Gatewave 
Funding Strategy
(6 month campaign)
{It’s not about the money, it’s about the necessity)

Product/Service Overview/ Description

Gatewave requires sponsorships and donors to continue and grow its operations. Created in…by… for it currently has # affiliates, / on-line listeners etc, need history, hi-profile readers, funders, any testimonials..
Objectives:

Provide foundational based operational requirements / office, studio use ..

Ensure on-going revenue stream annual $ req’d/ potential for dreams!
Develop new programming and service provision for users

Build stakeholder relationships

Enlist supporters and multipliers

Attract national attention and develop brand identity

Mapping {interlocking circles with $ as the central connector}
· Users : Direct ie listeners and indirect ie organizations, service providers, info/resources centres
· Volunteers : voice artists, supporters who have expressed a willingness, mine these for a few key helpers and their connections to financial sources
· Affiliates/ Channels : Identify their sponsors and look at national, sectoral funders, ask them to ensure brand ID and support this
· Multipliers : Channels of info, those who sub-distribute now or could use the services to help support their own work
· Suppliers / Content:  publishers, wires services(AP/Reuters) media outlets public-NPR/Pacifica) national commercial Bloomberg/NBC etc)
Central connector circle - Revenue Sources –

Environment - International / national / regional / local

Current radio issues:
Competitor analysis: ID competitors, collaborators and potential supporters in terms of their services, best ideas, programming, sponsors ( sector (see below) funding (subscriptions/ads/grants/donations, fee for )

User Analysis: from 57 forms 
SWOT

Current strengths, weaknesses, opportunities and threats
USP / Brand ID / Value-Added

Outline what the unique selling or social proposition Gatewave represents such as:
1. Independent aggregator for news, current affairs, lifestyle and information for the blind and visually impaired

2. Gateway to and access for specific audience segments

3. An instrument in democratic dialogue, access to information

4. Enables, empowers blind

5. Opportunity to reach / appeal to a growing cohort (aging population, immigrant, education, health)

6. Grass-roots? 
Enablers

To bring key supporters, knowledgeable, experts with strong credentials and thus contacts to resources from key sectors to form an inner circle of counsellors: Advertising agency (see Ad Council / JWT etc); Corporate USA major employers ( see United Way Board); Computer /technology industry; Government (see NY state Lieut. Gov); Non-profit (Helen Keller (mostly int’l) see Ellen G); Diversity ( minority alt audiences ie Spanish, Immigrant); Youth / Education; Health; Seniors…
In addition there are already stakeholders who need to be related to. These include present volunteers (hi-profile readers etc), affiliates and like-minded orgs/ institutions such as Institute for Blind, NPR, NYTimes, Federal regulator, new yorkers like Philp Glass…

Feed Back / In / With

User analysis: will provide clues to leads and potential for programming that can find support from sponsors (health, education etc)

Stakeholder survey: if they want it they have to support it, how, with what on-air promos, branding, loan / in-kind donations etc

From these get use of their name as a supporter(no money/prestige/credibility) testimonials, access or info on potential target sponsors, names for entry to decision-makers..

Promotional Elements

Stages: * Engage * Reflect  * Appeal * Solicit

Engage - feedback from users

Reflect-  thanks you’s, recognition, program ideas, program or increased support, testimonials
Appeal - Use these as start-up info, if you like us, help us
 Solicit - Direct targeted ask, 20 corporate, 10 NGO, public
Vehicles: 

· Internet flash, newswire notice, website ask, print ad, on-air plug 30 sec/ 60 sec, newser  2 -3 minute, direct / personal mail appeal/letter,  using testimonials from users/ hi-profile, 3 radio program appeals ( 1 - reasons for being / are you a listener, 2 – What you can do, 3 –appeal with dead!line)
Funding Program Outline / Targets / Timelines / 
Specific appeals using a vehicle and distribution channels best for each segment with appropriate proofs and testimonials to:
· Listeners / users
· Multipliers ie  librairies, resource centres, service providers

· Corporate/institutional sectors

Media, publishers, news services, media conglomerates
Technological internet, soft/hardware, systems integrators, engineers
Suppliers

Financial, banks (of America?), insurance, investment

Health direct and indirect
Lifestyle, entertainment
Consumables /retail

Religious

Cultural ( Spanish arts  literacy

Government

Foundations

Associations
