
                                            
  Conference Notes for Clients 

Conference:  Charity Finance Group, Alternative Income Generation 
Conference date: September 16th and 17th 2020 
Conference purpose: Explore alternative ways of funding your charity’s work.  Learn from examples of 

best practice and case studies. 
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Quick View Agenda 

Collaborative Income Generation 
What you need to know before you embark on collaborative income generation activity. 
Amber Shotton, CEO, Foundation for Social Improvement. 
 

Bid-Writing Workshop 
How to write a stand-out bid, clearly explaining why your organisation should get the funding and what 
difference it would make. 
Malcolm Smith, Managing Director, YouthWorx. 
 

Social Investment 
How to get started with social investment.  Key considerations, advantages, and disadvantages. 
Richard O’Brien, Corporate Finance Manager, Triodos Bank 
Jeff Loo, Director of Finance and Social Investment, London Early Years Foundation (LEYF). 
 

Charitable Bonds 
What are charitable bonds and can they be an effective alternative to loans and enable donors to invest capital 
funds whilst generating unrestricted income for the charity of their choice? 
Henrietta Podd, Director, Debt Capital Markets, Allia. 
 

Generating Income From Your Charity’s Assets 
Adopt a commercial approach  to deliver both mission and money. 
Kevin Waudby, Co-founder and Partner, Good Innovation 
Bobby Watkins, CEO, Arthr 
 

Corporate Partnerships 
How to set up a successful corporate partnership. 
Lucy Coleman, Senior Corporate Development Manager, Centrepoint 
James Pellatt, Director of Workplace Innovation, Great Portland Estates 
 

Utilising Digital Tools to Support Your Funding 
Find out what digital tools are most successful in raising charitable funds and engaging donors 
Andrea Hartley, Founder and CEO, Skating Panda 
Anthony Newman, Response Marketing Director, Macmillan 
 

Commissioning 
How does the commissioning process work, what are the opportunities and pitfalls, and how has it changed 
because of Covid-19? 
Kathy Evans, CEO, Children England 
 

The Role of Finance in Grant Applications 
How funders interrogate the financial details of grant applications.  The role that financial management plays in 
successful bids to external agencies. 
Gary Beharrell, Manager, East Midlands, Lloyds Bank Foundation. 
 

http://www.bythewaves.co.uk/
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Collaborative Income Generation 
What you need to know before you embark on collaborative income generation activity. 

Amber Shotton, CEO, Foundation for Social Improvement (www.thefsi.org)  
 

What is Collaboration? 
Collaboration means working together – working with others. 
There are several different types of collaboration including: 
Partnerships – usually involving formal agreements 
Collaborative working – joint working on a project as two separate organisations 
Merger – transfer of assets and liabilities of 2 or more organisations. 
 
Common Income Generation Approaches: 
Trusts & Foundations 
Events Fundraising 
Statutory Commissioning 
Individual Giving through campaigns 
Corporate Partnership 
Earned Income 
 
Examples: 
The Massive Get Together – https://www.crowdfunder.co.uk/the-massive-get-together 
 
First Things First: 
Clarity around why you want to collaborate 
Clear accountability and responsibility – who will lead and manage the collaboration? Do they have the skills, 
experience, and capacity?  Do they have adequate authority? 
Agree the time, investment and assets to be invested in the collaboration. 
Identify collaborators/partners. 
 
Partner Check List: 
Who are your current partners? 
Who are your potential partners? 
Where do you differ & where are your similarities? 
What are the opportunities for collaboration? 
Why now?  Do your due diligence – do you or they have ulterior motives (e.g. financial crisis, reputational crisis)? 
 
Don’t forget: 
Communication is important – do you have a common language?  Eliminate the risk of misinterpretation.   
Get your governance agreed.  Be clear about accountability, responsibility, and authority. 
Collaboration Killers include: 

• Requests for lengthy feasibility studies or detailed reports before initial exploration 
• Assumptions that volunteers, staff, donors or funders ‘won’t like it’. 
• Time-consuming consultation 
• Questioning reputation – feeding or using rumour and speculation 

 
Evaluate: 
Original reason for collaboration – did you achieve it and did you achieve the measures along the way? 
Were there any surprises (good and bad)? 
What was the impact on your mission, the people & communities you serve and the problem your organisation is 
trying to solve?  Did you achieve the impact in an efficient way? 
Does the collaboration need to continue or stop? 
What would you do differently/the same when you collaborate next time? 
 

http://www.thefsi.org/
https://www.crowdfunder.co.uk/the-massive-get-together


  

Bid-Writing Workshop 
How to write a stand-out bid, clearly explaining why your organisation should get the funding and what 

difference it would make. 
 

Malcolm Smith, Managing Director, YouthWorx. 
 
 
Things to Remember: 
 
Funders want to give away their money  
Funders want to give to good projects 
Funders have many applications to consider  
Funders want it to be easy to give you money  
 
Keep it simple. It is important to see the wood for the trees.  Step outside the organisation and look at your 
situation and needs form an outside perspective. Articulate your need and impact in a simple and clear way for 
people outside the charity. 
 
The Funding Pathway: 
 
1. Understand what it is you do – activity and outcome 
2 Match your project brief to available grants. 
 
Need – Activity - Outcome 
 
1. Start with the need not the activity.  Start with the problem your charity is here to solve, not a story 

about the charity.  Ask wider questions about why the problem exists.  It might not be obvious to 
outsiders.  The root cause problem might be hidden or might not be obvious. 

 
e.g. A School Uniform Bank was about more than providing school uniform.  Families could also 
bring uniforms back and swap them again.  Giving them pride.  It was important to give them the 
opportunity to bring the uniform back as well as take it away. 
 

2. When the need has been articulated, describe the activity and then the outcome.  How does the 
outcome impact the need.  Close the circle. Link everything together. 

 
Do not start with the criteria for the funder and then try to fit your need, activity and outcome into their boxes.  
This leads to mission drift and compromises your organisation’s integrity and purpose. 
 
 
This session was an interactive workshop where participants articulated their activities and outcomes.  Malcolm 
took the participants through specific steps and answered individual questions about individual charities and 
their challenges. 
 
 
 



 

Social Investment 
How to get started with social investment.  Key considerations, advantages, and disadvantages. 

Richard O’Brien, Corporate Finance Manager, Triodos Bank 
Jeff Loo, Director of Finance and Social Investment, London Early Years Foundation (LEYF). 

 

What is Social Investment? 
Repayable Finance – borrowing now and repaying later with interest.  Risk finance motivated by a requirement 
for social and financial return. 
Bonds, loans, loan notes, social investment bonds, repayable finance, repayable grant, quasi-equity and revenue 
participation. 
 

Important to understand: 
The terms of the financial borrowing. 
The expectations of your investors – impact, financial return, timeline etc. 
 

Questions to ask: 
• What is the money for?  Does it generate income or cut costs?  What impact is created by doing this? 
• How much debt can we afford?  Think about interest payments and repayment of capital. 
• How will we repay it?  From revenue, from asset sales or from refinancing? 
• How much risk can we take? How risky is what we are doing (for example, does repayment depend on 

the success of the new enterprise? 
 

Example: 
A charity wants to start a new, high impact activity and needs £500k to set up and generate surplus. The charity 
and new service can repay the debt in an estimated 5-years. 
 

Option 1        Option 2 
Charity starts activity in the main charity.   Charity sets up subsidiary and provides a portion 
Charity raises debt in the charity.    of the capital in equity. 
The charity as a whole is responsible for repayment of   Subsidiary raises debt for remaining money 
debt.        Subsidiary alone is responsible for the debt 
If the new activity fails the charity must service debt   If the new activity fails the charity does not have 
and repay capital    responsibility to pay the debt beyond the ability  
        of the subsidiary 
 

  Recourse Risk Ringfenced  Investor Risk Charity Risk Cost of Capital 
Option 1 Whole charity  No  Lower  Higher  Lower   
Option 2 Subsidiary only  Yes  Higher  Lower  Higher 
 

Spectrum of Impact: 

 
Case Studies: 
Bristol Wood Recycling Project www.bwrp.org.uk 6-year term, 4% per annum, £430k for purchase of property. 
Thera Trust www.thera.co.uk £5million unsecured loan to buy property and systems 6-year term, 5.5% p/a 
BS3 Community www.bs3community.org.uk Blended model.£280k unsecured bond. 7-year term. 7% + SITR 
London Early Years Foundation www.leyf.org.uk  £1.75 million at 9%. 
  

Takeaways: 
Understand the risk you are taking 
Understand the risk you are asking investors to take 
Match the characteristics of the financial vehicle with 
the activity it is funding. 
If things go wrong how flexible is the facility & lender? 
What’s the scale of impact? 
Have a clear plan.  What? Why? How? Aim? 

http://www.bwrp.org.uk/
http://www.thera.co.uk/
http://www.bs3community.org.uk/
http://www.leyf.org.uk/


 

Charitable Bonds 
What are charitable bonds, and can they be an effective alternative to loans and enable donors to invest capital 

funds whilst generating unrestricted income for the charity of their choice? 
Henrietta Podd, Director, Debt Capital Markets, Allia. 

 

What is a bond? 
Borrowing outside the banking market/environment.  There are regulated bonds (via a listing) and unregulated 
bonds (private placement or a mini-bond) 
Most large corporates borrow in the wholesale market (raising large sums from institutional investors, pension 
funds and insurance companies.) 
Smaller entities borrow from investors, and smaller or mission driven investors (i.e. socially responsible or 
sustainable investment fund). 
 

Bonds and Charities 
Large charities and Social Impact Businesses have been using bonds for many years: 

• Wellcome Trust issues a 100-year bond in 2018 
• Housing Associations are the largest issuer of long-dated sterling bonds 
• Universities also issue bonds 

 

Because: 
• They are long-dated and usually beyond the time period banks are prepared to lend within 
• Fixed rates without the use of derivatives 
• Lightly covenanted 

But: 
These borrowers are like large corporates, accessing commoditised markets in large volumes (usually minimum 
of £250 million at a time). 
 

Why do charities use bonds? 
Charities can use overdrafts to manage working capital.  But they use term funding to accelerate social impact.  
Most charities want to borrow in smaller amounts.  So, other alternatives are available: 
 

Retail Charity Bonds 
Initially targeted at retail investors but now increasingly aimed at ethical investors. Launched after successful 
launches by housing associations.  Designed to cut costs and admin burden of regulated bond issuance.  Use an 
‘intermediary’ charity plc to issue bonds to investors and the loan to the charity. Bonds designed to suit the 
services of the borrower. 7-10 years unsecured, limited covenants. 
 

Alumni or Community Bonds 
For fund-raisings of £2-3 million.  Appealing to supporters so likely to generate significant response.  Varied 
amounts (e.g. between £500 and £500,000).  Requires a solid business case and good investor engagement and 
communication. Sophisticated client management system that can: 

• Manage a wide range of enquiries 
• Identify individual investors 
• Handle a large number of individual payments (including recording receipts) 
• Issue the individual loan notes (bonds) 
• Manage interest payments 
• Provide updates on performance 
• Repay principal on maturity 

An unregulated product (with some similarities with mini-bonds).  Facing some challenge from the FCA due to 
mini-bond scandals 
 

Case Studies: 
St John’s Leatherhead www.stjohnsleatherhead.co.uk £1.5 million Investment 
The King’s School, Gloucester. www.thekingsschool.co.uk  
 

http://www.stjohnsleatherhead.co.uk/
http://www.thekingsschool.co.uk/


  

Generating Income from Your Charity’s Assets 
Adopt a commercial approach to deliver both mission and money. 

Kevin Waudby, Co-founder and Partner, Good Innovation 
Bobby Watkins, CEO, Arthr 

 

Why do we need a new way of generating income for charities? 
Existing voluntary income streams are not showing sustainable growth. Just 2% in 2017/18 compared to 3-6% in 
previous years. In 2017/18 Government income was at its lowest ever point at 29% of total charitable income. 
Large organisation disproportionately taking market share – large organisations took 82% of charitable income in 
2017 compared with 66% in 2000.  
 

Why use assets to generate income? 
Because you already own them.  They are already costing you money.  Find out whether they can cover their 
costs or generate profit. 
 

Arthr 
A social venture from Versus Arthritis and supported by Good Innovation the initiative designs and develops 
innovations to help people living with arthritis live their life to the full.  All profits go back into research and 
developing new products. Versus Arthritis had an in-depth knowledge of the problems and solutions for every-
day living with Arthritis.  This knowledge asset led to the development of a social enterprise www.arthr.com , co-
creating products with the communities they served and then selling them.   
 

The Rationale 
The Problem – A financial cliff for Versus Arthritis 
The Approach – Asset Audit 
Asset Identification – Understanding the needs and a community 
The Need – Beautifully designed medical aids 
Business Model – co-design, manufacture and retail 
 

The Mission 
To be the leading creator and seller of well-designed products that make every day easier for people living with 
arthritis. 
 

Criteria 
User-led product development – optimising Versus Arthritis’ network of people with arthritis. 
Health Care Professional product assessment – optimising Versus Arthritis’ network of health care experts 
High quality, environmentally friendly products 
Made in the UK to maintain quality control 
 

Roll Out: 
Significant interest from major market players before launch (John Lewis, Ideal World, E-Bay, Amazon, Silver 
Surfers). 
 

Next Steps: 
 

 
 
 

http://www.arthr.com/


 

Corporate Partnerships 
How to set up a successful corporate partnership. 

Lucy Coleman, Senior Corporate Development Manager, Centrepoint 
James Pellatt, Director of Workplace Innovation, Great Portland Estates 

 

What is a corporate partnership? 
A relationship between a non-profit organisation and a business (of any kind local, national or global) that creates 
mutual benefit for both parties. 

• Charity of the Year (COTY) 
• Long-term strategic 
• Cause Related Marketing (CRM) 
• Corporate Foundation (Grants) 
• One off support (challenge events/volunteering/unsolicited donations/event sponsor) 
• Employment provider (pro-bono, time, services, advice). 
• Product 

 

Mutual Benefit: 
Charity: 
Income, specialist skills and advice, brand awareness and increased brand value, networks, benefits for charity 
clients, gifts in kind, opportunities for staff. 
Business: 
CSR targets, engagement opportunities, PR, staff development, contribution to client journey. 
 

Criteria for success: 
Location (important if your charity is not nationwide), brand values, their customers, business skills, previous 
charity partners.  Match their tone (friendly or formal?), transparency and honesty on both sides, learn from each 
other, don’t be afraid to ask for what you need, be realistic and manage expectations, be clear about what you 
both want from the outset, monitor and evaluate regularly (not just at the end), be well informed about your 
partner. 
 

Case Study: 
Centrepoint and Great Portland Estates. 
2020 is year 3 of a 4-year partnership. 
Income raised so far, £294,000 - Money saved £43,000 
Placements opened – over 20, Roles secured – 3 
Introductions made and outcomes of them – 2 x COTY shortlists, Christmas donations, 6 x new business meetings 
Promotion of “Sleep out” across our property portfolio  
Careers presentations given to Centrepoint young people  
Integration with our supply chain – able to extend potential work placements throughout our supply chain from 
construction through to hospitality  
Developed deeper understanding of Centrepoint, the challenges they face and the work they do.  
Funded team building events and helped to create a Centrepoint Anthem during lockdown. 
 
Great Portland Estates Criteria: 
A corporate charity partner: • Needed to align with our themes • Had to be based in London or have a significant 
London presence • Should provide multiple ways for our employees to engage - key to success • Would need to 
integrate with our business strategy to leverage greater success • Should be open to the idea of a Community 
Day– all 110 of us working to support the same cause on the same day • Would provide some form of corporate 
relationship manager We already had a low key relationship with Centrepoint and had previously considered a 
more formal relationship, however it was only after developing our strategy that the synergies were obvious. 
Unsuccessful charities : • Did not align with our themes • Were unable to engage with us on multiple levels • Had 
few opportunities for our employees to engage with the charity • Could not facilitate a Community Day • Did not 
have the resources to help manage the relationship 



  

Utilising Digital Tools to Support Your Funding 
Find out what digital tools are most successful in raising charitable funds and engaging donors 

Andrea Hartley, Founder and CEO, Skating Panda 
Anthony Newman, Response Marketing Director, Macmillan 

 

Think carefully before jumping into digital – It is not always the answer. 
Think about net cost.  ROI over time.  Cost per contact.  Response rates. Without good quality relationships with 
supporters no channel will deliver results.  Digital is not a silver bullet.  It’s part of an ecosystem and a blended 
approach.  Costs are relatively low for e-mail and other digital channels.  But ROI for e-mail is sometimes 
extraordinarily bad – and often e-mail communications can drive negative results and opt-outs.  Response rates 
for telephone is much higher than e-mail – giving much better net income. 
There are some purely digital fundraising propositions, but they are rare (see below for example). 

 
Think about timeframes.  Do you want to drive short or long-term revenue?  This will affect your acceptable 
hurdle rates for each campaign (e.g. when do you break even, how much do you spend at the beginning on 
acquisition and upgrade? etc).  If you only measure in-year returns, it’s unlikely that you would embark on digital 
campaigns that have high, initial spend/investment.  
 

The Attribution Challenge 
It’s very difficult, in blended campaign approaches using multi-channels to attribute revenue to a single channel.  
It’s also important to understand the cumulative impact of upstream and downstream activities – one channel 
early in a campaign will drive awareness and contribute to responses later on.  Don’t fall into the trap of ‘last click 
attribution’ where results are attributed to the final response when it is a result of a cumulative process. 
Each element of the journey can and should be measured separately. 

 
Good, functional web-sites or pages should help you to track progress and drop off from stage to stage.  
Minimise steps on your fundraising forms to optimise retention. PayPal can also help make it easier for people to 
stay with the journey. 
 

Factors to consider 
Watch out for diminishing returns.  Pay attention to how your campaign curves behave as you invest to grow 
income. Understand where you are on acquisition curves and the cost/ROI implications.  Don’t overspend if you 
have hit a ceiling. 
Always be aware of external factors too (e.g. competitor campaigns, organic traffic, Covid etc) 
Try to keep it simple.  Media agencies can provide sophisticated charts.  But it’s not always correct.  Make sure 
you understand your markets and campaigns and interrogate the charts. Econometrics can give reasonable 
guides.  Structured tests are the best way of understanding campaign responses. Ebiquity are a good data auditor 
and neutral measurement agency. 
Top Tips – Don’t Get into Analysis Paralysis.  Use simple key KPIs. Set campaigns up to be measured in the first 
place – build in tagging and testing from the start. 
 
 
 



  

Commissioning 

How does the commissioning process work, what are the opportunities and pitfalls, and how has it changed 
because of Covid-19? 

Kathy Evans, CEO, Children England 
 

Commissioning Models: 
Grants: discretionary, competitive and/or programme • ‘Block’ service contract – single provider or 
consortium/supply chain • Spot purchase • Framework contract • Dynamic Purchasing System • Payment by 
Results • Innovation Partnership • Alliance contract (very new!) 
 

Commissioning During Covid 
Cabinet Office Procurement Policy Notes offered greater flexibility, and many VCSE’s report that happening in 
practice • VCSE infrastructure orgs collating and keen to lobby on commissioning experiences (good and bad) 
during Covid, to influence future practice • Spot purchase • Coronavirus Act allowed for direct contract awards 
(without competition)…. Not clear any VCSE’s have benefitted from that freedom • Brexit debates and State Aid 
rule (breaking) highlight that procurement is set to change • Green Paper expected by end of 2020, for legislation 
in 2021 
 

Cover Your Costs 
Make sure that you do not make a loss on commissioning contracts.  Aim for full cost recovery – so that you 
embed indirect costs (finance, HR, management) as well as direct costs (front line delivery). Remember: 
Do not accept year-on-year salami slicing – at some point you will make a loss 
Do not deliberately bid low to win contracts 
Forget that costs to deliver contracts will rise year-on-year – so build that into your multi-year budgets 
Do not ‘cross-subsidise’ several contracts using several income streams.  This is usually uncovered when one 
contract ends and others are then at risk because they were cross-subsidised. 
Make sure charity terms and conditions can be maintained if they don’t match the commissioners’ Ts&Cs. 
 

If you are being asked / expected to subsidise the true cost of *contracts* by offering discounts for prompt 
payment, use of your reserves or finding match-funding, consider reporting to the Public Procurement Review 
Service https://www.gov.uk/government/publications/public-procurementreview-service-scope-and-remit  
 
Questions to ask before you agree to deliver for a commissioner: 
If you are being encouraged into a provider consortium (whether long-standing or one-off) are the costs of 
consortium management for all participants built into overall bid pricing?  
Are you basing next year’s projected costs on last year’s actual I&E? Can you be confident of your projected costs 
over the full bid period ahead? (incl premises / energy / service costs / business rates / salaries / legal / audit, etc) 
If there are any TUPE transfers do you have full information about them, and are the FULL costs of transfers on 
current terms included explicitly in the contract tender?  
If taking on a contract would incur redundancies when it ends, are your legal and redundancy liabilities factored 
in?  
Does your insurance liability change if you take on the contract and / or new project, and have you got refreshed 
premium quotes factored into your costs?  
Does the financing mechanism itself demand changes in practices from your financial managers (eg, will it take 
you over the VATable supply threshold, require more complex / frequent invoicing etc) and are the full costs of 
making that transition accurately reflected?  
What is your funding ‘mix’ / ratio overall – how ‘reliant’ are you on LA income compared with other sources? 
 

Top Tips 
Join the Grants for Good campaign. 
https://www.dsc.org.uk/grantsforgood/ 
 
 
 

https://www.gov.uk/government/publications/public-procurementreview-service-scope-and-remit
https://www.dsc.org.uk/grantsforgood/


 

The Role of Finance in Grant Applications 
How funders interrogate the financial details of grant applications.  The role that financial management plays in 

successful bids to external agencies. 
Gary Beharrell, Manager, East Midlands, Lloyds Bank Foundation. 

 

What do Grant Funders Look For in A Bid? 
What does the charity do?  
What will it achieve? 
Governance, users / beneficiaries? 
How is the work delivered?  
How do you resource the work? Why  
Why is it needed?  
Why are you delivering this?  
Where will it take place? Venue / Geography?  
When will it run? For how long?  
What next/Exit strategy after the Grant 
 

What do Grant Funders Look For in Annual Accounts? 
Activities align with their funding priorities 
Activities align with charitable objects – no mission drift. 
Good governance 
Measuring outcomes/ impact 
Viable plans for the future  
Viable and sustainable funding/ income streams  
 
Lloyds Bank Foundation Criteria: 
We only fund charities with a turnover of more than £25,000 and less than £1,000,000. 
Why more than £25,000 - We fund to build long-term sustainable charities with grants of up to 6 years and have 
found that organisations below this threshold are less likely to continue for the long term  
Why more less than £1,000,000 - We researched the impact of small charities local communities and established 
that small charities with their local networks have a very significant impact on their local communities 
Maximum of 12 months operating costs in reserves. 
 

Reserves Test 
Make sure your Reserves Policy is clear, relevant and updated regularly - Make sure amounts invested in fixed 
assets are identified as a separate designated fund - Clearly set out the purpose of any designated funds - Make 
clear in the accounts if any of the investments or other assets are used in the operations of the charity. 
 
Good Financial Management 
Clear budgets and viable cash flow forecasts 
A good balance of restricted and unrestricted to fit your expenditure plans 
Good financial governance 
Planned deficit or surplus information 
Realistic costs and financials 
Clear read across between financial budgets and operational plans and impact. 
 

Other considerations: 
Quality of governance  
Recruitment, induction & skills of Trustees  
Management - Qualified staff - Policies  
Need for the service/ duplication  
Service delivery - Monitoring systems - Client feedback  
Previous grants 


