appreciates the valuable
 
support ofour donors, as it is this generosity that allows
 
us to offer a wide range of social services to the people
 
ofOtago. To acknowledge the role ofdonors in this
 
organisation and to emphasise the importance of ethical
 
fundraising practice we have adopted the following policy:
 

We declare that donors have these rights: 
•	 To be informed ofour mission, of the way we intend
 

to use donated resources, and ofour capacity to use
 
donations effectively for their intended purposes.
 

•	 To know who is on the governing Board, and to
 
expect the Board to exercise prudent judgement
 
in its stewardship responsibilities.
 

•	 To have access to our most recent financial statements. 
•	 To be assured your gifts will be used for the
 

purposes for which they were given.
 
•	 To receive appropriate acknowledgement and recognition. 
•	 To be assured that information about your
 

donation is handled with respect and with
 
confidentiality to the extent provided by law.
 

•	 To expect that all relationships with individuals representing 
Presbyterian Support Otago will be professional in nature. 

•	 To be informed whether those seeking donations
 
are volunteers, employees or hired solicitors.
 

•	 To have the opportunity to view, amend, or
 
delete your name from our mailing list.
 

•	 To feel free to ask questions when making a donation
 
and to receive prompt, truthful and forthright answers.
 

~~ G(~r'IU 

Chief Executive 
December 2005 Pmbyttrian Support 

Again, the response was amazing. Donors wrote notes 
allover their survey forms. They were delighted to know 
that we didn't take the relationship for granted and 
that their opinion mattered. I am sure there are more 

Continued on page 15 
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However, middle income people are slightly more 
likely to volunteer than those on low or high incomes. 

•	 The percentage of people making ad hoc donations 
is relatively consistent across personal and household 
incomes, apart from in the lowest income brackets. 

•	 People with high personal or household incomes are 
more likely to make committed donations. 

Figure 3: Sub sectors by levels of volunteering, ad hoc and 
committed donations 
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Personal Income 

Giving and volunteering by 
household income 

Figure S: Household income by volunteering, ad hoc and committed donations 
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Household Income t small sample sizes. use with caution 

James King, author of the report, told Fundraising New 
Zealand "lf you compare the data from the first How 
do New Zealanders give? report to the data in this 
supplement, it seems that age and sex are the more 
important drivers of generosity, rather than income 
or ethnicity. There are differences in volunteering and 
donating patterns between different income and ethnic 
groups, but when you stand back and look at total 
support, it is age and sex that drive the overall pattern." • 
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Continued from page 5 - Just another speed bump? 

been focused on the registration of the 23,000 charities, 
and that the financial information on any charity is now 
displayed on their website for anyone to view, ".. .all the 
information is there for you to make your own judgment." 
Whilst I am one of the greatest critics of how the majority of 
charities present their financial information on fundraising 
- it seems in order to ensure the actual amount of 
fundraising income and the cost of fundraising cannot 
be ascertained - I don't believe that a simple reference 
by Garrett to look at annual financial returns is adequate 
for the public to measure performance and identify 
irregularities. I believe that they - the Charities Commission 
- need to be more active in addressing the real issues 
that confront the fundraising aspects of the charity sector. 
Perhaps this is a case of multi-tasking. Why couldn't the 
Charities Commission have been active on other aspects 
of its stated role: 'promote public trust in charitable 
organisations' and 'provide education and assistance to 
the charitable sector' and 'encourage best practice in 
governance and use of resources' etc. -from day one? 

The ability of the public to 'make judgment' and 'identify 
the cowboys' when looking at the activities of any charity, 
and for the many organisations and fundraisers to 'avoid 
the speed bumps' may, sooner rather than later, require the 
Charities Commission to exert a greater level of leadership 
and guidance than is being displayed right now.• 

Continued from page 9 - Fundraising in the Heartland 

sophisticated ways of engaging your donors than a 
double-sided, photocopied survey - but for us it worked. 
In the next issue of the newsletter, I reported back on the 
survey and took some of the suggestions on board. 

You will note that the Donor Rights Policy is dated 
December 2005 - this was the date when my little 
experimental policy was adopted by the Board of 
Presbyterian Support and included in our Board 
Approved policies. This was a major triumph as it 
effectively establishes a philanthropic culture throughout 
the organisation, from the Board down. It means that 
we don't have to debate the important facets of our 
fundraising strategies. And that is very important, 
because if you're going to keep pushing ahead, Boards 
are prone to get a little resistant from time to time! 

Next article 
We wHllook at the important issue of donor motivation, 
my first postal acquisition appeal, the role of face-to
face asking in our plan, and the introduction of national 
branding for our child, family and community services.• 
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