SAGA sustainability Model

a) SAGA has 3 sources of income:

	What
	From Whom
	For What

	Grants
	Donors
	Offering programmes whose products and services meet funding criteria

	Subscriptions / Levies
	Members
	Offering products and services in-house that satisfy general interests of members

	Fees
	Clients
	Offering products and services that satisfy the particular interests of individual members and reflect offerings supplied by commercial service providers


b) Those 3 sources are highly skewed:

	What
	From Whom
	% contribution to SAGA’s income

	Grants
	Donors
	98%

	Subscriptions / Levies
	Members
	1,8%

	Fees
	Clients
	0,2%


c) Since donor funding is large, but time-limited, membership levies are small, but hugely subsidised by donors, and sales of services are miniscule, but enduring, Sustainability demands that the mix be changed. The current target is
	What
	From Whom
	% contribution to SAGA’s income

	Grants
	Donors
	50% (half domestic and half off-shore)

	Subscriptions / Levies
	Members
	15%

	Fees
	Clients
	35%


d) Achieving this mix requires strategies for each source of income:

	What
	From Whom
	Strategy required:

	Grants
	Donors
	a) Increase quantity of funding

b) Expand diversity of funding sources

c) Extend tenure of funding

The funding document / strategy document is the spearhead for the grants strategy. To achieve the above goals, the funding document has the following characteristics:

a) Increase quantity of funding

It scales SAGA’s financial needs so that donors can be as generous as they wish to be, but also itemises the amounts needed so that smaller donors can fund specific projects / areas.

b) Expand diversity of funding sources

It gives a framework for SAGA’s programmes that should appeal to the maximum number of possible donors – by showing the different types of work (TRAIN), areas of work (CG, ID, TI and EE), and the wide number of projects.

c) Extend tenure of funding

It allows for long-term funding of anything up to 5 years at a time

	Subscriptions / Levies
	Members
	a) Raise the ceiling on subscriptions

b) Expand number of members 

c) Allow up-front and long-term payments

The spearhead for the membership drive is the Membership Office(r). Sphe has moved from administering membership applications to actively, with the help of Zaide and Lettie, pursuing them. The process they follow is the following:

a) Raise the ceiling on subscriptions

The existing formula for fees is to be revised so that richer members whose needs and service consumption are greater can pay more. A % of turnover formula is being considered, since this matches the scale of member need to their payment. This frees SAGA to exempt poorer members (currently paying a nominal 500 p.a.) from payment at all. In the interim, SAGA is researching member turnover to apply the existing formula better so that the richer members do pay the maximum.  A second option is a class of special members who pay far more than the others. These special members may either underwrite a certain % of SAGA costs (i.e. pay a subscription) or a fixed amount (i.e. pay a levy). In turn, these members receive special honour and their legal, accounting or tax interests are aggressively promoted.
b) Expand number of members 

New members are being aggressively sought, hence the current growth in numbers past 100. One technique being applied is to “own a sector” e.g. banking. Once one or two leading corporates are SAGA members, the remainders are approached to join based on their comparative disadvantage.

c) Allow up-front and long-term payments

Creative funding techniques to allow corporates to pay more, for longer, and more easily, were suggested by Phillip. This included corporate debt instruments such as debentures, which would allow esp. the banks to invest large sums into SAGA for long periods such as 10 years, payable upfront. The debenture (apparently) gives the corporate member cash flow and tax advantages. This mechanism needs to be better understood before use, however.

	Fees
	Clients
	a) Expand the range of products and services for sale

b) Lift the prices of products and services on offer

c) Reduce the costs of those products and services being offered

d) Increase the frequency and scale of products / services being sold

All staff are identifying opportunities to offer genuine value to members and non-members on a cost-recovery-plus basis. The process to date reflects:

a) Expand the range of products and services for sale

The spearheads for our fees-for-service are 

· The 2-day strategy workshop for CSI departments

· The Accredited Training programme 

· The training workshops

· The breakfast seminars

b) Lift the prices of products and services on offer

Under consideration is basing entry to www.donors.org.za on subscription, so that certain items are freely on display – the “teasers” – and higher-value assets are attainable through a menu of prices. 
Prices of the training and strategy workshops will in future be at a smaller discount to market prices. 
The accredited training will be at the normal WBS prices.

c) Reduce the costs of those products and services being offered

Costs are being slashed where possible, though the quality that SAGA members expect (and pay for) must continue. Often this involves better negotiation with or changing suppliers (e.g. relocating venues for seminars)

a) Increase the frequency and scale of products / services being sold

SAGA is advertising its “commercial” services more aggressively. The 2-day strategy workshop is priced to yield a return to SAGA even when outsourced to a consultant. As demand increases beyond SAGA’s ability to satisfy it internally, SAGA is looking to acquire consultants on a pay-for-performance basis.


e) Recommendation:

	a) 
	Until we have definite assurance of sufficient funding for this fiscal year, we will deliver only essential services and those (such as strategy) which are done on a cost-recovery or income-generation basis.

	b) 
	SAGA look to expand the number of its Government donors by offering special services (e.g. watching over the quantity and quality of NGO’s and grantmakers in the development sector on behalf of the NDA on a fee-for-service basis) 

	c) 
	SAGA look to replace the current subscription tariff with a %-of-turnover formula that currently sees poorer members pay more as a % of their income, so that rich members pay more and the poorer members pay less (or nil).

	d) 
	SAGA consider dividing its website between free-to-view and pay-to-view

	e) 
	SAGA advertise for quality consultants to offer services to members on a pay-for-performance basis

	f) 
	SAGA board members advise of donor, member and produce/service opportunities.


