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Where’s the money coming from? 
 
When it comes to fundraising there are lots of different streams, with different funders giving in different ways. You will often see fundraising 
divided up into Individual Giving, Corporate Giving and Grants. This approach focuses on where the money is coming from. This can be helpful 
but it still only tells part of the story. Within these categories, there are distinct ways that people give, with different processes, motivations 
and rules. 
 
This variety means that not every funding stream is going to be appropriate for your organisation. And that’s ok. Relying on just one stream is 
likely to leave you vulnerable but trying to fundraise from too many can lead to you spreading yourself too thin. You need to find the right mix 
for your organisation.  
 
Apollo Fundraising, in partnership with the SHARED Enterprise programme, have put together this resource to provide you with an overview of 
the most common fundraising approaches for museums, and some tips for deciding which funding streams are right for you.  
 
Funding Stream What is it? Is it right for you? 
Individual Giving 
Memberships 
and Friends 
schemes 

A long-time staple of museum fundraising, a membership 
scheme works by having a package of benefits or rewards 
that you can offer in return for a donation – usually a fixed 
amount paid annually.  
 
Common museum memberships focus on providing a year of 
free entry to the museum or to ticketed exhibitions. This is 
often “enhanced” with additional benefits such as discounts 
in on-site shops and cafes. 
 
Membership schemes are nearly always transactional – 
people are effectively buying the benefits. While some may 
take into account the charitable nature of your work, the 
decision as to whether to join or not is largely based on a 

A Membership scheme could be right for you if you have: 
 Desirable benefits you can offer – these are usually 

benefits that help your supporter to overcome a barrier 
or meet a need they might have. For example, this could 
include: 

o Unlimited access (to save money on multiple 
visits during the year) 

o Priority booking (to beat the queues and to 
guarantee tickets to popular shows/popular days 

o Access to exclusive events (to aid lifetime 
learning, attend social events or gain “bragging 
rights” among their peers) 

 A potential market – It’s not enough to just have the 
benefits. You also need to know that there is market for 
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‘value for money’ judgement. The potential member must 
satisfy themselves that the value of the benefits they will 
receive is at least equal to the amount they are being asked 
to pay. 
 
For museums, the decision the supporter must make is 
usually to consider how many times they think they will visit 
during the year. If the cost of membership is cheaper than 
paying each individual time they visit, the membership will be 
attractive. 
 
Of course, a museum’s membership doesn’t just need to 
focus on free entry. Some Friends schemes are based around 
an exclusive programme of events and talks. The nature of 
the museum’s work will determine what can be packaged as 
membership benefits. 

this offer. For this, you need a large audience of people 
who will see the value in these benefits. For museums, 
this is most likely to be your regular visitors. 

 Staff resource - Membership schemes require staff 
resource to provide the benefits you have offered. You 
might also need to be able to put in financial investment 
to deliver the benefits and to put in place the systems you 
need to deliver the membership scheme. 

 
Memberships are not appropriate if: 

 You don’t have benefits you can offer, or you have to pay 
a lot to create benefits. This makes the scheme 
inefficient1. 

 The organisation offers a competing offer – for example, 
a season ticket or annual pass. 

 It is the only proposition you have. Many of your 
members would be willing to also support 
philanthropically, if you asked. If you only ask people to 
be a Member it will be very difficult to identify the people 
looking for a deeper relationship. 

 It is not what your supporters want. We have seen many 
examples of people who want to support organisations 
being forced to become Members because it is the only 
option. The result is that the organisation spends half the 
gift providing benefits that the supporter doesn’t want, 
while failing to give them the type of relationship they are 
looking for. 

 
 
 

                                                        
1 A possible exception to this is where the benefits you are creating are also furthering your charitable aims, or where they build a deeper understanding or relationship 
with your potential supporter. This might lead you to decide that the increased cost/reduced return on investment is justified. 
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On-site 
Donations  

Most museums are in the envious position of knowing that 
their best fundraising prospects are easy to identify and easily 
within reach – they are the people that walk through the 
doors. This makes your museum the ideal place to ask for 
donations towards your work. 
 
This approach puts the focus of the ask on the impact that the 
donation will have, rather than on what the supporter will get 
in return. 
 
Donation boxes are one approach that museums use to get 
donations. However, these are usually focused on very small 
donations, attracting loose change…at best!. In a world where 
people are carrying less cash, there are other ways you can 
ask for donations when visitors are visiting your museum, 
including: 

 Donations added to ticket purchases (on-site, 
online booking and telephone booking) 

 Text donations 
 Contactless Donation boxes 
 Mobile-friendly online donation pages 
 Donation forms to enable card donations 

 
 
 
 
 
 
 
 
 
 
 

When it comes to museums, the question is not whether this 
is right for you, it is where within the museum should you be 
doing it. 
 
To decide where to ask for donations in the museum, 
consider two things: 

 When is a visitor most motivated to give? 
o When are they most open to receiving 

information about how they can help? 
o When are they most emotionally engaged with 

the museum? 
o When are they most emotionally connected to 

the thing you are raising money for? 
 When is it easy for a visitor to give? 

o When are they already making financial 
transactions? 

o When are they already filling in forms or 
providing information? 
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Appeals Campaigns or appeals aim to raise money for a specific 
purpose, usually with a set fundraising target and timeframe 
in which to raise the funding. While campaigns could focus on 
core costs, museum appeals often focus on acquisitions, 
conservation/restoration projects, new galleries, new 
exhibitions and outreach projects. 
 
A typical appeal will suggest how donations of different sizes 
will have an impact, enabling people to give at the level that 
is most appropriate for them. 
 
While most appeals are philanthropic (i.e. supporters are 
motivated by the impact of their gift, rather than benefits for 
them), there are exceptions. For example, crowdfunding is a 
form of appeal. Recent trends have put greater focus on the 
rewards offered at each level, as a way of encouraging 
supporters to increase their donation.  
 
 

An appeal could be right for you if you have: 
 

 The right project – the campaign has to focus on 
something that a large number of people agree is needed 
and important. You need this mass interest to get enough 
people to donate.  

 An existing network - Successful appeals rely on the 
museum having an existing network of engaged and 
committed people. These people don’t need to be rich or 
existing supporters but they do need to care about the 
museum. This could include members, volunteers and 
regular attenders who can be relied upon to donate to 
the campaign, build momentum and help to share the 
appeal with their own networks. 

 Investment – you don’t necessarily need to spend lots of 
money on designing print2. However, you will need to be 
able to reach out to your network with the campaign and 
have systems in place to process donations and thank 
supporters. 

 
 
 
 
 
 
 
 
 
 
 

                                                        
2 In fact, sometimes a simple, personal email from someone within the organisation can have more impact than an over-designed, automated message  
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Major Gifts There is a common misconception that Major Gift fundraising 
is about trying to find rich people. It is not. Major Gift 
fundraising is about working with the most engaged and 
committed supporters.  
 
Major Gift fundraising sees organisations building highly 
personalised relationships with supporters who are looking 
for a deeper level of engagement with the charity. As a result 
of building these relationships, the organisation is able to 
make specific asks that match the supporter’s interests, 
motivations and capacity to give. 
 
It is the combination of the personal relationship, the greater 
engagement and commitment and the personalised ask that 
leads to larger gifts. What constitutes a major gift will change 
from organisation to organisation. 
 
At the top end of Major Gift fundraising you have 
transformational gifts – gifts that have a transformational 
effect on the supporter, the organisation or, ideally, both! 
 
 
 
 
 
 
 
 
 
 
 
 
 

Major Gift fundraising could be right for you if you have: 
 

 An existing base of supporters – your best Major Gift 
prospects will already be supporting the museum. You 
don’t need a huge pool of existing supporters, but you do 
need something to help you identify your most engaged 
prospects. 

 Propositions – supporters want to see what impact their 
gift will have. In order to provide appropriately targeted 
asks you will need to know what different donation 
amounts will achieve across different parts of your work. 

 Staff resource – building personal relationships with 
supporters is specialised work. It takes time and effort to 
develop individual plans for each prospect and then to 
ensure these plans are delivered. 

 Time – it takes time to develop a Major Gift programme 
and to build relationships with prospects. Your 
organisation needs to be able to invest in this area 
knowing there will be a delay before you see a return. 
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Legacies Legacies – or Gifts in Wills – are donations that are received 
after a supporter has died. They can include: 
 

 A specific cash sum – a pecuniary legacy 
 A percentage of the legator’s estate – a residuary 

legacy 
 A gift of property or assets – a specific legacy 

 
Legacies already provide a significant proportion of donations 
across the wider charity sector, with £2.5billion left to 
charities each year. However, the arts and culture sector has 
been slower to capitalise on this opportunity. 
 
With a generation that has previously been more 
philanthropic now reaching legacy age, coupled with 
increased death rates and the predictions that more people 
will die childless, legacy giving is expected to keep rising 
between now and 2050. 
 
While, for many, legacy giving is the natural conclusion to 
their relationship with a charity, others leave legacy gifts to 
organisations they have never supported in their lifetime. 
 
 
 
 
 
 
 
 
 
 
 

Legacy giving could be right for you if you have: 
 

 A strong legacy proposition – people want to know that 
their gift will have an impact. You need to show that 
there will still be a need for your work and the 
supporter’s gift in the long-term. Museums have an 
advantage here as it is hoped that the preservation and 
conservation of collections and buildings will continue 
long into the future. 

 A way to drip-feed information – it is rare that you will 
know exactly when a supporter intends to update their 
Will. Constantly drip-feeding information about how 
legacy giving is a normal and effective way of supporting 
will help you to be top-of-mind when the time comes. 

 A way to remember people – not everybody leaves a 
legacy to be remembered but it can be a motivation for 
some. Often this is more important for the remaining 
family than the supporter. Having a visible way to 
acknowledge legacy supporters can meet this motivation 
while also showing others that leaving a gift in your Will is 
a normal thing for people to do. 
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Corporate Giving 
Corporate Social 
Responsibility 

The last 20 years has seen a change in the way that 
companies support charitable causes. Gone are the days of 
individuals (such as the chairman or chairman’s family) 
making ad hoc decisions. The informal approach has been 
replaced by formal strategies and processes that aim to 
maximise the impact partnership have, both for the charity 
and the company. 
 
Corporate Social Responsibility (CSR) programmes are one of 
the ways that companies have professionalised their giving. 
CSR strategies set out the company’s aims for their charitable 
work, and the steps they will take to get there. These aims 
often focus on the overlap between the company’s business 
needs and the needs of the local community.  
 
For the company, these needs could be: 

 Making the areas around their sites attractive places 
to live and work, helping to attract staff 

 Building employees skills 
 Improving the perception of the company within their 

local community 
 Addressing negative impacts their work might have 

on the community and the environment 
 Developing a skilled workforce for the future 

 
As a result, CSR programmes often focus on the environment, 
education and social well-being. They also tend to focus on 
the communities immediately around a company’s offices, 
factories and operational sites. The steps companies might 
take include giving grants, encouraging employee 
volunteering, providing in-kind support and even developing 
their own initiatives to directly tackle an identified need.  

CSR support might be appropriate for your organisation if you 
have: 
 

 Companies in your neighbourhood – with companies 
tending to prefer local causes when it comes to CSR, your 
best prospects are likely to be companies based in your 
town, city or region. 

 Projects with wider social impact – while every company 
is different, you are most likely to be successful if you can 
engage companies with projects that link to traditional 
CSR goals, such as education, environment or social well-
being. Museums can also make a case for making the 
local area an attractive place to live and work. 

 Flexibility to involve companies – companies will often 
have their own ideas as to how they would like to be 
involved. This can include how staff might get involved 
with their time and skills, how their products might be 
used and how their skills and expertise might help you to 
find a new way of addressing a need or solving a problem. 

 Time – businesses can be more demanding than other 
types of supporters. Researching, developing and 
delivering the partnership can require significant amounts 
of staff time and resource. 
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Membership As with individual membership, corporate membership 
provides companies with a package of benefits in return for a 
fixed sum of money. These benefits could be used for a range 
of purposes, including: 

 Rewards or benefits for staff and their families 
 Entertaining potential customers 
 Entertaining existing customers 
 Entertaining key stakeholders 

 
As above, for museums this is most likely to focus on 
providing entry to the museum or to ticketed exhibitions. It 
might also include access to an exclusive area where 
companies can entertain their guests, and meet other 
supporters. 
 
Depending on your work, there might be other things that 
you can offer, such as access to events and services, or venue 
hire. In deciding whether you have an attractive membership 
offer it can be helpful to create a full inventory of all the 
benefits you could offer, why they would be of interest to a 
company, and who, in particular, would be interested in those 
benefits. 
 
 
 
 
 
 
 
 
 
 
 

A corporate membership scheme might be appropriate for 
you if you have: 
 

 Attractive benefits to offer – you need to be sure that 
you have something to offer companies that helps them 
to meet a need. For example, access to tickets for 
exhibitions might help them engage staff, customers and 
stakeholders, while access to special business events 
might help them network with new business contacts. 

 A corporate market – you also need to know that there 
are enough potential members within your reach. These 
are companies that can see the value in the benefits you 
are offering and afford to pay the annual membership fee 
you are charging. 

 Time/resource – as with all corporate support, you also 
need to ensure you have the resources to identify 
potential corporate members and deliver the benefits. 
This account manager also needs to support the company 
to ensure they are getting value for money and taking 
advantage of the benefits. If they don’t, they are unlikely 
to renew their membership next year. 
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Sponsorship Sponsorships are effectively a business transaction, with the 
sponsoring company investing in the partnership to achieve a 
business goal. 
 
These goals could include: 

 Retaining existing clients and customers 
 Reaching new clients and customers 
 Strengthening the relationship with key stakeholders 
 Improving the perception of the company among their 

clients, potential clients, staff, and stakeholders 
 Building staff skills 
 Improving staff morale to increase staff retention 
 Developing a pool of talented potential employees for the 

future  
 Supporting research and development that will impact 

future product development 
 
For most companies it is no longer enough just to have their 
logo added to a poster. They are looking for more bang for 
their buck, and for more concrete returns for their 
investment. Linked to this, many are also looking at how they 
can have greater impact for the charity than just writing a 
cheque. The most successful partnerships are the ones that 
provide significant improvements for both parties. 
 
It is not just charities that can companies to achieve these 
aims. As a result, museums can find themselves competing 
with a wide range of organisations when seeking sponsorship. 
 
  

Sponsorship might be right for you if you have: 
 

 An attractive business proposition – it’s not enough to 
have a great museum or project. Sponsorships need to 
meet a business need. You need to think about why 
partnering with you is in the best interests of the 
company: 

o How is your organisation perceived and what is 
the benefit to the company of being associated 
with you? How does this compare to other 
organisations the company could sponsor? 

o What are the opportunities for meaningfully 
engaging the company’s target audience with 
their brand and/or product? How does this 
compare to other opportunities available to 
them? 

o What are the opportunities for 
staff/client/stakeholder engagement? How does 
this compare to other opportunities? 

 Good data about your audiences and visitors – for 
marketing-based sponsorships, the company needs to 
know that the people they will reach through the 
sponsorship (your visitors, staff, volunteers, online 
audiences etc) match the profile of their target audience. 
Before you can approach sponsors you will need to show 
that you know your audience and have evidence to back 
it up. 

 Staff resource – corporate sponsors can be demanding 
and it often takes additional work outside of the 
sponsorship to maximise the benefits for both parties. 
You need to have someone that can manage this and be 
the day-to-day contact for the sponsor. 
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Grants 
Trusts and 
Foundations 

One of the most common sources of philanthropic funding for 
museums in the UK comes from grants from trusts and 
foundations3. Most trusts and foundations are charities. They 
give grants to help achieve their charitable mission. While 
there are many trusts with interests in arts and culture, 
museums might also be able to apply to trusts with broader 
interests, such as education, the environment, health and 
well-being. 
 
Most applications take the form of a written proposal, with 
the trust either asking specific questions, or setting out 
guidelines for how they prefer to receive information. Not all 
trusts are open to applications – some take a proactive 
approach to finding organisations to support, or support the 
same organisations every year. 
 
Grant decisions are usually made be a board of trustees, 
although a grant manager might also have an input, or act as 
a gatekeeper to filter out inappropriate applications. The 
trustees could include the person or family whose money is 
being distributed, or they could be acting on the wishes of 
someone who died a long time ago. The make-up of the 
trustee board will determine how flexible the trust will be in 
their grant making. 
 
One of the things that makes Trust fundraising appealing is 
that they can make decisions relatively quickly when 
compared to other funding streams. They can also make large 
grants (4, 5, 6 and even 7-figure grants), with some offering 
funding over multiple years. 

Fundraising from Trusts and Foundations might be 
appropriate for you if you have: 
 

 Projects – while some trusts will fund core costs, in 
general trusts are better suited to funding specific, time-
limited projects. The level of competition for funding 
means they also tend to prefer new or innovative 
projects, where the learning or experience from the 
project has the potential to have an impact beyond the 
funded organisation. 

 A Registered Charity Number – most trusts can only 
make grants to registered charities. As charities 
themselves, trusts have to show their public benefit as 
part of their annual return. Only making grants to 
registered charities helps them to address this. For 
others, the restriction to only fund charities was written 
in to their founding documents. 

 An exit strategy – multi-year funding of up to three years 
is possible from trusts. However, it is rare for trusts to 
continue this support beyond this time (unless you have a 
strong personal connection with the trustees or a key 
decision maker). You need to have an idea as to how you 
will fund the work once the funding comes to an end. Will 
the project finish? Are there other funders you can 
approach? Will the funding period give you enough time 
to develop a more sustainable funding model? 

                                                        
3 While there are slight differences in the governance and structure between a trust and a foundation, the words tend to be used interchangeably. 
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EU Funding While the result of the EU referendum might mean that the 
long-term sustainability of this funding stream has been 
thrown into doubt, UK organisations are still eligible to apply 
for EU funding until 20204.  
 
EU funding is comprised of a wide-range of different funding 
programmes, each with different aims and processes. 
However, funding programmes typically require applicants to 
partner with other organisations from across the EU 
(sometimes from specific countries, depending on the funding 
programme). Programmes also tend to focus on transferring 
skills, knowledge, culture and learning between countries. 
 
EU funding is often seen as being more flexible and less 
bureaucratic than other funders, such as ACE. In the past this 
has made it appealing to organisations wanting to maintain 
complete freedom over the type of work they want to deliver. 
 
For more information about current and upcoming EU 
funding deadlines, visit 
http://www.creativeeuropeuk.eu/about-creative-europe-
desk-uk and sign up for their newsletter. 
 
 
 
 
 
 
 
 
 

EU funding might be appropriate for you if you have: 
 

 Partners – most EU funds require you to partner with at 
least two other organisations from at least two other 
eligible countries. Creative Europe Desk UK operates a 
“Partner Finder” feature on its website, enabling you to 
advertise for partners, or respond to calls from other 
organisations. Many councils also circulate similar calls. 

 Match funding – Like ACE and HLF, most EU funding 
programmes will not provide 100%, requiring you to find 
match funding. For ‘Co-operation’ projects, you are 
required to find a minimum of 40% of the project funding 
from other sources. 

 Good cashflow – Most EU funds pay retrospectively, after 
the project costs have been incurred. This means you will 
need to have enough cash-in-hand (or the ability to 
borrow money) to cover the costs before the funding is 
received. Another reason for needing good cashflow is 
that EU grants are awarded in euros. This means that if 
the exchange rate changes you can find yourself receiving 
less than you had budgeted for. 

                                                        
4 Beyond 2020 it is likely that UK organisations will still be able to apply as part of partnerships. However, these partnerships would still need to contain the required 
number of organisations from eligible EU countries. 
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Contracts An alternative to grant funding is for charities to partner with 
local authorities or public bodies to deliver specific services. 
The contracting body pays the charity to deliver the service in 
order to achieve one of the contracting body’s aims. While it 
is not common fundraising approach for museums, there are 
elements of a museum’s work that could lend themselves to 
contracting. For example: 
 

 Volunteering projects that provide employment 
opportunities and skills development for people 
looking to get back into work 

 Projects providing skills and education for prisoners 
or young offenders 

 Projects that meet the education aims and priorities 
of the local authority 

 
Depending on the size of the contract, formal opportunities 
will usually go through the public bodies procurement 
process, inviting tenders. As such, it is not just charitable 
organisations that will tender to deliver this work. For smaller 
contracts, having a strong relationship with senior council 
officers or strategic managers can help you to hear about 
(and shape) new contract opportunities. 
 
Contracts will set out the key outcomes to be achieved, with 
payment being linked to the delivery of these outcomes. 
Suitable projects generally need to show good value for 
money, with the work being delivered at scale and clear 
evidence that your work will achieve the required impact. 
Similarly, you will need to be able to evidence that you have 
achieved what was expected to receive payment. 
 
 

Contracting might be appropriate for you if you have: 
 

 Work that meets a wider social need – the contracted 
work will need to meet one of the strategic priorities of 
the contracting body – usually the local government. For 
it to be attractive to the contracting body it is likely to 
need to be replicable at a large scale. For most 
organisations, this work should already be part of your 
regular activity and you should have a proven track 
record of success. 

 Evidence of impact – contracts are dependent on 
achieving set outcomes. You will need to have evaluation 
processes in place to show that you have achieved the 
agreed aims in order to receive the funding. 

 The ability to trade – most contracts are treated as 
commercial income, as the funding is dependent on the 
charity providing a service. As such, they are liable to 
procurement processes and VAT. The contracted charity 
needs to have the ability to trade within its governing 
document. If the contract is outside of the scope of your 
organisation’s charitable objectives you might need to 
consider setting up a trading subsidiary. 
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Other 
Social 
Investment & 
Social Enterprise 

As organisations continue to look at new ways of diversifying 
their income, there has been increased focus on how they can 
commercialise the assets they already own. For some this has 
meant looking at their physical assets - hiring out venues or 
developing catering or retail opportunities. 
 
Other museums have found opportunities to capitalise on 
their collections and intellectual property. For the Imperial 
War Museum this has included licencing images to designers 
and retailers. Other museums have considered the skills they 
have in-house, such as archiving, restoration and 
conservation and considered who might pay for these 
services, through training, secondments or consultancy 
services. Others have looked outside of their organisations to 
identify gaps in the market that they could capitalise on5.  
 
Setting up “social enterprise” initiatives – where products or 
services are sold to generate money for social purposes – 
usually requires a level of investment to get them off the 
ground. Forward-thinking supporters have started offering 
Social Investment – a form of repayable finance that typically 
comes with a smaller interest rate due to the charitable 
nature of the enterprise. The loan can be repaid from the 
profits of the new initiative, or from an existing activity 
generating income. 
 
 
 
 
 

Social Investment might be appropriate for you if you have: 
 

 A project or initiative that will generate income – rather 
than a grant, social investment is a form of repayable 
finance. It is best suited to projects that are designed to 
generate income, where the loan is used to aid cashflow.   

 A strong business plan –investors will be looking to see 
what the risks are and how likely it is that your project 
will generate the income you are predicting. You will 
need to be able to show that you have a well-evidenced 
business plan for the project when talking to potential 
investors. 

 No links to a local authority – while the interest rates 
offered through social investment are lower than 
standard loans, in our experience councils are able to 
borrow money at an even lower rate through prudential 
borrowing. If you are a council organisation, or have 
strong links to the local council you might find that 
borrowing through the local authority provides you with a 
better deal. 

                                                        
5 A famous example of this is the work being done by Live Theatre in Newcastle - https://www.live.org.uk/about/other-enterprises  
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Events Large fundraising events such as gala dinners can appear 
attractive as a way of securing significant levels of funding for 
your work in a single night. However, this is deceptive – 
running a successful fundraising event takes a lot of time. On 
average it takes nine months to a year of hard work and 
careful planning. 
 
The hard work and planning should mainly focus on the 
different elements involved in generating income: 

 Ticket sales – this usually represents the bulk of the 
income. Organisations need to sell all of the tickets 
while prioritising the need to ensure the people in the 
room are likely to make donations or bid on auction 
items. Tickets need to be priced in a way that at the 
very least covers the costs of putting on the event 
and ideally makes a profit. 

 Raffles or auctions – organisations use live auctions, 
silent auctions, raffles or a mixture of all to increase 
income. Prizes can be donated or purchased from 
specialist charity auction companies. 

 Donations and sponsorship – fundraising events 
provide opportunities for people to learn about your 
work (or about new areas of your work), while also 
providing new sponsorship opportunities that might 
appeal to a new audience. 

 
When you factor in all of the costs, the effort and the staff 
time needed, events of this nature give a pretty poor return 
on investment. However, they can often help you to engage 
board members and reach people that wouldn’t support you 
in other ways. 
 

A large fundraising event might be right for you if you have: 
 

 A potential audience – the money you raise is going to 
come from the people you have in the room. You need to 
be sure you have enough potential ticket buyers to fill the 
room, and that they are likely to spend or donate money 
on the night. Typically, these will be existing supporters or 
contacts who are attracted by the event, or the friends 
and contacts of your immediate network (such as board 
members and volunteers)  

 Access to attractive auction prizes – an auction can boost 
the amount you raise but you need to have attractive 
prizes to get people bidding. Look for those money-can’t-
buy experiences that you can offer within your 
organisation. Ideally, you should be looking to get prizes 
donated – anything you have to pay for prizes will cut into 
your profit. 

 Support in kind – auction prizes aren’t the only thing you 
can get for free. For example, getting people or 
companies to sponsor the venue , drink or catering costs 
will help increase your profit.  

 Support – large events take a lot of work from start to 
finish. A committed and connected group of volunteers 
can help you to sell tables, source prizes and seek 
sponsorship. They can open doors that you couldn’t on 
your own.  
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