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1. Process
I DAY 1

, . Welcome and Introductions

Julie Reddy from ~BEL welcomed participants and introduced
facilitators.

2. Introducing the workshop

Beryl introduced

• Why we are here and what we are going to do.

• How we are going to work, mentioning that facilitators will not
lecture, but rather assist participants in reflecting upon their
experiences, share concerns and ways to address the changing
funding environment.

• The purpose of day 1 as follows; participants will:

(a) Get to know each other fairly well;
(b) Identify their expectations of this workshop;
(c) Explore and share their experience of the external

environment;
(d) Identify sources of finance/funding appropriate for their

work.

3. Group introductions (the Gestalt approach)

• Davine introduced the process and the aim of the exercise.

• Participants moved around and formed various groups
according to categories set by facilitators.
(see appendix 1)

/ \
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4. Expectations and concerns

• In groups of 4, participants discussed the following statements

and wrote their responses on cards (see appendix 2)

(a) As an NGO I am really angry that ....

(b) If only other people understood that our strengths are ...

(c) We think that what we have to do is .

(d) So at this workshop we would hope to ..

• Facilitators noted observations and summarised what was

emerging from the concerns of participants on newsprint (see

outcome 1 & 2)

5. Looking at the external environment

• Participants were grouped into sectors and discussed issues

around external opportunities and blockages and ways these

could be addressed (see appendix 3)
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DAY 2

6. Feedback from the environmental analysis

• The 7 sectoral groups on reported on. The action steps they
should take to respond to the external environment (see
appendix 4)

7. Developing case statements

This process was comprised of 3 steps, namely:

(a) Input on what are case statements and how to develop them
using 11 principles;

(b) Analysis of a case study in groups; and

(c) Developing a case statement in sectoral groups. See appendix
5: Elements of a good case statement and A sample case
statement for critical analysis

8. Developing platforms

• This process comprised 3 steps, namely:

(a) Input on • what are platforms' and steps to develop
them,

(b) Analysis of a case study in groups and

(c) Developing a platform in sectoral groups. See appendix
6: Building a platform and creating alliances and Sample
platform: The League of Community Housing
Associations.

9. Readings on marketing were distributed to form the basis of the
following day's discussion on marketing.
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1 O. Overview

Davine gave a summary of day 1 and 2 (see appendix 7)

11. Feedback on platform statements

• Participants reported on platforms they had developed (see

appendix 8: an example of a platform the ECD sector)

12. 4 broad areas

• A plenary discussion around marketing was held using the

following question;

• Why did you not use marketing approaches before? (see

appendix 9). The results of the discussion was an agreement

to focus on the following:

(a) Contracts and tendering;

(b) Developing marketing plans;

(c) Costing and cost effectiveness;

(d) Alternative funding.

13. A panel discussion on marketing

• 6 volunteers offered their experience in marketing through a

panel discussion. The questions from the interviewer were:

(a) What were you marketing?

(b) Why were you marketing the product?

(c) What strategies did you use?

(d) Who needed the product?

(e) Did you have a plan?

(f) How much did it cost you?

(g) Was there any resistance inside your organisation?



U.IUI

DAY 4

14. Summary of day 3 (see appendix 10)

15. Divided into 2 separate workshops

This day was divided into 2 workshops, run concurrently and each

run twice. The ABE group attended the costing and tendering

workshop in the, morning while the Educare group was in the

marketing workshop. Groups swopped workshops in the afternoon.

The 2 workshops were:

• Developing a comprehensive approach to marketing, which

covered the follOWing areas;

(a) Place;
(b) Deciding on the product;

(c) Developing a pricing strategy;

(d) Developing a promoting strategy;

(e) Evaluation.

(see appendix 11: Guide to developing a comprehensive

approach to marketing) and

• Costing and tendering, which covered the following areas:

(a) contracting

(b) forming suitable structures to deliver

(c) Developing indicators for delivery

(d) Costing resources

(see appendix 12: cases on ABET and Educare)
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f DAY 5

16. Summary of day 4 (see appendix 13: Summary of day 4 and 5)

17. Final action steps

The final group work was aimed at .

• Developing Specific, Measurable, Achievable, Realistic and

Time bound action steps (SMA8T). (See outcome 3)

• Enhancing organisational and individual reflection upon the 5­

day process

18. Themes developed in the workshop (see outcome 4)

19. Evaluation (see appendix 14)



2. outcomes
OUTCOME 1

Outcome 1 is a synthesis of the group's feelings about:

1. What they are angry at and the response was as follows;

• A sense of being sidelined and used

• A sense of blaming someone else

• A fear of being abused

• A need to assert own identity and be independent from

government
• Sadness at the loss of skilled people

• A sense of not wanting to allow victimisation

• A need to acknowledge anger and not feel guilty about it

• Rift between government and NGOs

• A sense of self righteousness (debatable)

AND

2. What needs to be done at the workshop and later. The group's

response was as follows:

2.1 . At the workshop

• Talk about partnerships beyond finance;

• Learn about alternative funding strategies;

• Develop introspection and recognise weaknesses;

• Find solutions not just share problems;

• Look at legal implications of income generation;

• Do cost effectiveness;

• Learn performance indicators;

• Debate viability of continuing group donor funding.

2.2 In our organisations

• Balance internal and external and reassess our strengths (what

we do best, not what we were coerced to do;

• Develop new action plans to phase out donor funning;

• Distinguish different roles of NGOs;

• Carry actions from this workshop to our organisations;

• Lobby and make a case to ensure government does something.
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OUTCOME 2

Themes developed in Day 1

As a result of the discussion in outcome 1 participants agreed that there is

therefore a need to:

• Develop better relations with government and the donor community

• Develop better relations amongst themselves

• Improve management in NGOs

• Develop new ways of generating income.

The remaining days of the workshop focused on these

1\
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OUTCOME 3

Statements of agreement from the workshop:

• Maybe competition can help increase the quality of service that we
provide.

• Competition should not be seen as an issue at all right now. There is
so much demand we are overwhelmed. What we need is quality.

• Marketing should f10t be seen as a separate activity. It is an integral
part of organisational effectiveness and assists organisations to focus
on products.

• If we do not have quality products to market to our target groups,
why do we exist? So we need to develop our own identity and create
products that government and other stakeholders cannot refuse.

• Let us build alliances around specific products.
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OUTCOME 4

Priority Action Steps

·• ••••·· •••••• ·•···•••••TEAC~: ••

• Get commitment
of leadership

• Build interaction
with business &
marketing sectors
for professional
advice

• Do market
research

• Identify position
& role in sector

• Assess costs of
operations

• Plan strategic
plan with time
frames

• Strategic plan
includes:
objectives, goals,
fund raising,
marketing,
relationships with
external bodies,
products & pro­
grammes, human
resource re­
orientation &
development

• Identify a market

• Assess Quality
indicators (ongoing)

• Resource
relocation &
distribution

• Implement the
strategic plan and
form strong lobby
groups with other
organisations and
approach
government

• Co-ordinate
delivery

• Evaluate the
implementation of
the plan

..:...

..:: ., :...
.. :.:,:.:. '..: ,.. '

.. ..

• Develop a
marketing plan

• Public campaign
to raise ABET
profile

• Organise well
publicised meeting
with government
and donors

• Change the way
we operate

• Obtain marketing
training

• Cut out dead
wood

DEVELOPMENT.·"
:' .: .

• Build human
resource capacity
through providing
skills and training

• Conscientise our
communities that
they have potential

• Build an
integrated approach
with other NGOs to
service
communities

• Develop a
financial strategy
towards financial
sustainability

• Move away from
crisis to strategic
management

• Refine our
planning process

• Build medium and
long term strategies

• Document our
experience and
indigenous
knowledge

EOUCARE

.

• Set up an
initiating group

• Secure funding
for the
implementation

• Disseminate
information about
SAQA and the ECD
sector

• Develop a
confident marketing
strategy

• Present market
product to
government

• Meeting between
representatives of
SACECD. RTAs and
the donor
community and
adopt a strategy

• Adopt an
advocacy role

• RTAs adopt a role
to mobilise existing
resources from
local, provincial and
national
government

• Implement newly
defined services

• Ongoing
evaluation

• Identify a market
week to funders

r
, I
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Appendices

1 A_PP_E_ND_IX_1 :: 1

Introductions

Province W.Cape 8; E.Cape 5;
N. Province 1; Gauteng 16;

K INatal 5; Free State 4

Sectors ABE 6; Educare 15; Teacher development

Research/Policy 2; National Structures 4; Other 3

Major sources of funding Overseas donors 30; Local business 6; Public funding

Local Trusts and
Foundations 4

Age Age group

20-25
26-30
31-35
36-40
41-45
46-50
51-55

Number of Participants

3
5
8
8
9
4
2



Lilli

Expectations and Concerns

APPENDIX 2
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APPEND.IX 3

Assessing the external environment

Form sectoral groups of no more than 8 and elect a facilitator and someone
to take notes and report back.

Questions

A 1. Where is the greatest need in your sector?

2. How do our 'internal strengths match up with this/these needs?

3. What are the logical steps of action that come out of this
assessment?

4. What funding/financing opportunities exist out there that could
support these efforts?

B 1. What are the greatest most serious blockages to our taking up
these challenges/demands?

2. What can we do to address these blockages?

• Beyond our organisations (external)
• Within our organisations

'i\ )
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APPENDIX 4 :]
Action steps proposed by sectoral groups (for their sectors)

• Public • External • Change • Develop • Identify • Build
campaign facilitation mindset plan: set key markets integrated

• Raise • Meet reps • Initiate
time, e.g. 6 • Identify

approach

ABET profile of SACECD, groups months; needs • New $
RTAs adopt responsibili- strategy

• Lobby • Market ty • Identify
govt/donors strategy in week to our role • Document

A1 funders • Secure experience• Clarify
• Adoption

funding for • Ensure
your

by SACECD
• Develop implement- quality • Manage

different
of advocacy

market ation • Panner-
info.

audiences strategy
role • Dissemin- ships/accred • Develop

• Do market
• RTAs

• Present ate itation materials for
research products to information • Secure

external
and adjust adopt their Govt/donors markets
products role to • SAQA. funding

mobilise ECD base • Build HR
• Plan big resources • Rationalise

capacity

• Change • Implement materials ·Develop
the way we newly • Develop

community
operate defined business potential

• Cut out service principles
dead wood

• Develop
• Manage- strategic
ment & plan &
marketing implement it
training

• Cost
• Be cost operations
effective

• Manage
change
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:: APP~NDIX5

Elements of a good case statement

:: i
;1

1. Its focus is on how the organisation responds to a recognisable
human need

2. There is an emphasis on results/outcomes rather than activities/inputs

3. There is an absence of jargon

4. It addresses the audience's priorities rather than the organisation's
needs. It attempts to show how a given organisation can respond
effectively to needs or concerns of an intended audience.

5. There is a clear-cut description of the organisation's strengths, unique
features and comparative advantages (particularly its relative cost­
effectiveness) .

6. There is a brief but explicit discussion of an organisation's bona fides:
its history, governance, mission, philosophy, purpose and main areas
of activity. Its scope of operation, e.g. annual operating budget and
staff size are also presented.

7. Generalisations are supported by specific examples that show how
the human condition has been improved through the organisation's
activities.

8. Where appropriate testimonials should be presented.

9. The writing is clear, concise and of high human interest. Key points
are highlighted in the text (e.g. through bullets, bold print or
underlining) .

10. Explicit areas of organisational competence (e.g. the kinds of needs or
problems organisational resources can address) are stated explicitly.

11. Whenever possible, unique or proprietary methodologies should be
identified and discussed
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A sample case statement for critical analysis

The Roots Family Education Programme was founded in 1955 in Cape Town
to address the problem of high levels of illiteracy among adults and children
in nearby townships. Since that time, nearly 30 000 families have been
offered a variety of services including literacy training, job counselling,
parental skills workshops, and community development support.

Founded by members of the First Methodist Church's Social Action task
Force, Roots today counts among its supporters many large corporations
and international organisations including UNICEF and Save The Children.
The philosophy of Roots, is simple and straightforward: no family should be
hindered from participating fully in society because of illiteracy.

Roots has pioneered a special approach to literacy called Each one Teach
One, in which community-based tutors are trained in adult literacy work.
Using simple pamphlets on topics of interest to adult learners, tutors work
with adults in small groups to introduce basic reading, writing and numeracy
skills. Over 90% of Roots participants improve their family income within a
year of their enrolment in the programme. Even more importantly,
evaluations show that the majority of families are able to see children
through to high school completion.

Roots is now prepared to work with local companies, multinational
enterprises and government seeking to offer lasting solutions to the
problems impoverished people face. We invite you to contribute to our work
through support for our community programmes, sponsorship of our
published materials, or through a unique scholarship programme that we
plan to launch in the near future.

As UNICEF Executive Director James Grant noted upon his visit to South
Africa last year, 'The world would be a better place if there were more
organisations operating with the effectiveness and efficiency of Roots'. We
invite you to be one of our partners in this important work.

ITASK ONE: I
Within your group, analyse the' Roots Case Statement. What are its
strengths? What are its weaknesses? Suggest specific improvements that
can be made to the case statement.

ITASK TWO: I
Using the guidelines offered in this handout, develop the elements that you
would include in a case statement for your organisation, sector grouping, or
on behalf of the South African Education NGO community as a whole.
PLEASE NOTE: You needn't write a full case statement for this exercise.
Rather focus your attention on the elements you would include in such a
statement.
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APPENDIX 6

Building a platform, creating alliances

1. To whom is the platform addressed?

2. What are the actions or outcomes that we are pursuing? State these

in explicit terms. [This is our platform, manifesto or a statement of

our aspirations]

3. How do these actions or outcomes relate to our case statement?

4. What is the rationale for these actions or outcomes that will appeal to

our audience?

5. What are the relevant cost implications?

6. What is the proposed time frames for these actions?

I. What obstacles need to be overcome for these actions or outcomes

to be achieved?

8. What specific steps should be taken to overcome these obstacles?

9. Who are the partners that need to be brought together in an alliance

on behalf of the platform you are creating?

10. How should they be approached?

11 . What aspects of the platform might have to be modified in order to

appeal to potential allies?

12. What kind of organising structure do you need to advance your

platform?

ITASK ONE:

Analyse the platform included in this handout. What are its strengths? What

are its weaknesses? What suggestions do you have for how it can be

improved?

ITASK TWO:

Using the guidelines afford in this handout,

(a) develop the elements that you would include in a platform for your

organisation, sector grouping, or on behalf of the South African Education

NGO community as a whole.

(b) Suggest additional actions that you might take to support this platform

(please refer to points 7-12 in the Platform Guidelines).

PLEASE NOTE: You needn't write a full platform for this exercise. Rather,

focus your attention on the elements you would include in your platform and

the issues raised by points 7 - 12.
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Sample Platform: The League of Community Housing Associations
The League of Community Housing Association represents 25 community­
based organisations working throughout South Africa to extend affordable, safe
housing to the poorest segments of our society. We believe that all people,
regardless of income, are entitled to shelter that enables them to maintain their
health, dignity, productivity, and sense of well-being. Toward that end we work
with community members, local business, and local governments to rehabilitate
existing housing or erect new units as necessary. Community people an integral
role in this work, supervising all aspects of construction, collecting fees,
contributing resources and managing the new housing stock. In every
community where we work, new locally owned construction enterprises are
formed to create new housing and maintain it once it is constructed.

Last year, our collective organisations were able to offer new or improved
housing stock for 250 000 families with incomes at or below the official poverty
line. We believe that we could reach many more families if the following
measures were adopted by the National Government:

• Provide tax incentives to construction companies that donate
equipment for use in our low-cost housing programmes.

• Provide low-cost loans to families seeking to participate in our efforts
so that they can become cash co-financers of the housing that will
benefit them.

• Provide government set-aside for NGOs when tenders are
extended for low-cost housing schemes.

It currently costs, on the average, R3000.00 for our member associations to
provide adequate shelter for a family of six. This is, on the average, one-third of
what it costs governments or private enterprise to accomplish the same goal.
The reason for our cost advantage is the participation of the poor themselves in
our housing programmes. Our grassroots orientation, community-based
philosophy, and organisational structures are all geared toward galvanising
community initiative to extend housing opportunities to the neediest members of
society.

We believe that the revenues foregone by government through the provision of
the tax incentives and loans we propose will be more than offset by the savings
that will accrue to government as a result of reduced crime, and higher income
taxes paid by the citizens whose lives are rehabilitated through their
participation in our housing schemes. Furthermore, new tax revenues will be
generated as the small-scale construction enterprises formed in each community
where new housing is built begin to grow and expand their markets.

We welcome the opportunity to work with government and design the steps
necessary to accomplish the reforms we propose. Specifically, we argue the
formation of a Low Cost Housing Task Force to design the time table and
specific tax code changes that can accomplish what we propose. This Task
Force should consist of 12 members drawn in equal measures from government.
our association, and private sector housing construction enterprises. Its
mandate should extend for 18 months, and its charge should be the formulation
of every specific recommendations to accomplish the proposals we have put
forward.

\ ~,
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Summary of Day 1 and 2

Where have we come from ...

©~ Hop. from this course®

internally organised NGO
community to advance our case

relations with govt and donors

what kind of management
practices are sought/needed?

whatlhow do we market our

services/products/resources?

4 key areas

Who are we?

What do we bring to the group?

focus on 3 priority .r•••...

The Group
"introductions"

I

Sectoral groups

needs~ strengths

action

~o
o
o
o
o
o
o

•
The .NGO communityI "concerns and expectations"

•

\. \



Summary of the Educare group's platform statement urging the USAID to

postpone their new funding strategy.

Concerns:

• There is no national framework anq NGOs are going ahead with

reception year. The implications are the neglect of the 0-4 years.

• Government will not look at parent training

• USAID investment over the years will be lost

• Government does not have a ready infrastructure

• What is now happening to money allocated for implementation

Proposal:

• The funding process should be phased out by increasing the 80

million rands presently allocated to NGO's and decrease transit money

to Government.

• This should be done to assist government set up infrastructure and as

a part of the phase out process.

• The USAID should enter negotiations with government before

changing the funding process.

• USAID recipients should be a part of the negotiations process.
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APPENDIX 9

Why did we not use marketing concepts before ?

• Poor positioning

• No need to; funders came to us

• Low capacity, no skills and limited funding

• Dealing with overwhelming needs

• Crisis management

• Old battles and competitiveness

• Modesty

• Funding channelled to personalities not programmes
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I~ :_:_AP_P_EN_D_IX_"1_0 ~ :_--..l
Summary of day 3

Case statements and platform

support each other

~Nfes~
tt

Request for project funding

- rationale

- cost implications

- time frames

- obstacles

- steps

- partners

• organising structure

Entice

Say what you want and get it.

Say why you should get it.

CPlatfOrm~

Your orgllnislltion

What's on offer? "'~I----l~~

• Organisation description·

~sestate~
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APPENDIX 11

Guide for developing a comprehensive approach to marketing

What is the external context in which your marketing efforts will occur?
• Opportunities
• Threats

.
What is the internal context in which your marketing efforts will occur?
• Strengths
• Weaknesses

Who is the target audience?
• Individual characteristics (age, sex, income, education, language

background) or institutional profile (mission, funding, mandate,
resources, priorities, challenges)

• Locale(s) where the target audience can be found
• Other key characteristics

How can this target audience be segmented?
• Implications of this segmentation for marketing activities
• Priority segments for marketing activities

What are the primary needs of this target audience by market segment?
• What emerging trends may affect these needs?
• How are these needs currently being satisfied?
• What other options exist for responding to these needs?

What problems does your organisation face in meeting these needs?
• Internal (human, financial, material)
• External (who is the competition ?)
• Comparative strengths and weaknesses relative to the competition

What is your marketing strategy ?
• P1: The programs, products and services your organisation will offer

to respond to these needs:
• P2: The approach you will take price your products or services (What

will you charge ? Who will pay ? How much will they pay ?
• P3: Where the products or services will be offered (place) and how

they will be delivered
• P4: How the market will learn about the benefits of your products and

services (promotion)
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What are the specific steps that must be carried out to launch the product

or services?
• Action
• Time frame for each action
• Time frame for bench mark indicators of each action
• Person(s) responsible
• Budget (if additional resources are needed, how will they be

obtained?)
• Role of board

What steps do you have to take to create a marketing orientation within
your organisation? ,
• Interdepartmental task forces
• Team-building exercises
• Organisational restructuring
• Staffing (transfers or new hires)
• Assistance from colleague organisations

What are your projections of costs and net revenues?
• First six months
• Year 1
• Year 2
• Year 3

What are the assumptions you make concerning these projections?
• Inflation
• Growth of demand
• Internal capacity

What indicators will be used to gauge the success of the marketing plan?
• Units produced and purchased
• Cost to produce a unit
• Revenue generated per unit
• Growth trends
• Product or service quality indicator
• Repeat business and other measures of customer satisfaction

What is the plan for gathering information pertinent to these indicators?
• Data sources
• Data collection techniques/instruments
• Frequency of data collection and review
• Participants
• Costs

How will the evaluation modify the marketing effort?
• Redefinition of target audience • Pricing changes
• Changes in promotional strategies • Product redesign
• Suspension of current marketing plan
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APPENDIX 12

Cases For The Tendering And Costing Workshop

ICase 1 - ABET

The Community Based Public Works Programme (CB PWP) has put to tender
the design and the delivery of an ABET programme for 8 projects in the
Gauteng and Northern Province for approximately 400 people. Time frames
are as follows:

Bids/Proposal:

Decision:

Start Work:

Delivery:

Expectation:

1st August 1995

1st September 1995

15 September 1995

Starts November 1995
Ends June

All learners register and 70% complete IEB level 1 or 2
exams by JUly 1996

Specifications:
(1 ) Urban projects are within a 40km radius from Bloemfontein
(2) Rural projects are no further than 250 Km from Benoni
(3) The English language is the medium for learning
(4) Each project will accommodate approximately 50 learners

3 ABET organisation agree to tender jointly:
(1) ABE Design in Pretoria agrees to get the programme materials ready

by the 27th of October
(2) Let's Read in Braamfontein agrees to deliver to the 4 Urban/Peri­

Urban projects with 200 learners, starting in November 1995
(3) Ahead in Benoni agrees to deliver to the 4 rural projects in the rural

parts of the Northern Province. The project will start with 200
learners in November 1995

Exercise:
• Organise into 3 groups
• In your respective groups, identify clearly all your responsibilities
• Identify as precisely as possible all the resources you will need to

complete your tasks
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ICase 2-- Educare I
The Department of Welfare has put to tender the delivery of educare
training for 24 people in 3 areas in the Free State. One of the areas is rural,
2 are informal settlements. Time frames are as follows:

The bid/Proposal:

Decision:

Start work:

Delivery begins:

Delivery ends:

Expectations:

1st August 1995

1st September 1995

15 September 1995

1st November 1995

June 1996

Teachers are trained and resourced to establish
home based care facilities

Specifications
(1 ) Informal settlements no further than 40km from Bloemfontein central
(2) Rural areas are 125 km away.
(3) Training in English and Sotho
(4) Materials cannot exceed R500 per learner

3 ECD organisations have agreed to tender jointly:
(1) Let's Teach in Cape Town agrees to prepare all materials (resource

and training) by 27 October.

(2) Little Pumpkins in Bloemfontein agrees to deliver the training
programme, starting in 7th November ending in Mid-May

(3) Watchdog in Gauteng agrees to set up Monitoring and Evaluation
systems and provide monthly reports and a final impact evaluation
report by 6th June 1996

Exercise: (The same as in case 1)
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Summary of Day 4 & 5

Marketing~ a look at the literature

( "'- a look at other people's experience

some choices

Workshop 1 <
run twice

Workshop 2 <
run twice

A marketing plan

Alternative financing strategies

Tendering: organising for one

Costing toward cost effectiveness

DAY 4
D~,(-5-----------------------------------------------------------------

R
E

F
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Sectoral groups

"final action steps: SMART ones

Individual NGOs

"applying & taking home learning

Me

"commitment

The way forward

EVALUATION

HOME
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::::::::::::: APPENDIX 14 :J
Participants were asked to reflect on these questions and write down their
responses as a commitment for sharing their learning in their organisations.

Building learning In My Organisation

• How will you report back?

• How will you share materials?

• How will you use any exercises/ tools you learned here?

• What will you lobby for in your organisations that should take place
within the next 6 months?

What Are Your Commitments?

• What made sense for you?

• Identify 3 things you want to use in your work

• How will you do this?

• When?
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Evaluation

,Anv messsgesto
myone?

MESSAGES

What didVc)u'fj.pd :,' .Whatdldyou like
useful~~H,iio~:f)! "lIboutfacilitation?

use'?':':',.:',:':'"

CONTEf{f::,/Si:::;f> ,:FACILJTATION

• Inclusive costing
for tendering
• leadership and
management
• Step by step plan
of action
• NGOs have surplus
not profits
• Case Statements
& platforms

• The 4 Ps in
marketing

• Marketing
strategies & how to
implement plans
• New information
particularly
. coalitions' will
change my
behaviour

• The way
introductions were
done

• Costing. case
statements &
action steps
potential for
sustainability

• Structured
marketing ideas
• Marketing
strategies, writing of
a case statement
and cost
effectiveness

• Financial
management helps
to understand how
to manage
finances well
• Need for marketing
our organisations
• Marketing plan
• Building project
teams

• Davine should
have been involved
more
• Different exercises
• Brought people on
ilIlb different levels
• Ideas and ideals.
the monster was
belinled
• Driven by the
needs of participants

• Role plays
• Action learning
• The way activities
were team facilitated
• One introduces the
other
• Debriefing
• Use of expert.
Beryl during panel
• Sectoral group
exercise
• Card exercises
• Davine's methods
• Open to alternative
suggestions
• Efficient and time
conscious
• Flexible and
informal
• Facilitation was
flexible to needs
• Use of groups &
report backs
• Work activities
• Focused
discussion
• Guidance from
facilitators
• Small clarified
issues

• Humour and
helpfulness of
facilitators

• Different sectors

• Use of ice breakers

• Exercises
• Able to contribute
and participate

• Sub-division into
small sectoral
groups

• Working in groups
particularly in
costing exercises

• Meeting people
with similar
difficulties yet
different
experiences

• Meeting sectoral
allies

• Grouping into
sectors

• Focus on sectoral
needs

• Implementing a
marketing plan

• Transport plans

• Excellent, library
very good

• Extremely friendly

• Sectoral groups
useful

• Very professional

• Beryl and Davine
were great but is it
cost effective to
bring a non-SA
facilitator? SA skills
exist
• Begin to look into
other sectors
• Send us the notes
before the workshop

• Thanks
• A big thanks to
ABEL for
facilitating
• To Lando sorry for
the bereavement
thanks to your super
organising
• Julie keep us
informed
• Beryl & Davine
well done

• Thanks to
organisers and
facilitators & ECD
group for
constructive
discussion

• Thanks to ABEL &
USAID

• Thanks
• To each other: lets
devise strategies to
cope with change
collectively

• To ABEL: continue
to be proactive
• Beryl, your
expertise is
phenomenal
• Davine you are
cool



lULl

CONTENT FACILtTATION .<WORKSHOP ANY ·MESSAGES
' .. :··ORGAN1SATlON",.' ...

What did you find Whatdidvoulike What· wes helpful Any .messages to

us~fuJ.1t11lt.:,~.:","II.'.:<aboutfecili1ation? ., <>
anyone?

'use?"':':" -;.;. ::-?>,>:.':.':.'.' .. '.:.::.'>: ..:
.,," " ..

• Marketing is integral • Seeing excellent • Thank you for
to marketing skills in action was accommodating

• Emphasis on a learning other sectors

performance indicators experience in itself • Facilitators, you

• Case statement • Good were resourceful

revision introduction • Thank you let us

• Organisation
activity refine our workshop

development • Examples gave planning programme

• Costing workshop
clarity and impact to be

• Making room for
• Group cost effective
involvement and

other sectors participation
• Thank you ABEL,

• Costing your • Very
Davine, Noki and

activities professional
Beryl

• Costing and strategic • Interesting
• Well planned and

planning • Different
facilitated workshop

• realised how costing methods used • Thank you to all

is done, clarified • Opportunity for
for input

misunderstandings participants input • A big thank you to

• Costing is fantastic • The event was ABEL Beryl and

• Case statement, very useful Davine

costing 8& group work • Professional and • Lets all take

• Alternative ways of varied delivery courage

raising funds • Balance between • Try to give clear

• Reorientation of information and direction to

NGOs in view of action venue

changing situations • Friendly

• Role play • Gave everyone

• Costing exercise and
chance to

its impact
participate

• Performance
• Advisory and
encouraging

evaluation
• Extremely

• Tendering positive about our
• Costing, elements of future
marketing • Knowledge and
• ECD group feedback experience

• Action steps • Flexibility

• Tendering and • Opportunity for

costing brainstorming

• Alternative funding • Diverse, very

sources good

• External case
• Well presented

statement • Facilitators relate

• Marketing strategies
well with people
• Note outlines

• Running an NGO like from Beryl
a business • Wealth of

experience

'D
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CONTENT fAmUTATION
<><> ..•...•

./>:::< k·'· •..'•..

WORKSHOP
ORGANISATION

MESSAGES

Wha1·wasnotverr< 'Whatwasnot.so
,..,..usefuL?< ..}'<helpfut?:

:-".-: :."""":-:.:::::::::::; :~:::: :::::::::::-:-:::-;-:. . " " -, ." . -""".", " .:- .:.'." ,.. "

• SWOT
• Case statements,
tendering & cost
effectiveness
• Management
discussion in an
very big group

• Some of the
information was
done too many
times
• Too much to use
at once at plenary
• Case statement
• Underestimation of
level & experience
of participants

• Excess of
marketing

• Incomplete
exercise which one
could have learned
a lot from
• Content repetitive
but useful
• Working as sectors
• Some academic
input
• Too much rhetoric
and not enough of
reality
• Not enough input
& background
material

• Always in the
same sectoral
groups

• Repetition of same
concepts e.g
marketing

• Too relaxed an
approach

• No contact with
facilitators in
smaller groups to
check that all is
well

• Discipline lacked
re: starting times

• Too much time for
getting to know

you'

• Marketing
discussion passive

• need more time for
the workshop on
costing and
tendering

• Venue too big,
acoustic bad

• Time keeping,
avoid rushing

• Certain topics
needed more time

• Give reading
material _
beforehand

• Need daily
summaries on paper

• Write tasks clearly

• Too many things
but short time

• Air conditioning
was noisy

• Too much time
spent on case study

• More advanced
preparation

• We needed more
activities rather than
sitting and listening

• Have more
workshops continue
this process

• Facilitators: I wish
you could transfer
those skills to many
more

• ABEL: the timing is
right for the
transition. continue
training us

• Glad I came. thank
you Julie. Beryl.
Davine and all

• Thank the group
for the support &
information shared
e.g. funding

'7\
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Whatw8Sno1~f)ry./Whetwasnotso ..
,useful about.: \ •••..•••••••••••. hfdpfUr~(nJ1.·.·.·· .....

.•·.contenti>< ..<'fllcilit8uorl? •••••.
..

WORKSHOP
.ORGANISATION

What could be
improved?

MESSAGES

Any messages to
anyone?

• Linle if not none
• Some information
on
marketing was
already known

• Nothing

• needed more time
for costing

• What was not
useful

• Can't think of one

• Too slow due to
repetition

• Platforms similar.
to things we've
done

• Initial facilitation
good, bogged down
with case.
marketing, picked up
with costing

• Repetition,
therefore great time
wastage & dropping
of interest

• Excessive
marketing

• Group work on
unreal case studies

• Plenary discussion

• I did not meet my
expectations re:
alternate funding
strategies

• Suspect lack of
adeQuate
preparation re:
alternate funding
strategies

• Did not unpack
what is alternate
finance strategy

• Need more direct
input. examples and
stories

• Too much time on
expectations

• In crisis times we
need more hard
facts interventions

• Too many ideas
different at shon
time

• To improve Beryl's
voice, she minces
words

• Anxiety that most
needed topics
would be overlooked

• Could have done
with more time

• Being tired

• If we consolidated
elements &
moved on to
financing strategy
more

• Fewer topics
within time allocated

• Need to improve
transpon
arrangements

• Too m1Jch time
spent on
generalities. More
defined tasks in
small groups would
have been more
useful

• Workshop venue
could be more
friendly

• Focus on one
specific idea from
stan to finish

• Delivery of a few
topics was fast

i
I



NGO TRAINING WORKSHOP ATTENDANCE LIST lll&:.L,.') "-2.IJ~ J')1S

ADDRESS---- ..- ---- ..NAME ORGANISATION TELEPHON FAX
-~._------

~.raldlne Engelman Small Beginninga 012-346-3820 012-34G-J6!l6 I' 0 80195461. Walo.klolJ', UI-I!.i
JanelCade Reild 011-339-5941 011-403-2311 PO Bolo; JOO!l4. 61ullIlunlcln, ..'011
Sooeka Deamond Tree 031-831·151 031-837·767 P U DOIc 35173. Nol\hwDi'. Ourh'1l1. 4UG:'
Amilnde MoaoIa Lmep 051-324-885 051·324-884 PO Dox 6100. ElloemIonIetn. 9300
Leonerd Saul EdUCllle Development Unit 051·324·201 051·324-202 PC Box 28756, Orouhol.1l310
Jlnny Rlclwda GriisSlooIa EdUCllle Trusl 021·638-3111 021.Q7·4423 POBox 38055, Gel..., 7764
Peler Lukwilgo IIhusheng CommunityAa~ 0152-355-3418 0152-301·1885 POBox 52. Lenycnye, 0057
Redewaan Hendrlcka Edupro 0441·733--431 0441·733-433 PrMlle Bag X6589, George. 6530
!Peter Du Preez KAPOn<AVO . 0201·514J(W51480 0201-4880 POBox 1176. BeI*lrl WC$\, 6970
IvlClorle Mokgelle 5maI Beglnninga 01214-84129 01214-81ll64 POBox 911·7GB. HOGaI¥n, Il200
FdhGale Operetlon Upgrade 012·341·1117011 012-341-8814 POBox J.403. PralOfia, 0001
:!Maruplng NWEF 0111-487·3350 0111-484·3525 POBox 2838. I<Ietkadorp, 2510

Gule Slzwe Educ;are Trual 016-462-4373 018-462-8568 P 0 8uIr 2753, Klerlcadorp. 2570
Kingsley AMnle KhokheIa E.LC 0481·711-290 0481-4034 P 0 FiaIvlvet. 5883
0avId 5erekwilne COSAS 011-836-5984 011-836-5966 187 BI.. Slreet, Lonqsbank, JohanneabuIg, 2001
RonMbude Ekuhlalenl 021·312·120126 021·315-324 P 0 DOIc 408, AI'*-, 1164
CIIlIaIoIf OoaIhyHl1 OnaL_Mekur 021-446-2255 021-446-60211 POBox 284. Salt Riwr. 71125
Peler Glowr Primary SCIence Proje(;l 011·339-4380 011-339-2962 POBox 321M, Ofum/onleln, 2017
jAmanda Vllakazl Phila Hedh care Co-op 011·334·70711 2nd Floor. Checkela Buklg,l:IV End & CommIuiDner ai, JoIIannnburg
Mal\he Mepengo PhIia Hedh care Co-op 011·334-7079 211II Floor. ChKkeIa 8uIdg,l:IV End & CornmIMloner al, Johennnbufg
oordorlNaidoo OLSEY 011-339-54111 011-339-61118 15 sa--. SIr"" er-nrontlln, 2001
MzIGagli TELL 011-403-266011 011-403-1424 POBox 32485. er-nrontlln, 2017
John Burmelaler Molteno 011.3Jll.0603 011-339-3885 POBox 3011I8, 8IumforUln, 2011
laue MllhIalsl ChIld AcIIdemy 011-976-2728 011-978-4337 PO 8CIl12116, QllPIrop. 1624
Andr_ Miller Project lIerKY 012·323-3447 012-324-3800 460 Pr_ Slteel, Arc.dla, 0007
Rey Tywaklldl eeoc 0431·20723 0431-431-408 50 Miany SIt... Eut Landon, 5201
Knn lavarlal Independent Exa",,",,1on BaerG 011-482·2777 011-482·2772 POBox 875, HIgNande NarIh, 2037
SheronjeetShan-Re~ MCPT 011·726-4237 011·726-1510 POBox 111. AucIdand Parle, 2092
BeallJonn Handspring Trust 011-814-84' 011-614-0111. 1 Magnet SIr... t<enIlnQton. 2084
Betay Alkenbreck ELP 01'-403-2594 011-403-1264 82 JorrI&en SIr.... 13lh Floor. RSA cenI«, 1IraM1Ionlein, 2001
Maria MohiahIei Ntatal&e 056-343-2331 056-343-1318 POBox 41. WjoeMlwoon. ll520
MIc:IIMl Crosa Perapedifta In eduealIon 011·71'-5088 011-33ll-395C1 PrMIIe Bag 3, WIa Unlvwdy, 2050
Taunyene MakurM TOPS 056-713-1194 056-713-5873
Joyce Melube SACECO 012-322.0&01 012-322-93711 P 0 8Clll 673, Pretoria, 0001
Frenk Pike Karoo Reaource Cer1lre 0201-28110 0201-3945 PO 8Clll748. BeuIort W .... U70
SlphokazI Keduk.8 ITEC 0431-436-333 0431·29263 1 Park Avenue, Eaal Landon, 6200
80tlbIe Greham ITEC 0431-436-333 0431-29263 1 Park Avenue. Eut Landon, 6200
ThusoMOM KIIuluIeka 0451-611711 0451-61639 POBox 2131, KomanI, 5322
Lnedl Rekgokong COUNT 011-339-7376 011·339-7376 POBox 55012. NoI1h1anda. 211.
jl.auraVanWyk EduclIIion Foundalion 031·236-340 031·235-512 POBox 2925. SIamIord ttl, Durben, 4000
~Botha Media In Educ8tionlEF 031·236-340 031·235-512 POBox 2925. Slamlord HiI. Durben, 4000
Nobom Me&hlliaba USWE 021-446-7070 021-446-1837 Unit 24, lsi Floor, The W.verley, W.ymouth Road. Mowbray, capetown,
Phil Menze CASME 031-811·390 031-815-070 POBox 17112, Conge", 4013
Peler Coombe ElET 031-320-501 031-370-002 74 AJiwiIl Slreet. G1h Floor, Cenlr.IMelhodlsl Churdl, Durban, 4001
freda Brock ELRU 021-696-4804 021-697-1788 31 [)elMlr Road, Le/ld$dowlll!. 7764
NikkI FlOfence M.sikhule ECO 0471-312-310 0471-23733 Pr.....te Bag X5292. UrnIela, 5100
Peler Marels SClRU 0441-818-2013 0441-6711-1000 POBox 447. George. 6530
f'Mn Anthony TCOE 021-696-6300 021-696·6302 POBox 323, AIhIone. 7764
~ilddenSedibe NlC 011·403·7657 011·711·2168 6lh Floor, Rankom "OIJ~e. 116 Sm. SUel'l. 81aamlonlplO 2001
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