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Executive summary
The Funding Network Australia (TFN) has supported a substantial number of non-profit organisations
since inception in 2013. The live crowdfunding events have enabled 159 grassroots non-profits to access
funding and other capacity building support totalling over $7 million in value. TFN has also invested
resources to build the skills and networks of these non-profits through the events and post-event support,
contributing to their ability to create more impact in their own communities.
In October 2017, TFN commissioned Social Ventures Australia (SVA) to conduct an independent
evaluation to assess the impact TFN has on its non-profit alumni. This report contains the findings of the
evaluation, which included a survey of all non-profit alumni (of whom 60 completed a response),
interviews with a sample of these organisations (19 in total) and a review of existing TFN data. A strong
dataset was obtained, with over half of all non-profit alumni contributing their feedback.

Findings
Overall, the TFN experience has proved to be both enjoyable and impactful for non-profits. The table
below summarises key findings of the evaluation, which demonstrated that TFN has been a
transformative experience for many non-profit alumni with impact felt well beyond the funds raised at the
crowdfunding events.
Figure 1 - Summary of findings

8.9

Average rating of overall positivity of the experience
for non-profit alumni (out of 10)

71%

Rate the experience of working with TFN as a 9 or 10

68%

Say that TFN Live had a critical or important impact on
their ability to get to where they are now

49%

Portion of the impact attributed to the fundraising
element

51%

Portion of the impact attributed to capacity building,
relationships formed and other non-monetary elements
of TFN Live (combined)

Overall impact
Two-thirds of respondents stated that TFN had either a critical or an important impact on their ability to
get to where they are now. The nature of the impact varied for different groups, but all felt that their
involvement led to positive changes within their organisation. Importantly, none of the interview or survey
respondents found it to have an insignificant or negative impact.
For some alumni, the TFN experience was critical to their ability to get to where they are now. The
injection of funds at the right time, combined with access to other support and networks, allowed them to
substantially expand their operations. One alumni described it as “it’s like TFN attaches a rocket ship to
little non-profits”.

February 2018

2

Insights
•

Alumni reflect positively on the TFN experience. Non-profit alumni considered the experience to be
both enjoyable and memorable. They enjoyed pitching and the energy of the events. They were happy
with their engagement with TFN and found the process of applying, preparing, pitching and reporting to
be efficient and non-burdensome.

•

TFN provided flexibility for alumni to raise funds for their most critical issues. Alumni raised over
$28,000 on average at TFN events. They appreciated the flexibility of the funding, which allowed them to
put resources towards key needs such as expanding programs, hiring staff or meeting operational costs.
They reflected positively on the fundraising experience as compared to other options such as grants.
Many alumni (38 per cent) received further donations from TFN connections, totalling nearly $1.5 million
in value.

•

The value received by non-profit alumni extended beyond fundraising. Fundraising was something
that non-profit alumni valued very highly. However, when asked about the relative value of different
elements of the TFN experience, respondents weighted all other non-monetary aspects equally to the
funding itself (as seen in Figure 1 above).

•

Relationships made through TFN had the potential to be transformative. Almost all alumni made
lasting connections through TFN and over half of these considered these relationships to be
“extremely valuable” or “very valuable”. Some of these relationships had transformative effects for the
organisation either in terms of generating ongoing funding or other operational benefits.

•

Non-profits learned a lot through the experience – especially through pitch coaching. The
whole TFN experience could be a learning experience, but pitch coaching appeared to be the
differentiator. The survey showed a notable shift in confidence from before pitch coaching to
afterwards. Almost everyone found it enjoyable and useful, but some (10 per cent) considered it even
more valuable than the actual funding. It was especially useful when an organisation had an
unfamiliar or ‘hard’ message, when it could be used to upskill key people and when the key message
could be re-used over time.

•

TFN increased credibility with donors. Most alumni (67 per cent) felt that TFN had increased their
credibility with donors, with many saying it allowed them access to donors that they would otherwise
never have. However, respondents found it difficult to link tangible outcomes to TFN’s broader
marketing and promotions, leading them to rank it low in terms of relative value.

•

About a third of alumni received valuable in-kind donations. Thirty per cent of respondents
stated that they received in-kind donations that were “extremely valuable” or “very valuable” as a
result of TFN connections, such as professional services or board membership. However, the
experience was mixed, with over a third stating they received no in-kind support.

•

Non-profits gain the most impact when they take advantage of multiple elements of TFN. The
alumni who found the TFN experience to be most impactful typically leveraged multiple benefits from
their involvement including fundraising, valuable relationships, in-kind support (e.g. board
membership) and a pitch strategy they could continue to use for future fundraising efforts.

Implications
TFN is a positive experience for non-profits that offers more than just fundraising. The financial benefits
has a major impact on alumni growth and sustainability and were complemented by non-monetary
benefits, particularly relationship building and capacity development. TFN could further increase its
impact by providing non-profits with more post-event assistance to stay connected to supporters and to
make the most of opportunities for in-kind support.
Overall, TFN can be confident that it is creating a valuable experience with a substantial positive impact
on the non-profits with whom it works.
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About Social Ventures Australia
SVA is a social purpose organisation that works with partners to improve the lives of people in need.
SVA’s services are designed to scale social impact, helping business, government and philanthropists to
be more effective funders and social purpose organisations to be more effective at delivering services.
For more information about SVA, please see: www.socialventures.com.au

Professional disclosure statement
SVA has prepared this report in good faith on the basis of our research and information available to us at the
date of publication. Information has been obtained from sources that we believe to be reliable and up to date.
No responsibility will be accepted for any error of fact or opinion based on such reliance. This report was
prepared by SVA for the use and benefit of our client for the purpose for which it was provided. SVA does not
accept any liability if this report is used for an alternate purpose from which it was intended, nor to any third
party in respect of this report.
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About The Funding Network Australia
Overview
The Funding Network Australia (TFN) is an Australian non-profit organisation that provides fundraising
and capacity building support for grassroots non-profits. It runs regular live crowdfunding events, at which
social entrepreneurs pitch for support from a philanthropic audience.
At TFN events, presenters share their stories and invite audience members to contribute to their
organisation. Following the pitch, audience members choose to donate to one or more of the non-profits
and in some cases also commit to providing further in-kind support. The collective goal is to raise at least
$10,000 to $15,000 for each organisation. In addition to the fundraising event, non-profits also receive
support from TFN including pitch coaching, marketing and promotion and access to a network of
supports.
In 2017, TFN also launched new fee-for-service based offerings including pitch coaching and ‘WhiteLabel’ events in which TFN supports organisations to carry out their own live crowdfunding events.
Figure 2 - Snapshot of activities to date
Non-profit and social enterprise alumni
Total funds facilitated during and following flagship events
Value of in-kind services facilitated

1

159
$5,964,003
About $1,000,000

Flagship events
(Sydney, Melbourne, Canberra, Brisbane, Perth)

44

Event co-host partnerships with businesses and foundations

50+

Event donors
Fee-for-service pitch coaching

4,065
16 workshops
176 participants

Fee-for-service White-Label events

6 events
$708,369 raised

1

TFN’s ‘Outcomes at a Glance' tracker

February 2018

6

TFN has received a number of awards for its work over the past five years. These are summarised in
Figure 3 below.
Figure 3 - Awards received by TFN
2017 Philanthropy Australia Best Small Grant Award
2017 Pro Bono Australia’s Impact 25
2017 Anthill Smart 100 Innovation Award
2017 Third Sector Awards CEO of the Year

About TFN’s approach
TFN seeks to respond to common barriers faced by grassroots organisations and utilises the power of
storytelling to create connections between non-profits and potential supporters. Below is a summary of the
TFN perspective.

The TFN perspective
Australians are famed for their strong spirit of entrepreneurship. This is particularly
true of individuals coming up with new ways to tackle our most persistent community
problems. However, many of these innovations don’t see the light of day because of a
lack of access to small amounts of funding and resources.
These barriers are limiting our potential for a fairer and more equitable society that
faces a raft of new challenges with the widening divide between the have and have
nots.
TFN has pioneered an inclusive approach that is addressing this issue. We build the
capacity of grassroots non-profits by harnessing the power of storytelling via live
crowdfunding events, then lever these to create deeper donor connections to
community through mentoring, pro-bono services and in-kind support.
The result? We are transforming the way all sectors come together by harnessing an
amalgam of forces – the passion of non-profits, power of corporations, gravitas of
government, advocacy of foundations, and the goodwill of everyday Australians - to
unleash the vast potential of citizen support for communities.
Since running our pilot events in 2013, TFN has challenged the notion that you have
to be wealthy to make a difference. Thousands of people have experienced the power
of collective giving and millions of dollars has been facilitated for grassroots NFPs that
has positively influenced over 50,000 lives.
TFN’s model is based on a theory of change, which outlines an understanding of the key issues faced by
both non-profits and donors wanting to engage in meaningful philanthropy, the activities TFN undertakes in
response and the consequences that can be expected. Below is an extract of TFN’s theory of change for the
non-profits and social enterprises with which it partners.
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Figure 4 - TFN theory of change for non-profits with whom it works

Purpose and design of this evaluation
Purpose
The purpose of this evaluation was to assess the impact TFN has on its non-profit alumni over time. It
aims to answer four key questions to provide a deeper understanding of the multi-dimensional effect of
TFN’s approach:
Figure 5 - Questions answered by this report
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The results provide evidence to test TFN’s theory of change as described in the previous section. Insights
generated through this research will help TFN to pinpoint where it should focus efforts across the next
phase of its growth journey.

Design
TFN commissioned SVA Consulting to undertake an independent evaluation of its impact on its non-profit
alumni. SVA Consulting worked with TFN to design and conduct the evaluation and produce this report.
The evaluation was designed to test and explore TFN’s theory of change for non-profits. This was done
through three key methods:
•

Survey – A survey was issued to all non-profit alumni who had participated in TFN events since
its establishment (excluding those selected for an interview). 60 responses were received (48 per
cent response rate). The survey included a mix of both structured and open-text questions.

•

Exploratory interviews – A total of 19 interviews were conducted with a diverse sample of nonprofit alumni. These were selected to provide a mixture of organisation size, focus area, location
and year in which they presented at a TFN event. The interviews were semi-structured. There
were some set topics within an open format designed to allow for deep exploration of emerging
insights. The first four interviews were conducted together by a TFN and an SVA staff member.
The remainder were conducted by the TFN staff member, with notes and recordings provided to
SVA.

•

TFN operational data – TFN collects data on the donations received and other details of each
event as well as financial and in-kind supports provided after the event (known as leveraged
impact) after its events. This was reviewed and incorporated in the evaluation.

Survey and interview questions were designed to provide an understanding of the overall experience and
impact for non-profit alumni as well as the relative value of specific elements including funding, in-kind
support, networks and relationship building, pitch coaching and marketing and promotions. Open ended
questions were also included to uncover any unexpected insights from respondents. A strong dataset was
obtained which covered over half of all non-profit alumni.

Limitations
This evaluation has three key limitations:
•

Limited to non-profit alumni. TFN sets out to generate impact for non-profit alumni, businesses,
donors and the broader community, however this evaluation only explores the impact for nonprofit organisations who have participated in TFN events. It does not include the impact for
donors or people involved in TFN’s fee-for-service offerings.

•

Limited to direct impact of TFN events and follow-up support. The research does not assess the
impact that TFN’s non-profit alumni have had in their respective communities in terms of
outcomes they achieved or return on investment.
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What was the TFN experience like for nonprofit alumni?
Non-profits have multiple touch-points with TFN during the preparation, execution and follow-up of each
TFN event. These include:
1. Application process: Interested organisations complete a short application form and submit it to
TFN.
2. Shortlisting: TFN shortlists applicants with the aim of identifying grassroots non-profits with
innovative solutions to social problems that align to potential corporate and philanthropic
foundation support and general audience appeal. It also undertakes due-diligence for the shortlisted applicants to ensure they are operating in a responsible manner.
3. Selection-panel interviews: Short-listed applicants are invited to an interview with an independent
selection panel (usually conducted over the phone). Following these interviews, three non-profits
are selected to present.
4. Pitch coaching: Selected presenters attend a half-day pitch coaching workshop run by one of
TFN’s contracted coaches. They receive support to craft concise, high impact messages which
they will deliver at the TFN event.
5. TFN event: Non-profits attend the TFN event and deliver a six minute pitch to a room of
individuals, businesses and philanthropists. Audience members are invited to ask questions and
then choose to donate to one or more of the presenters. They can also register interest in
providing in-kind support and are encouraged to mingle with the presenters afterwards to find out
more.
6. TFN administers the funds and shares information from the night: Non-profits receive the funding
shortly after the event along with a list of potential supporters who have asked to have their
details shared.
7. Reporting and follow-up: TFN stays in touch with the non-profit for at least 12 months following
the event and asks for updates on any further financial or in-kind support received as a result of
TFN connections. At the end of the 12-month period, non-profit alumni are asked to submit a brief
report outlining the impact they have achieved in their communities as a result of the support
provided through TFN. This report goes up on the TFN website along with a video of the pitch.
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The overall experience
Overall, the TFN experience has proved to be both highly enjoyable and impactful for non-profits. The
results in Figure 6 show an average rating of the overall positivity of the experience of 8.9 out of 10. Twothirds of respondents rated it a 9 or 10, indicating an extremely positive experience.
Figure 6 – Survey results: How would you rate your overall experience of presenting
at the TFN event?

When compared to other fundraising processes, TFN was considered to be especially enjoyable and
memorable for non-profits. Survey and interview respondents valued the format and the experience of
presenting at a TFN event.

The process reminded us that raising support and funds can be incredibly
creative and enjoyable. The TFN model reminded us that as we seek to generate
ongoing support for what we are doing we can do so using our best creative
abilities and innovative ideas.
I'm just so grateful for the whole experience of TFN event. All the lead-up during
and afterwards is something I'll never forget. Thank you for the opportunity.
Reflections on the overall experience have remained consistently positive regardless of what year the
respondent presented. There has been a small increase in the average rating since TFN was first
established. This appears to be a positive trend, however it is not possible to assess whether this is due
to a recent time-related bias or whether the experience has actually improved.

Average rating of overall
experience

Figure 7 - Survey results: Change in average ratings of the overall experience over
2
time

8.3

8.4

2013

2014

9.0

2015

9.4

2016

9.0

2017

Year presented

2

Note: Organisations that presented more than once are not included
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Impressions of TFN
Non-profits also valued the opportunity to work with TFN as an organisation. This was validated through
survey results in which the average score was 8.5 and 71 per cent of respondents ranked the experience
of working with TFN as a 9 or 10 out of 10.

They are a wonderful source of confidence. They are so helpful with funding.
They are so there for us even after we are not doing anything.
Fantastic organisation. So professional but have kept their heart.
From our perspective, this was an all-round great experience. From application
through to coaching, pitching and post-event follow-up it has all been excellent.
Overall, respondents found the process of applying, preparing, pitching and reporting to TFN to be
efficient and non-burdensome.

The simplicity of the process and the respect shown to us as a reliable and
credible organisation was refreshing, i.e. not a 20-page arduous application.
Again, reflections have remained fairly consistent regardless of the year that the respondents presented
with TFN, with the exception of a small dip in 2014.
3

Average rating of
working with TFN

Figure 8 - Survey results: Change in average ratings of working with TFN over time

8.5

8.9

8.9

8.8

2015

2016

2017

7.3
2013

2014

Year presented

3

Note: Organisations that presented more than once are not included
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What was the overall impact of TFN on
non-profit alumni?
Overall impact
TFN was shown to have the potential for a transformative impact on non-profit alumni. Most respondents
(68 per cent) stated that it had either a critical or an important impact on their ability to get to where they
are now. The nature of the impact varied for different groups, but all who took part came away feeling that
their involvement led to positive changes within their organisation. Importantly, none of the interview or
survey respondents found it to have an insignificant or negative impact.
Figure 9 - Survey results: Overall, how much of an impact has your involvement with
TFN had on your organisation?

Why did TFN have a ‘critical’ impact on some organisations?
Eight survey respondents described the impact as ‘critical’. Most of these (7 of 8) described reasons
relating to the fundraising benefits. They mentioned that the funding allowed them to do things like sustain
or expand programs, hire staff or cover other operational costs. Another reason given was the
confidence-boosting effect of participating in TFN.

The program in the Whitsundays would not have been possible without TFN.
I would still be working a part time job and running my organisation part time had
it not been for TFN. We would not be having the same impact and we definitely
wouldn't have grown to a team of 4 staff members and 50 volunteers in 12
months without TFN.
Well the timing was amazing. The burst to our confidence, the courage to believe
in ourselves. All terrific.
However, fundraising was not the only benefit mentioned. The non-profit alumni on whom TFN had a
‘critical’ impact typically leveraged multiple benefits from their involvement with TFN. Most of them
developed valuable relationships with multiple potential donors and other supporters at the event. They
were able to draw on these relationships for future fundraising and in-kind support. Many also went on to
use the pitch strategy they’d developed through TFN to guide future fundraising efforts.
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TFN has been a great launchpad for [our] success. The engagement with
stakeholders and funders and the financial contribution to run programs have all
had a very positive impact on our organisation’s ability to positively impact our
communities … There's no doubt that TFN has been invaluable to the growth,
reach and impact of the organisation.
These findings were confirmed through interview findings, where multiple respondents described the
combined effect of the financial and other aspects of TFN as the reason behind the overall impact.

I said before it's not just about raising money it's about the whole end to end
process of defining who we really are... It's given us tools and learnings and
structure [that] we couldn't get from any other source. That's just the effect on the
organisation. Then you have the effect on the scholars… a number of scholars
have been given a chance to achieve their potential through their education with
the funding that was provided through TFN.

For whom was the impact ‘critical’?
The non-profit alumni who found TFN to be ‘critical’ to their success were more likely to be small,
grassroots organisations generating under $100,000 in annual revenue at the time of the event. Many of
them have grown substantially since then. Some explained that they were operating under very tight
financial and operational constraints before the TFN opportunity emerged, hence the fundraising and
extra support made a major difference to their ability to continue and/or grow.
Figure 10 - Size of organisations that described TFN's impact as ‘critical’

The survey findings were validated through the interview conversations, where respondents often
described the outcomes with phrases such as “seed funding” and “angel-investment”. Phrases used to
describe the impact included “seismic and transformative”, “came at the right time” and “changed our
trajectory”. Respondents commonly stated that they would recommend it for other small organisations.

It’s like TFN attaches a rocket ship to little non-profits. It helped us grow
dramatically – we’ve achieved 150 per cent compound growth over 3 years.
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It's been pivotal seed funding for us and gives us the opportunity to prove or
disprove the efficacy of what we're doing… I think it’s a terrific model to involve
other people and giving them a chance to see what the calibre of the organisation
is, who its staff are and what our view is… I hope that TFN continues to grow and
keeps supporting these smaller organisations.
It's been extraordinary. It was a point that sent us on a different (and improved)
trajectory. It confirmed to us that we were doing something valuable and
worthwhile… When I look back, TFN was a big part of that confidence building
and introducing us to other fundraising bodies.

Under what circumstances was TFN’s impact less significant?
It is important to note that no respondents found the TFN experience to be insignificant. However, around
one-third found it had only a moderate impact. Those who described the impact as ‘moderate’ explained
that TFN was just one part of a larger solution to their overall needs (but not the most critical) or that they
had hoped to get more out of the experience but the benefits did not extend beyond the funds raised at
the event itself. The respondents still found value in the experience, but it was not a game-changer.

We would still be doing what we are doing without but it has really added value to
us and also helped with our sense of confidence, purpose.
Around one-third (7 of 18) of the ‘moderate’ respondents explained that they used the funding obtained
through TFN to cover a specific project, but they did not experience other benefits outside of this.

The funding we received was for a specific project however did not impact on the
struggle we have to gain funds for operating costs of our general program.
Whilst the amount raised on the night was significant for the particular project we
pitched for, overall it was a very small amount of our overall revenue. We're still
hoping that a relationship we made on the evening might become more
significant over time.
Around another third (5 of 18) explained that they intended to generate stronger connections with funders
and supporters through the TFN event, but that they either struggled to make these connections in the
first place or were not able to make them last.

We would love the impact to be more substantial, but did not have any framework
for staying connected with donors from the night.
It has been successful but required more work on our end to really drive it and
get the most out of the experience. We let ourselves down.
Others (4 of 18) explained that they still experience significant operational challenges, either in terms of
ongoing financial sustainability or internal capacity, which were not impacted by their experience with
TFN.
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[We] need further funding to develop internal capacity to build sustainability and
cope with funding requirements.
The organisation is still challenged in its financial sustainability.
There was no strong correlation between the size or age of the organisation and the ‘moderate’
assessment of impact. Rather, it appeared to depend on other organisational factors or environmental
circumstances.

How did individual elements of TFN
contribute to the overall impact?
Overview
Which elements were most beneficial?
Survey respondents were asked to rank the relative benefit of different elements of the TFN experience,
in the aim of understanding which elements have the strongest contribution to the overall impact. The
results show that the funds received through TFN were the most highly ranked element, which is not
surprising given the focus of the events. However, they also show that other elements, particularly the
access to new networks and pitch coaching, were also very highly valued and sometimes over the money
itself.
Figure 11 – Survey results: What were the most beneficial aspects of working with
TFN and participating in the TFN event? (Please rank)

What was the relative value of each element?
The above results were further tested during the interviews, where respondents were asked to indicate
the relative value of different elements of the TFN event experience by allocating a total of 100 points
across any number of items. For example, an interviewee might say that the funds were worth about half
of the total value of the experience (50 points), pitch coaching was worth a quarter (25 points) and the
relationships they gained were another quarter (25 points). The purpose of this exercise was to
understand how much each of these elements contributes to the overall impact – i.e. their relative value.
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Interviewees were not given a set list of elements from which to assign points, rather they could include
anything that they deemed a valuable component of the overall experience. Hence, the categories of
topics in the chart below do not exactly match those in the survey results above. Some unexpected topics
were raised in interviews such as the benefits for a specific end-beneficiary who participated in the pitch
and the general excitement and “buzz” created by the event. However, the key themes were consistent,
with the most common items mentioned being fundraising, capacity building (including pitch coaching)
and relationship building.

The chart below shows the breakdown of the total points assigned by all interviewees. Importantly, this
exercise shows that the fundraising component, while very valuable, was only responsible for about half
of the overall impact for non-profit alumni. This indicates that the non-monetary benefits that non-profits
get out of the TFN experience are worth about as much as the funds themselves.
Figure 12 - Interview findings: Relative value of TFN elements (as assigned by
interview respondents)

The rest of this section will explore each element of TFN’s support individually.

Value of fundraising
Unsurprisingly, fundraising is considered the single most valuable element of the TFN experience. Nonprofit alumni explained that the funds they received through TFN helped to cover program costs, hire new
staff and/or provide “breathing room” with regards to operational budgets.

The funding enabled some very talented young people to be paid for their hard
work.
The funds received contributed to ongoing costs, we get it from wherever we can.
[The funds] changed the whole game for us. We were operating [our food
donation program] out of a borrowed shed. It was massive for us - we had a
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lease but had no fit out. The funds went to fitting out the space. It's been critical.
We run six days a week there.
Survey and interview respondents described the experience of fundraising through TFN to be much more
satisfactory than typical grants processes. The timing and speed was considered to be very helpful. They
also valued the flexibility with which funds could be used – allowing them to put resources towards areas
of greatest need within their own organisation.

The process reminded us that raising support and funds can be incredibly
creative and enjoyable… Whereas typically raising funds can involve fairly dry
grant applications etc, this was a great example of how to engage people's
hearts, talents and finances through a highly creative and exhilarating
experience.
TFN's support for the particular project that we funded was very important at the
time - and it was very important to have it funded at that particular point in time.
The project is amazing, it raises awareness and funds in one go for organisations
who don't need to write a full grant application or apply for a loan. Thank you so
much.

While all non-profit alumni received funds after they pitched at a TFN event, a smaller portion (38 per
cent) also went on to receive further funding through connections made at the event, as shown in Figure
13.
Figure 13 - Survey results: Did you receive any funding afterwards, through
connections made during the event?

For survey respondents who did raise funds with TFN contacts after the event, the median amount
described was about $10,000 and the maximum was around $400,000. TFN also tracks the funds that its
non-profit alumni receive as a result of connections made at their events (known as ‘leveraged funding’)
for a period of 12 months. According to TFN’s data, the total leveraged funding raised by non-profit
4
alumni since 2013 was approximately $1.5 million (which is around $9,000 per organisation) .

4

According to TFN’s ‘Outcomes at a Glance’ tracker
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The non-profit alumni interviewed during the evaluation felt that the investment required from them was
appropriate compared to the financial benefit received. The level of reporting and follow-up required from
TFN was considered to be relatively simple in comparison to other fundraising programs.

The process was fine. It was reasonable. But even if it took 1000 hours it would
have been worth it!
We’re small so we don’t have a lot of resources to fill in applications. We miss out
on a lot of grant applications, but this was manageable.
It was a really straightforward process.

Value of networks and relationships
Networking and relationship building was considered the second most valuable element of the TFN
experience overall. Almost all respondents stated that they made lasting connections as a result of their
participation and over half of these considered these relationships to be “extremely valuable” or “very
valuable”.
The relationships formed through TFN had the potential to lead to transformational effects for non-profit
alumni. Multiple respondents provided stories of very high-impact connections made through TFN.

Following our TFN presentation we met a number of other people via
introductions from people at the event. These people, including those in the
audience on the night, have gone on to become our major donors… We have
also been put forward for a number of opportunities we would not have come
across had it not been for the people we met at TFN.
The power of the network and their ability to work together to advocate for us has
been so significant. We've tripled our operations this year and doubled our staff.
Although the potential was there, not all organisations benefited from the relationship-building aspect of
the TFN experience. Survey and interview comments suggested that some non-profit alumni struggled to
maintain or leverage connections with potential supporters. They cited an absence of a framework for
staying connected or lack of response when they did try to reach out as reasons for why this occurred.

The response on the night was amazing but we really have not had much in the
form of relationship of network post event other than a few emails of support.
We would love the impact to be more substantial, but did not have any framework
for staying connected with donors from the night.
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Figure 14 - Survey results: How valuable were the relationships and networks you
gained through The Funding Network?

Value of capacity building (including pitch coaching)
The learning and capacity building aspect was consistently mentioned as a high-value component of the
overall TFN experience. Survey and interview results put this slightly behind the relationship building
element, coming in as the third highest ranked element of participation in TFN. Pitch coaching appeared
to be the most important component of this.
Overall, respondents found pitch coaching to be a very positive and worthwhile experience. The survey
results show a notable shift in confidence from before the pitch coaching to after pitch coaching, as
shown in the following chart (Figure 15).
Figure 15 – Survey results: How confident were you in 'pitching' your idea / your
organisation before and after the pitch coaching and support from TFN?

The coaches working with TFN appeared to be largely responsible for this positive reaction. Multiple
people remembered their coach and called them out by name.

The overall coaching and preparation experience was far more beneficial than we
ever imagined it to be. To finesse our pitch - in length, suitability for target
audience, and punch - is a real art and the coaching from Rob was invaluable.
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The experience of coaching was one of the best I have had in my life and I am 79
years of age. Rob is a tour de force.
It was very good…. Don is someone who has spent a lot of time public speaking
and on TV.
Duncan was brilliant to work with - cannot speak highly enough of him.
Some respondents found pitch coaching to be especially valuable.

The unique TFN pitching platform is an invaluable experience and gave me as
Founder tools and confidence in presenting an elevator pitch to strangers.
Comments from survey and interview respondents suggest that circumstances in which pitch coaching
could be especially useful included when an organisation was trying to communicate an unfamiliar or
‘hard’ message, when it could be used as an opportunity to upskill key people within the organisation and
when it could be used to craft a message that could be re-used over time.

They helped us to craft a compelling story which truly shared our impact, our
points of difference and the emotions of our outcomes in a succinct way. We use
this script and knowledge still to this day.
The coaching gave useful tips in how to 'sell' a hard message - and this is useful
beyond TFN. In doing the pitch we were able to create better awareness across a
group of people that we usually find hard to access about the topic (because a lot
of people think it does not happen here).
The pitching itself was a really pivotal learning experience in my journey as an
entrepreneur. I will always remember it and credit it as a significant milestone in
my growth as a change-maker and business person.
Those who found less value in pitch coaching (i.e. ranked it lowest) still tended to enjoy the experience.
Only one survey respondent stated, “I didn't find the pitch coach that helpful” and one interview
respondent felt that “it should not be mandated” for those who already have experience. Others felt that
even if they already had experience or were confident in their approach, they still benefited from the
opportunity to practice and refine their message with a qualified coach.

As they say... practice makes perfect! Always good to get feedback on
presentations techniques and styles and also to recalibrate with the purpose and
storytelling element of the organisation.
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While pitch coaching was the most often mentioned capacity building element of the TFN experience,
some respondents also called out broader learning opportunities generated by their participation.

I felt that the interview process and application was super helpful and I learnt a lot
for future applications.
[TFN provided] the ability to learn and share experiences with fellow
organisations pursuing various causes but facing similar challenges.

Value of marketing and promotions
For most, ongoing marketing and promotion from TFN was a ‘nice-to-have’, but not a huge part of the
TFN impact. In relation to other elements of the TFN experience, it was ranked low. However, for some, it
had a substantial benefit. A few respondents provided examples where they were able to access new
audiences as a result of TFN’s promotional effect and use this to raise awareness of their organisation
and cause.

The article in Saturday’s Sydney Morning Herald was an experience we would
never have received from our country town.
The marketing and promotion from TFN added huge value for new potential
supporters to gain insights and background into our brand.
The increasing name recognition through marketing and promotion from TFN
was supportive.
Most non-profits also noticed a positive effect from their association with TFN in terms of their credibility
with donors. For small non-profits, this association was significant in that it allowed access to new
connections that would have otherwise been out of reach. These findings are demonstrated in the chart
and quotes below.

There is a level of credibility that comes from 'we've pitched at TFN'. Connection
to donors has been amazing and it's meant that we have been able to increase
our social impact and reach of our work.
TFN is a well-recognised network and certainly lifts profile, especially for small
organisations that have little to no access to big corporate audiences.
The session enabled us to raise awareness and to gauge the level of interest and
support from people with the means to support it. The interest shown gave us the
confidence to proceed in the expectation that there will be ongoing interest in
what we are trying to achieve.
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Figure 16 - Survey results: Do you feel that association with TFN has helped to
increase your credibility with donors?

Value of in-kind donations
Two-thirds of survey respondents stated that they received some form of in-kind support as a result of
connections made at a TFN event. This is consistent with data collected by TFN which tracks in-kind
donations received for up to 12 months after an event, and shows that around $1 million worth of in-kind
support has been received by non-profit alumni since 2013. However, comments from survey and
interview respondents suggest that the quality and impact of these donations varied. Presumably it is this
inconsistency which led respondents to rate in-kind supports as a lower ranking element of the TFN
experience.
The evaluation findings demonstrated that in-kind supports have the potential to be a valuable part of the
TFN experience, particularly when organisations have the tools and capabilities to make the most of the
opportunity. As seen in the chart below, 30 per cent of respondents stated that they received in-kind
donations that were “extremely valuable” or “very valuable”. In-kind supports from professional
organisations and individuals appeared to have the most benefit, according to comments made by
respondents. In several cases, this included the addition of a new board member.

KPMG have also provided us pro-bono support in terms of using their training
rooms, several of their staff have become volunteer mentors with us, and they
have given us advice on important GST matters for our organisation, as well. We
are very grateful for this partnership connection, is has made a big impact in an
organisation like ours.
An audience member facilitated a full day strategy session for our team during
another trip we made to Sydney.
The most valuable [connection we made] has been the addition of a new Board
member who has stayed on the Board after our restructure and is committed to
helping [us] obtain funding and exposure to people who can help us in various
ways.
Despite their potential for impact, most organisations stated that they did not receive in-kind support at all
or did not find the supports they did receive to be very valuable. In some cases, this might have been a
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terminology issue (e.g. it is unclear whether some respondents recognised board membership as an inkind donation). However, there were also some clear issues which prevented non-profit alumni from
benefiting from in-kind supports. These included an inability to find the right type of support and an
inability to maintain follow-up from potential supporters.

Obtaining DGR status proved horrifically challenging… We still struggle with
admin side of our organisation. Many people want to volunteer artistic support but
not admin and accounting help…. We were disappointed that we were not able to
expand our volunteer base in the areas where we need it.
Though we did have limited access to the supporters, upon contacting them we
had no further contact ...
We were not really able to benefit from much else as we are too small and rely
solely on volunteers. We couldn't work quickly enough and our volunteers did not
have enough capacity to follow through with much of the help on offer. Our work
with [a large IT company] seemed to be largely wasted because key people left
and went to other organisations.
Figure 17 - Survey results: How valuable were the in-kind donations and supports
received as a result of the event?

Impact for end beneficiaries
This evaluation demonstrates that TFN has significant outcomes for the non-profits alumni it supports,
most of which are grassroots organisations with strong ties to the local communities in which they work.
TFN focuses on supporting grassroots organisations because it contends that they are often in the best
position to understand and address the systemic forces at the root of community problems. They state
that grassroots organisations, in comparison to big non-governmental organisations, have lower operating
costs because of how embedded they are in their communities.
While not tested in this evaluation, qualitative evidence obtained through the surveys and interviews
suggests that most non-profit alumni put the funding and other supports obtained through TFN directly
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towards running programs in their communities. Furthermore, the impact reports collected by TFN
5
demonstrate that its alumni are achieving outcomes for end-beneficiaries .
In future, it would be useful to undertake further evaluation to understand the broader impact of TFN,
including outcomes for end-beneficiaries.

5

TFN Alumni Impact Reports, https://www.thefundingnetwork.com.au/impact/tfn-alumni/alumni-directory/
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What are the implications of the findings
What’s working well for non-profits so far?
TFN is a positive experience that offers more than funding
The evaluation shows that TFN is a highly enjoyable, impactful experience for participating non-profit
organisations. The fundraising component is particularly valuable, with non-profit alumni stating that they
received much needed funds to sustain or expand programs, meet operational costs and/or protect
against financial risks. However, the evaluation demonstrates that non-profits get much more out of their
experience than just financial gains. Non-profit alumni typically valued the other non-monetary elements
of the TFN experience to be equally valuable (in combination) to the fundraising benefit itself.

The overall impact for non-profits is substantial
A majority of non-profit alumni found that the impact of TFN was either critical or important to their
organisation, meaning they either wouldn’t be where they are now or it would’ve been much harder to get
there without TFN. Even for alumni who experienced a more moderate impact, they still noted positive
outcomes for specific programs or a contribution to their overall financial or organisational sustainability.
None of the organisations that participated in the survey or interviews experienced an insignificant or
negative impact.

Networking and relationship building can have significant impact
Many non-profit alumni have received substantial benefits from the relationships formed through TFN.
These relationships have influenced the way they operate (e.g. through new board members) and
contributed to their overall growth trajectory (e.g. through further funding opportunities). Some
organisations have used these connections to transform their whole organisation and dramatically
increase the amount of work they are able to do in their communities. For some, these networks are
worth even more than the actual funds received through TFN.

TFN creates a learning experience for non-profits, particularly through the
pitch coaching component
The pitch coaching experience is almost universally praised as one of the highlights of the TFN
experience. The coaches selected by TFN have a significant impact on this positive experience. TFN
provides a learning opportunity in which non-profits can craft a message which clearly conveys their
purpose and resonates with potential supporters. Moreover, the pitching experience creates an important
confidence boost and provides encouragement to participants.

What could be improved?
Some non-profits would benefit from support maintaining connections
Not all non-profit alumni are benefitting from relationships formed through TFN. For those that are not
benefitting, it is largely due to inability to maintain contact with potential supporters. TFN could increase
the impact for these non-profits by providing follow-up support or guidance to assist organisations to stay
in touch with potential supporters from the event.

Structures around in-kind support could lead to greater impact
Non-profits who either did not receive in-kind support or did not find value in the in-kind support they did
received tended to struggle either to find the right people or to maintain contact after the event. TFN could
increase the impact for these non-profits by providing support to link up to professional organisations or
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individuals. It could also provide guidance to support these non-profits to stay in touch and follow-up on
offers for assistance.

Minor process improvements could enhance the experience even further
Overall, non-profits found the process of engaging with TFN to be very positive. However, there were
some recommendations for process improvements which could enhance the overall experience. Most of
these related to providing stronger post-event support. Other suggestions included providing more
information about the presenters to audience members (e.g. a fact sheet), facilitating connections across
the alumni network and inviting organisations to do a second pitch. There was also a recommendation to
considering events in new locations (e.g. Northern Territory). These should be reviewed by TFN in more
detail.
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Appendices
1. Survey questionnaire
2. Interview guide (Note: Used as a guide only. Interview format was semi-structured.)
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Survey questionnaire
Start of Block: Introduction page
Social Ventures Australia (SVA) is working with The Funding Network to undertake an independent
evaluation of its impact on its non-profit partners. As an alumni member, we'd love to hear your feedback
on how working with The Funding Network helped you achieve your goals.
This anonymous 10-minute survey will help The Funding Network to understand:
•

What is working well?

•

What things should they do more? What should they do less?

•

How can they improve?

Your stories and insights will help The Funding Network to better understand its impact and help shape
how it supports you and future partners in the years to come.
Thanks in advance for your contributions. Please contact Hanna Cihal, consultant at Social Ventures
Australia (hcihal@socialventures.com.au), if you have any questions.

Start of Block: Tell us about your organisation
1 What year was your organisation established?

________________________________________________________________

2 How big was your organisation (by annual revenue) at the time that you presented?

o
o
o
o
o
o

Less than $100k
$100k - $249k
$250k - $499k
$500k - $749k
$750k - $1 million
More than $1 million
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3 How big is your organisation now?

o
o
o
o
o
o

Less than $100k
$100k - $249k
$250k - $499k
$500k - $749k
$750k - $1 million
More than $1 million

4 What year did you present at a TFN event?
(Select all that apply)

▢
▢
▢
▢
▢

2013
2014
2015
2016
2017
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5 How would you rate your overall experience of presenting at the TFN event?
(1=Terrible, 10=Incredible)

o
o
o
o
o
o
o
o
o
o

1
2
3
4
5
6
7
8
9
10
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6 How would you rate your experience of working with TFN (before, during and after the event)?
(1=Terrible, 10=Incredible)

o
o
o
o
o
o
o
o
o
o

1
2
3
4
5
6
7
8
9
10

7 What were the most beneficial aspects of working with TFN and participating in the TFN event?
(Please rank from 1 to 7, with 1 being the most beneficial and 7 being the least beneficial.)
______ Funds received
______ In-kind donations
______ Access to new supporter base and networks
______ Opportunity to raise awareness of our key issues
______ The overall pitching experience (including coaching)
______ Marketing and promotion from TFN
______ Changes in our confidence and credibility as an organisation

8 Please explain your top 3 choices.
(Include relevant context if possible. For example, what would have happened without the funding
received? Were there any responses that were not relevant to you?)

________________________________________________________________
________________________________________________________________
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9 What were some of the other benefits of your experience with TFN? Why were they important to
you and your organisation?

________________________________________________________________
________________________________________________________________
Start of Block: Tell us about the relationships you developed through TFN
10 Did you meet any new people through the TFN event that you continued to work with
afterwards?
(Tick all statements that are true for you. )

▢
▢
▢
▢
▢
▢
▢

I met people who became donors of my organisation
I met people who became supporters of my organisation (in ways other than monetary donations)
I met people who have introduced me to others in their networks
I kept up relationships with the other presenters from my event
I met people who have helped spread our message
Other - I met people that I continued to work with, but they don't fall into the above categories
I haven't kept in touch with any people from the TFN event

10a If you selected 'other' in the prior question - can you please describe?

________________________________________________________________
Start of Block: Block 10

11 How many of each of these types of relationships did you develop through the event?
(Include your best estimate)
I met people who became donors of my organisation : _______
I met people who became supporters of my organisation (in ways other than monetary donations) :
_______
I met people who have introduced me to others in their networks : _______
I kept up relationships with the other presenters from my event : _______
I met people who have helped spread our message : _______
Other - I met people that I continued to work with, but they don't fall into the above categories : _______
I haven't kept in touch with any people from the TFN event : _______
Total : ________
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Start of Block: Tell us about the relationships and networks gained
12 How valuable were the relationships and networks you gained through The Funding Network?

o
o
o

Extremely valuable - These connections have completely changed things for our organisation
Very valuable - We have benefitted from these connections in several ways

Somewhat valuable - We have had some benefits from these connections, but they have not
been substantial

o
o

Not very valuable - These connections have been unhelpful or inconsequential
We did not build any lasting connections as a result of The Funding Network

13 Can you provide a story about a beneficial relationship you formed as a result of a TFN event?
(Optional)

________________________________________________________________
________________________________________________________________
Start of Block: Tell us about the donations your received
14 How valuable were the financial donations received as a result of the event (either at the event
or through connections made during the event)?

o

Extremely valuable - My organisation received enough funding that we were able to significantly
expand our work

o

Very valuable - My organisation received enough funding to contribute to financial viability of our
existing work and/or to expand some aspects of our work

o

Somewhat valuable - My organisation received some funding which made a limited contribution
to the financial viability of our existing work

o

Not very valuable - My organisation received a small amount of funding, but it didn't have a major
impact on our finances
15a About how much funding did you receive at the event?
(If you can't remember or you're not sure, just include your best estimate.)

________________________________________________________________
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15b Did you receive any funding afterwards, through connections made during the event?
(Please include an estimate of the amount and how this occurred, e.g. grants, sponsorships, etc.)

o
o

Yes (Please describe) ________________________________________________
No

16 How valuable were the in-kind donations and supports received as a result of the event?

o

Extremely valuable - The in-kind support we received had a major positive impact on our
organisation's strength and/or the work we do

o

Very valuable - The in-kind support we received had some positive impacts on our organisation's
strength and/or the work we do

o

Somewhat valuable - The in-kind support we received impacted a few areas of our
organisation/work but was not substantial

o
o

Not very valuable - The in-kind support we received was unhelpful or inconsequential
We did not receive any in-kind support as a result of the event

Start of Block: Tell us about your pitching experience

17 How confident were you in 'pitching' your idea / your organisation BEFORE you approached
TFN?

o
o

Extremely confident - I knew exactly what to say and do and knew it would be effective

Very confident - I had a strong idea of what to do and say and thought it would probably be
effective

o

Somewhat confident - I had some idea of what to do and say but wasn't sure how effective it
would be

o
o

Not very confident - I didn't really know what to do or say
Not confident at all - I had no idea what I was doing
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18 How confident were you in 'pitching' your idea / your organisation AFTER the pitch coaching
and support from TFN?

o
o

Extremely confident - I knew exactly what to say and do and knew it would be effective

Very confident - I had a strong idea of what to do and say and thought it would probably be
effective

o

Somewhat confident - I had some idea of what to do and say but wasn't sure how effective it
would be

o
o

Not very confident - I still didn't really know what to do or say
Not confident at all - I still had no idea what I was doing

19 What impact did the experience of pitch coaching and presenting have on your ability to
articulate the 'story' of your organisation? Did it help you to access support from donors /
others?

________________________________________________________________
________________________________________________________________
Start of Block: Tell us about the marketing and promotions provided by TFN
20 How valuable have the marketing and promotion provided by TFN been for your organisation?

o

Extremely valuable - We have experienced a substantial increase in awareness of our
organisation

o
o

Very valuable - We have experienced a noticeable increase in awareness of our organisation

Somewhat valuable - We have experienced some increase in awareness, but it has not been
significant

o

Not very valuable - We have not noticed much change in awareness of our organisation

21 Do you feel that association with TFN has helped to increase your credibility with donors?

o
o
o

Yes
No
I'm not sure

Start of Block: Tell us about the overall impact TFN has had for your organisation
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22 Overall, how much of an impact has your involvement with TFN had on your organisation?

o
o

Critical - We wouldn't be where we are now without it

Important - We might have got to where we are now, but it would've been a lot harder without
TFN

o
o

Moderate - We have benefitted somewhat, but the impact hasn't been substantial
Insignificant - We have not experienced much of an impact

23 Please describe the reason for your answer above.

________________________________________________________________
________________________________________________________________

24 Is there anything TFN could do to improve?

________________________________________________________________
________________________________________________________________

25 Do you have any other comments?

________________________________________________________________
________________________________________________________________
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Interview guide
PRE-INTERVIEW - Introduction
Background to the evaluation:
•

As The Funding Network approaches its fifth year, we are taking the opportunity to evaluate the
impact of TFN for the non-profit partners that have presented at its events.

•

TFN is working with Social Ventures Australia to undertake this research and will produce an
impact evaluation report later in the year which outlines the findings.

Who am I/are we?
•

SVA is a non-profit organisation that provides funding, investment and advice for social purpose
organisations. SVA was engaged to work with TFN to do this evaluation. Hanna is on the project
team and will be writing the report.

•

Tom is a new staff member of TFN. He has been brought on as the non-profit manager. He
wasn’t a part of the previous events, so even though he’s a part of TFN he also brings an
independent perspective. Feel free to share your open and honest feedback.

What we’re looking for from you:
•

We want to hear about your experience! We have a few basic questions to guide our chat, but
overall this is just a conversation to hear more from you about what the overall impact TFN has
had for you.

•

We’ve booked in one hour, but we might finish early.

•

Note: We’re recording this interview just for note-taking purposes. Is that ok?

INTERVIEW QUESTIONS
QUESTION 1 – Tell us a little about your experience with TFN.
Potential prompts:
• What year was it?
• How did you hear about TFN?
• What was the application and pre-selection process like?
• What was the pitch coaching and preparation like?
• What was the experience like on the night?
• What did you expect to happen versus what actually happened?
QUESTION 2 – What were the best things about working with TFN? Why?
Potential prompts:
• The funding received at the event
• The funding received after the event
• In-kind donations
• Access to a new supporter base and networks
• Increased awareness of my organisation and its cause
• Pitch coaching and experience
• Meeting like-minded organisations
• New knowledge and skills
• Marketing and promotions provided by TFN
• Changes in our confidence and credibility as an organisation
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QUESTION 2A – If you had 100 points to allocate across the different aspects you just
mentioned, how much value would you place on each one?
QUESTION 3 – What would’ve made the experience better for you?
Potential prompts:
• What could’ve been improved? The application process, pitch coaching and preparation, the
event coordination, follow-up?
• What would you have liked to know then that you know now?
QUESTION 4 – Did you meet any new people through the TFN event that you have continued to
work with afterwards? Tell us more about that.
Potential prompts – did you:
Meet people who became donors
•
Meet people who became supporters (in ways other than monetary donations)
•
Meet people who have introduced you to others in their networks
•
Keep up relationships with the other presenters from the event
•
Meet people who have helped spread your message
•
QUESTION 5 – What did the donations you received through TFN mean for you?
Potential prompts:
• How valuable were the funds received?
• How valuable were in-kind donations?
• What did these mean for your organisation? Did you expand/change/etc?
• What have the longer-term benefits been?
QUESTION 6 – How did the pitching experience impact you? Did this change the way you felt
about presenting or sharing your organisation’s story with others?
Potential prompts:
• Did your confidence change from before to after the coaching, event, etc.
• How did the donors react to your pitch?
• What impact did this have for you?
QUESTION 7 – How did TFN’s marketing and promotion affect your organisation?
Potential prompts:
• How did this affect awareness of your organisation?
• Did your relationship with TFN help to build credibility with donors?
QUESTION 8 – Tell us about the overall impact TFN has had for your organisation
Potential prompts:
• Where were you then and where are you now? How much of that is due to TFN?

February 2018

40

