
Question you need to ask

What can we do, as an organization, to really take us to the next level? 
And if money was not a concern? 

A year round public market? 
A year round programmed public plaza? 

A stronger website and marketing materials? 
A conference center?



Sometimes we get stuck

Marketing what we have with whatever  
resources we can scrounge up. 

Also: Product sells itself.

The challenge



#1: Finding money

Where we need money



Product development (local bricks & mortar projects)  

Events (production, marketing, insurance, etc.)



Operations (staffing, overhead, ongoing operations)

1. Projects 
2. Events 
3. Operations



How we typically get funded
- Memberships 
- Ad sales in guides, directories and other publications, online 
- Fundraising events (banquets, auctions)

Panhandling (sending out letters, emails, in-person begging)



The challenge
You and everyone else, 
locally, are doing the 
same thing.

How long can 
you keep going 
after the same 
pot of money?

Sad fact



The average Executive Director spends 80% of his or her time dealing with 
membership issues and raising money.



Ten types of funding for 
projects, events, & marketing.10

We are NOT going to cover

Memberships 
Ad sales 

Panhandling



We ARE going to cover

1. Crowdfunding 
2. Lotteries, raffles, contests & games 
3. Sponsorships 
4. Donation programs 
5. Grants & public funding 
6. Foundations & corporate giving programs 
7. Philanthropic & naming rights 
8. Tourism Business Improvement Districts 
9. Downtown Business Improvement Districts 
10. What to do with all of this

Crowdfunding1



Crowdfunding

Almost exclusively used for specific projects 
with specific outcomes and predetermined costs. 

Creative endeavors  
Start-ups 

New products 
Personal needs 
Civic projects



Word of caution

Civic crowdfunding should not be the solution for all civic projects. 
It doesn’t allow for input from the “investors”.

The participants

Project initiator (You!) 
Supporting people & organizations (The funders) 

Moderator (The platform you use)



Funding moderators

Kickstarter: Creative/business/some civic 
Go Fund Me: Personal projects like film 
Indiegogo: Film & creative projects 
Crowd rise: Events (often with rewards) 
AngelList: Startup businesses 
InvestedIn: Services to build crowdfunding site 
StartSomeGood: Benefiting social good 
Razoo: Non-profits 
Fundly: Platform (your own crowdfunding site)



What to do

Dig around through each of these. 
Watch the videos. 

Look at what they say and do. 
Read the updates. 

Find projects YOU’RE tempted to fund. 
Then copy them.













Funding moderators for civic organizations

Neighborly: You can invest in public projects: a loan provider 
Spacehive: For our friends in the United Kingdom 
Citizinvestor: Events & civic projects









Remember

Marketing will bring us to you once. 
Product brings us back. 

Sustainable success is built on product, not marketing.

What to do with Crowdfunding



List your projects: be creative! 
Don’t think small! 

Plan on perhaps four each year 
Do a five to ten year list.

STEP

1

Dig in: 
How much will it cost? 
How long will it take? 

How, specifically, will the money be used? 
Who’s in charge?

STEP

2



Educate your locals about crowdfunding: 
Creative individuals, small businesses, event organizations, 

& local stakeholders

STEP

3

Find your platform: your “moderator”

STEP

4



If you want your own website





Our recommendation

Use a platform already out there. 
You will have MUCH bigger reach.

Our picks

citizinvestor.com 
ioby.org 

kickstarter.com 
crowdrise.com



What you need to know

Costs range from 3% to 10% of the funds. 
IOBY also has a $35 fee. 

Campaigns: 60 days to seven months

Create video and photographic content 
Evoke emotion! 

Write it up! Look at others. 
Offer incentives to donors

STEP

5



Get it out there! 
Showcase it at auxiliary organizations, neighborhood groups, 

local clubs, civic organizations

STEP

6

Update it! 
Have someone charged with following it daily.

STEP

7



If you don’t raise enough money, nobody pays. 
No harm, no foul.

STEP

8

Lotteries, raffles, contests and games2



Chase the Ace, Crown the King, or Jig the Joker

Legion & Inverness Cottage Workshop 
$5 per ticket

Who

Cost
How it works - 20% of the weeks’ ticket sales goes to the name 

drawn. You have to be present to win.  
- 30% goes into a pot for the winner who draws the 

ace of spades. This builds until there’s a winner. 
- 50% goes to the organization after expenses.













Donelda MacAskill  
Englishtown, NS 
Won $1,771,256



Bottom line

Royal Canadian Legion & 
Inverness Cottage Workshop 

$1.27 million each

The organizations

Outcome

Bonus outcomes

People fell in love with Inverness 
National & international exposure 

Incredible positive press 

The most in tourism spending on 
Cape Breton in perhaps decades 

Local businesses broke records, 
new investment now coming

The fallout



Social games of chance

Lotteries 

Raffles 

Bingo and other games 
Casino nights, poker nights

An easy idea

50-50 Raffles: Winner gets 50%



Facebook: 
RaffleTicketGuy



What to do with games of chance

Narrow down what you want the money for. 
The more charitable, the easier it is to get started. 

Set the goal. Make it realistic. Make it real.

STEP

1



Look at all the various options and ideas. 
See what works, what doesn’t. 

Contact others who’ve done this type of fund-raising to get 
the do’s and don’ts.

STEP

2

Contact your state/provincial regulating agency. 
Google the rules and regulations. 

Get registered.

STEP

3



These are regulated by state and province

Gambling commission [state/province] 
Charitable games 
Charitable game regulations 
Games of chance regulations 

Google

raffle-tickets.us



Get the word out. 
Social media, press releases, PSA’s, word of mouth 

Local advertising - promote the potential reward 
As the pot grows, step up the awareness

STEP

4

Recruit champions. 
Make it fun! 

Sell it outside the community. 
Stay on top of it!

STEP

5



Once it’s over, let everyone know 
what you are doing with the money. 

And the outcome, when you know it.

STEP

6

Sponsorships & marketing partnerships3



bit.ly/findsponsors

The project:  
Washington State Special Olympics 

A one-day fundraising event



NOTE: 
This was 1986 

There was no social media!

We decided to do a 24-hour dance marathon 
in Seattle Center. 

We got the Center to donate Center House.

STEP

1



We got a top-rated radio personality and a news anchor to 
host one hour each. 

Then we leveraged those two to get others. 
We got commitments from all major network TV stations (6) 
and 12 top-rated radio stations (drive-time personalities), 

and six sports superstars. 

STEP

2

We also got commitments that they would promote it during 
their radio shows or during prime-time local newscasts. 

And we needed a corporate partner to distribute 
Registration & sponsor forms.

STEP

3



Got 7-11 stores and McDonald’s.

STEP

4

Now we needed to “sell” it.

STEP

5





Outcome

It was the largest single-day fundraising 
event in Washington State Special Olympics 

history for many years. 

$125,000 (1986 dollars)

What to do if you need help

Google: “Sponsorship Brokers” 
or “Sponsorship Agencies” 

Some work on commission.



Donation “programs”4



Dollar a Day for Conservation

Alaska Wilderness Recreation & Tourism Association

35 outfitters and guides 

$1 per day of their trip 

To environmental groups as grants 
More than $25,000 the first year 

Also great marketing to customers

Who

Customer cost

Generated

Funding

Side note



Grants & public funding5



National Endowment for the Arts 
website: arts.gov



United States: 
www.grants.gov



United States and Canada: 
www.grantstation.com





United States: 
www.grantwatch.com

Those were federal grants

Don’t overlook state, provincial,  
and even local grants



Foundations & corporate programs6



Is there money out there?

Corporate giving in 2014 (U.S.): $17.7 billion 

Foundation giving in 2014 (U.S.): $53.7 billion 

Corporate giving in Canada: $2.5 billion 

That’s a total of nearly $74 billion
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“corporate giving” are the key words 
Corporate giving programs 
Corporate giving grants

For you in Canada 
bit.ly/cv-funding



Art Space 
website: artspace.org 

Minneapolis, MN



Frontier 
Communications 
Dish Network 
Weather Channel 
CoBank 

$10 million 
$50,000 each

Create your own Awesome Foundation

10 friends, $100 a month. 

Every month they do an “awesome” project 
for $1,000.



Peter Kageyama 
“For the Love of Cities” 
“Love Where You Live”

Philanthropic & naming rights7



philanthropydigest.org



Often these are referred to as  
Legacy Projects

Main Street Square 
Rapid City, South Dakota 

$6.5 million project 

$3 million: philanthropy 
$4 million: Tax Increment Financing 

This was before crowdfunding. 

Operations: $120,000 plus $60,000 
for other downtown projects from the 
BID, Destination Rapid City.



The Shipyards 
City of North Vancouver, BC



Rosebud Theatre 
Rosebud, Alberta 
Population: 100



Support us

Sponsors



Tourism Business Improvement Districts8

TBID’s

- It’s a dedicated fund to promote tourism. 

- It’s funded by a lodging tax or “add-on” tax. 
Idea: $2 per booked room night. 

- Funds typically go to the local DMO (city, 
county, area). 

- California, Washington, Montana and others. 

- Local government collects the money and 
then gives it to the DMO.



Advantages

- It doesn’t cost the locals a dime. 

- It engages the tourism industry in the process. 

- It provides a benefit to the visitors paying it. 

- The funds are dedicated to tourism. 

- Generally, the ROI is fantastic. 

- Without the funding, you can’t compete.

How to create a TBID



Check to make sure this is an option in your 
state or province. 

Contact the state/provincial tourism office.

STEP

1

Assemble the project steering committee: 
DMO staff, business owners, local government, etc.

STEP

2



Create the database of lodging establishments: 
Define the area 

List the properties 
Get the number of rooms they represent 

Gauge overall occupancy levels and average room rates

STEP

3

Build the business plan: 
What you’re going to do with the money, specifically. 

Remember: What’s in it for the customer? 
The hotelier that has to collect it?

STEP

4



Sell it and go through the “levy” process, 
often by ballot or petition.

STEP

5

Get it approved and in place. 
The entity collecting it will likely take a piece to cover 

management, collection, audits, etc.

STEP

6



Implement it!

STEP

7



civitasadvisors.com

Downtown improvement districts9



Business Improvement District (BID) 
Business Improvement Association (BIA)

Downtown BIDs, BIAs

They should be customized 
- By square footage 
- Type of business 
- Ground floor, upper floor 
- Number of employees 
- Location (core area, then less as you go out) 

This is something that should be left to 
professionals! The politics can be excruciating!



How to create a BID or BIA

Check to make sure this is an option in your state or province. 
(We don’t know of any place where this ISN’T an option) 

Contact your state/provincial downtown association. 
Main Street USA | International Downtown Association

STEP

1



Assemble your Destination Downtown Team: 
Property owners 

Downtown business owners (all types) 
The municipality

STEP

2

Develop the plan: 
Branding, Development & Marketing Action Plan 

(what you want to get done) 
List the three to five goals these funds will accomplish

STEP

3



Sample goals

- To get downtown to 100% occupancy within 24 months 
- To increase retail sales by 20% a year starting in year two 
- To reduce turnover to less than 5% a year 
- To activate downtown: plaza, year round public market 
- To develop a wayfinding system…

Branding

Roger’s instant-access how-to video library 
Introducing

RogerBrooksLibrary.com



Product development RogerBrooksLibrary.com

Marketing RogerBrooksLibrary.com



Put together a budget - per year - for five years. 
With specifics for each year.

STEP

4

Then figure out the formula: 
How much each business (or property owner) 

will pay each year.

STEP

5



Then sell it. 
Depending on state or province, you typically will 
need anywhere from 40% to 60% approval from 

the entities that will be paying it.

STEP

6

When selling it, also promote the people who will 
be the stewards of that money. 

Trust is a HUGE factor!

STEP

7



Implement it!

STEP

8

Other funding resources



bit.ly/funding-models

Maury Forman 
Senior Manager for Rural Strategies 
Washington State Dept. of Commerce



Grants & Awards 
bit.ly/startup-wa

John Finke 
National Development Council (U.S.) 

For large private-sector projects 
Tax credits • Housing • Real estate recycling 
Revitalization 

NDConline.org



Shilo Inn Ocean Shores 
$12 million • $2 million from Shilo Inns • $6 million local financing • $4 million HUD Section 108 loan

Tax	Increment	Financing	(TIF)	
	

What	
TIF	is	a	public	financing	method	that	is	used	as	a	subsidy	for	redevelopment,	infrastructure	and	other	
community-improvement	project	in	many	countries,	including	the	US.	TIF	was	designed	to	channel	
funding	toward	improvements	in	distressed,	underdeveloped,	or	underutilized	parts	of	a	jurisdiction	
where	development	might	otherwise	not	occur.	Through	the	use	of	TIF,	municipalities	typically	divert	
future	property	tax	revenue	increases	from	a	defined	area	or	district	toward	an	economic	development	
project	or	public	improvement	project	in	the	community.	

	
To	provide	the	needed	subsidy,	the	urban	renewal	district,	or	TIF	district,	is	essentially	always	drawn	
around	hundreds	or	thousands	of	acres	of	additional	real	estate	(beyond	the	project	site)	to	provide	the	
needed	borrowing	capacity	for	the	project	or	projects.	The	borrowing	capacity	is	established	by	
committing	all	normal	yearly	future	real	estate	tax	increases	from	every	parcel	in	the	TIF	district	(for	20–
25	years,	or	more)	along	with	the	anticipated	new	tax	revenue	eventually	coming	from	the	project	or	
projects	themselves.	If	the	projects	are	public	improvements	paying	no	real	estate	taxes,	all	of	the	
repayment	will	come	from	the	adjacent	properties	within	the	TIF	district.	

	
Who	
The	first	TIF	was	used	in	California	in	1952.	In	1974,	TF	was	legal	in	9	states,	but	in	the	decade	following	
urban	renewal	it	became	legal	in	28,	and	by	2004	TIFs	are	in	each	state	except	Arizona	(and	I	believe)	
Washington.	The	first	TIF	in	Canada	was	used	in	2007.	In	2011	California	Governor	Jerry	Brown	enacted	
legislation	which	led	to	elimination	of	California’s	nearly	400	redevelopment	agencies	that	implemented	
TIFs,	in	response	to	California's	Fiscal	2010	Emergency	Proclamation	thereby	stopping	the	diversion	of	
property	tax	revenues	from	public	funding.	The	RDAs	(Redevelopment	Agencies)	are	appealing	this	
decision.	TIF	subsidies	are	not	appropriated	directly	from	a	city's	budget,	but	the	city	incurs	loss	through	
foregone	tax	revenue.	
	

Thousands	of	TIF	districts	still	currently	operate	nationwide	in	the	US,	from	small	and	mid-sized	cities,	to	
the	State	of	California,	which	will	be	paying	off	debt	on	old	TIFs	for	years	to	come.	As	of	2008,	California	
had	over	four	hundred	TIF	districts	with	an	aggregate	of	over	$10	billion	per	year	in	revenues,	over	$28	
billion	of	long-term	debt,	and	over	$674	billion	of	assessed	land	valuation.		
	

Why	
Although	questioned,	it	is	often	presumed	that	even	public	improvements	trigger	gains	in	taxes	above	
what	occurs,	or	would	have	occurred	in	the	district	without	the	investment.	In	many	jurisdictions,	yearly	
property	tax	increases	are	restricted	and	cannot	exceed	what	would	otherwise	have	occurred.	
	
The	completion	of	a	public	or	private	project	can	at	times	result	in	an	increase	in	the	value	of	surrounding	
real	estate,	which	generates	additional	tax	revenue.	Sales-tax	revenue	may	also	increase,	and	jobs	may	be	
added,	although	these	factors	and	their	multipliers	usually	do	not	influence	the	structure	of	TIF.	

	
How	
A	first	step	toward	creating	a	TIF	district	is	to	identify	blighted	areas	that	can	be	designated	for	
improvement,	and	to	conduct	meetings	with	stakeholders	and	the	general	public	to	ensure	that	
redevelopment	plans	will	reflect	local	values	and	goals.	Blight	conditions	and	the	TIF	structure	must	

Tourism	Business	Improvement	Districts	(TBID)	
	
AKA	Tourism	Improvement	District,	Tourism	Marketing	District,	Hotel	Improvement	District	
	
Why	
TBIDs	have	become	increasing	popular	tool	that	helps	hotels	and	other	lodging	businesses	to	
provide	stable	funding	for	destination	marketing	and	promotion,	to	supplement	local	government	
marketing	funds.	This	funding	tool	has	become	popular	because	1)	many	community’s	budgetary	
issues	that	have	reduced	or	eliminated	tourism	funding	from	the	general	fund	collected	via	the	
Transient	Occupancy	Taxes	(room	taxes)	and	2)	funds	cannot	be	spent	on	programs	that	don’t	
benefit	the	businesses	paying	the	assessment.	
	
Where	
As	of	2010,	TBIDs	can	be	formed	in	California,	Washington,	Montana	and	states	with	home-rule	
cities,	as	well	as	in	some	places	internationally.	Vast	majority	of	TBIDs	are	in	California.	US	
government	made	a	nationwide	TID	in	2009,	estimated	to	raised	$320	million	a	year	though	a	$10	
fee	on	foreign	visitors.	California	enacted	a	statewide	TID	in	1995,	raising	$50	million	a	year	for	
destination	marketing.	
	
What	
TBIDs	are	typically	funded	by	an	assessment	on	hotel	room	sales,	trying	marketing	funds	directly	
to	tourism.	Most	districts	encompass	either	a	city	or	county,	although	some	include	multiple	cities	
or	a	county	and	the	cities	within	it.	Typical	services	include	marketing	programs	to	raise	
awareness	of	the	destination,	sponsorship	of	special	events	that	attract	overnight	visitors,	and	
sales	programs	to	bring	in	large-group	business.	
	
How	
Some	TBIDs	are	set	up	so	that	the	local	government	collects	the	assessment	and	passes	the	funds	
to	the	designated	tourism	promotion	organization,	which	manages	the	funds.	This	organization	is	
often	the	Convention	&	Visitors	Bureau	(CVB).	Some	TBIDs	form	a	nonprofit	corporation,	often	
times	managed	by	an	existing	Destination	Marketing	Organization	(DMO)	to	manage	funding	for	
marketing,	with	representatives	of	assessed	businesses	sitting	on	the	board.	
	
Before	can	being	to	form	TBID,	must	enact	or	identify	existing	legislation	that	specifies	a	formation	
process	with	business	owner	and	government	approval	mechanisms,	describes	procedures	for	
assessment	collection	and	budgeting	and	sets	requirements	for	district	activities	and	
management.	
Once	legislation	is	in	place:	
1.	Assemble	Project	Steering	Committee	that	includes	Destination	Marketing	staff,	business		

owners,	local	government,	etc.	
2.	Create	database	of	businesses	to	be	included	in	the	district,	including	business	name	and		

characteristics.	
3.	Develop	a	Business	Plan	–	identify	needs	&	priorities.	BP	will	include	proposed	assessment			

rate	and	budget	to	implement	identified	services,	as	well	as	description	of	the	district	area.	
4.		Owner	Approval	Process,	often	by	ballot	or	petition,	as	identified	by	the	legislation.	
5.		Local	government	approval.	

Some More Thoughts on the Economic 
Revitalization of Small Town Downtowns: 
Financial Tools 
By N. David Milder, DANTH, Inc. and Andrew Dane, SEH Inc. 
Introduction 

In April 2013, we published our article, “Some Thoughts on the Economic Revitalization of Small 

Town Downtowns”(1). We’ve been most pleased by its reception and republication. Since then, 

we have completed additional projects, gathered more data and visited other revitalized small 

town downtowns. Consequently, we decided to write a follow-up series of articles to share what 

we have learned. This is our first in that series. It focuses on an issue that we believe has 

hindered needlessly far too many small town downtown revitalization efforts: the deep concerns 

of local leaders that it will be impossible to find the required financial resources. To the contrary, 

the primary objective of this article is to demonstrate that they can chose from a wide array of 

financial tools that, across the nation, small downtowns have been using with considerable 

success. 

  

One Tool Can't Do It: A Multifaceted Approach to 
Financing Downtown Revitalization is Required 

Different financial tools often are best suited for different types of revitalization projects. 

Consequently, small communities are most likely to succeed by adopting a multi-tool approach 

— even at the project level. For example, the development and operation of Mitchell Park in 

downtown Greenport, N.Y., (population 2,200) used these financial tools: 

VILLAGE FUNDING 

• The Village spent a total of $4 million of its own money on the $14.9 million project. 

• It acquired the site from a bank that had foreclosed on the property, using funds raised from a 

$1.2 million general obligation bond offering. 

PUBLIC COUNSEL | COMMUNITY DEVELOPMENT PROJECT | FUNDRAISING ALERT | MAY  2013 

610 SOUTH ARDMORE AVENUE LOS ANGELES CALIFORNIA 90005 | TEL 213 385 2977 | FAX 213 385 9089 | PUBLICCOUNSEL.ORG 

 
Fundraising Issues for 

Nonprofit Organizations 
 
Charitable organizations conduct various types of fundraising activities to 
raise money to support their charitable endeavors.  There are many federal 
and state laws and regulations that may affect these activities. 
 
The following alert highlights some considerations involved with certain 
fundraising activities in California.  If you are a director or officer of a 
California charitable organization, you should familiarize yourself with these 
issues to ensure compliance with applicable federal and state laws. 
 

••• 
 

This alert should not be construed as legal advice.  This alert is designed to 
highlight fundraising issues faced by charities.  There are numerous other 
laws and reporting requirements that may apply to particular fundraising 
activities that are not included in this alert.  Please contact an attorney if you 
need legal advice about the conduct of fundraising activities or otherwise. 
 

 
 

Public Counsel’s Community Development Project builds strong foundations for 
healthy, vibrant and economically stable communities through its comprehensive legal 
and capacity building services for nonprofits that assist low income neighborhoods in Los 
Angeles County. If your organization needs legal assistance, or to access the latest 
version of this document, call (213) 385-2977, extension 200 or visit 
www.publiccounsel.org/practice_areas/community_development.

FINANCING FUTURE 
COMMUNITIES
Innovative Finance for 

Urban Spaces and Places

An Action Canada Task Force Report
February 2015



What to do with all of this10

Consider a full-time position that would be great at: 
Applying for and writing grants 

Keeping track of what’s available 
Researching foundations & corporate giving programs 

Setting up fundraising events and games

1



Consider a contract position 
Share the cost with two or three non-competing organizations: 

Tourism, Downtown, City or Town

2

Consider a contract position 
Perhaps one day a week contract: 

Research, find best fits, writing the request

3



If you are it: 
Set aside four hours a week, once you have a list of projects 

that will make you an incredible destination. 

Then spend two hours looking at new funding opportunities. 
Then two hours working with the city/town on pursuing them.

4

When you apply for funding

Really KNOW what the funder wants the outcome to be. 

Follow directions to a T! 

Cut to the chase:  
Direct, to the point, while evoking emotion while 

getting the funder excited. 

Avoid the “woe is me” routine.



Key attribute

A top-notch writer.



A referral for you in Alberta

Leslie Warren 
Total grant awards: More than $2 million 

leswarren78@gmail.com 
403-485-5694



www.TheGrantHelpers.com

RogerBrooksLibrary.com

STEP

5
Watch this and other videos.



If you can’t afford anything: 
Look to your retired community -  

teachers, attorneys, architects, anyone that wants to give back.

6

The biggest successes 
use a mix of grants, foundation funding, philanthropic 

donations, and sponsorships. 

Marketing: Social media, the press, crowdfunding sites.

7



Bottom line

If you had $1,000 to spend - and the time - 
you will be awarded millions of dollars that would,  

ultimately, fund projects that will make your community a  
showcase and a resounding economic success.

www.DestinationDevelopment.com

For more resources to help you, check out the 
videos at  

RogerBrooksLibrary.com

It takes time but you can do this! 
Set your goals then find what works best for you.

Copyright 2016 Roger Brooks International, Inc. This cannot be used without express permission.


