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Starting a Resource Center or Teacher Free Store

Part II - Introduction

The Kids In Need Foundation is a 501 (c)(3) charitable organization founded in 1995, by 
the School, Home, & Office Products Association because of the belief that the school and 
office products industry has a direct responsibility to help improve and support education. 
The Foundation is funded by donations from manufacturers and distributors of school sup-
plies and office products and other corporations and individuals interested in supporting 
education.

The Foundation helps to support 35 Resource Centers that comprise the Kids In Need Na-
tional Network. We solicit donations of product and purchase supplies that are distributed 
to Centers in the National Network. These Centers use the product to stock their shelves. 
Teachers shop at these Centers for free supplies for their students and to use in their class-
rooms. The objectives of the program are to provide school supplies to students whose 
families cannot afford to purchase those items, to support the students’ learning experi-
ences, and to help them succeed in school.

If you are thinking about starting a Resource Center, you should first read Part I of this 
manual. If, after reading Part I, you continue to want to pursue the idea of starting a Re-
source Center in your own community, this part of the manual will give you more informa-
tion about operating a free store for teachers.

The Facility

The Warehouse Setting
Resource Centers in the Kids In Need National Network are typically located in warehouse 
settings, although similar centers around the country are located in other types of facilities, 
such as school buildings, college classroom buildings, and retail storefronts.
The warehouse setting particularly suits a free store for teachers. Inner city warehouses are 
usually found in close proximity to the primary school system being served by the Center 
and can usually be leased at a reasonable price if you cannot get the facility donated.
In a warehouse, the loading docks and storage areas can be near the retail area of the Cen-
ter, eliminating the need for transporting product from one space to another by any other 
means besides forklifts and carts. In such a setting, a parking lot is usually attached to the 
building, which will be used by teachers who come to shop.
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The Retail Store
The shopping area of the Center should be at least 1,500 square feet. An area of 3,500 to 
5,000 square feet is ideal. The area should be equipped with shelves, fixturing, and bins 
to closely approximate a regular store. Shoppers should be able to enter and exit the area 
easily and safely.

The entrance to the shopping area should be clearly marked on the outside of the building. 
An area immediately inside the entrance should be used for teacher sign-in. Shopping carts 
should be available. This area is also a good place to put attractive bulletin boards, lists of 
partners, sponsors and donors, photos of volunteers and teachers, and the addresses of 
donors so teachers and students can write thank you letters. Notices and announcements 
to the teachers can also be displayed there.

Managing a Resource Center is very much like managing a for-profit retail operation. The 
only difference is you are providing school supplies for free rather than charging your cus-
tomers a fee for each item they select. With this in mind, certain basic retailing principles 
should be followed in order to keep the center organized and to assist your customers in 
the most efficient manner possible.

Customer Service
First and foremost is customer service. Teachers who visit the Center are your customers 
and should be treated with the utmost respect. Treat your customers as if they were
guests in your home. This is one factor that determines the success of national retailers. 
Teachers and their students are the reasons you exist, and you should do everything possi-
ble to make the teachers’ visits enjoyable experiences.
You must provide restroom facilities. This area, like every other area of your Center, should 
be attractive and clean. Regard this area as another opportunity to make a good impres-
sion and leave your customers feeling well respected.

Merchandising
Merchandising standards include store layout, signing and graphics, product presentation, 
and in-stocks. A Center that is merchandised properly will be neat and efficient, will be 
easy to shop, will have appropriate signing, and will look like it is ready for business.
You can provide great customer service, but if you have poor merchandising standards, 
your customers will not be able to find what they are looking for, which will result in an un-
pleasant shopping experience.
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Store Layout
When laying out the floor plan for your Center, you should keep in mind the natural traffic 
pattern of your facility. Will customers enter and exit the same way? Are there
any obstructions? Is your space rectangular or square? Where will your warehouse space 
be? Are there any loading docks? These are some of the questions you will need to answer 
before you place the shelving units in your Center.

The next step is determining product placement and product adjacency. This should not 
be done haphazardly. Start first by identifying general product categories such as writing 
instruments, paper products, school supplies, office supplies, and incentives. Lay these 
product categories onto your floor plan and make adjustments as necessary, taking into 
account which product categories require the most floor space. This process is commonly 
referred to as space management. More detailed versions of space management are called 
plan-o-grams, which determine the exact placement of items on the shelves. This pro-
cess of determining product placement will be ongoing. Product placement is dependent 
upon inventory levels, product donations, time of the year, and fast or slow moving items. 
As these variables occur, you will need to adjust or flex your product placement. If adjust-
ments are not made, the Center could look overstocked and messy in one area and empty 
in another area.

Signing and Graphics
A well-managed Resource Center will focus time and attention on signing and graphics. 
Signing and graphics will help promote good customer service by providing direction, as 
well as procedural, category, product, and donor information. Graphics can also add that 
over- the- top element by identifying fun and creative uses for incentive items you have on 
the shelves. Resource Centers should have signs made and hung for every product catego-
ry. In addition, all items for which the teachers can take only a limited amount should have 
signing to identify and communicate the number of items available to each teacher. It is 
recommended that all signs be printed and laminated so they look professional and can be 
reused.

Great Presentation
Have you ever walked into a store that was messy, unkempt, and dirty? What was your im-
pression? Probably not very good! Great presentation standards can speak volumes about 
your Resource Center, and everyone can control this merchandising standard. Fixtures 
should be kept clean and full of product, floors swept, and fixtures recovered (restocked) 
after each teacher-shopping event. At the end of every school season, a complete cleaning 
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campaign should be scheduled sometime during the summer months to get ready for the 
next school year. This is a good time to take care of any painting that may be necessary.
Dominant, eye-catching merchandise statements (areas) are also an element of presen-
tation standards. If you have an abundance of a particular product, see if you can double 
expose the item in another location by building a mass out statement (a large grouping) on 
an end cap or on a pallet. Be sure to restock these statements frequently until product has 
been depleted.

Instocks
One of the most important elements of merchandising is restocking. You must fill in fast 
moving items from your backroom, if overflow product exists, or, if not, replace it with an-
other item. If you put off restocking over several days, you will end up with empty spaces 
on your shelves, and it will look like you are out of business. There is not one right way to 
accomplish this task. Many centers restock in the morning prior to teacher shopping or on 
the following day if there are no teachers scheduled. The only rule is to ensure the task is 
completed sometime before the next teachers visit.
Managing your backroom inventory is crucial and can be a true problem if you are not 
organized. Time spent restocking can be reduced significantly if you have done your home-
work. Here are some suggestions that will help you save time and resources:

• Organize your warehouse space by product category, just like your retail store; this way, 
you can find what you are looking for quickly

• Identify product categories with a sign for visual reference
• Put like items together in a row or stack
• Open the top carton in a stack so you get a visual picture of what is inside the carton
• Create rows and aisles so you can navigate easily from one section to another
• Utilize shelving units or pallet racking if possible to maximize your floor space

Operational Differentiation
As customers, all of us have had the opportunity to visit two similar retailers while look-
ing for a specific item, conducting price comparisons, or comparing service. Have you 
ever wondered why one business always looks and feels better than the other? The most 
successful retailers focus on operational efficiency as a way to enhance customer service, 
streamline business processes, and differentiate themselves from their competitors. These 
are the businesses that will continue to grow and be successful.

You can learn from these successful businesses and incorporate some of their best practic-
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es into your operation. Some of these best practices include how to manage fast and slow 
moving items, stocking merchandise, storing merchandise in the backroom, and managing 
the checkout process when teachers are finished shopping.

Fast and Slow Moving Items
By definition, fast and slow moving items are those products that are either very desirable 
by teachers, such as pencils, lined paper, and crayons or products that are more unique and 
have a longer shelf life, such as incentives or some office products. All fast moving items 
should have a sign posted under the item identifying how many items can be taken by a 
teacher during a shopping visit. The limit will vary from time to time depending on the cur-
rent circumstances surrounding that particular item – seasonal demand or availability from 
the donor, for instance. History should be your guide in establishing product limits.

Slow moving items can be dealt with in many ways. Think about your favorite clearance 
sale at your local department store. What do they do when they have slow moving items? 
They reduce the price, put a sign on it, and move the merchandise to the front of the de-
partment to attract the customer. Resource Centers can follow a similar example by cre-
ating a unique, eye-catching sign, then moving the item to the front of the store. You may 
want to place the merchandise on a table or rack near the area where you teachers check 
out to get their attention.

A comment about incentive merchandise: the most successful strategy for moving this 
merchandise is to come up with a creative way to use it in the classroom and then commu-
nicate your idea to the teachers. Display your idea immediately
above the product on a poster or sign. You will be amazed at the reaction you get.

Checkout
As everyone knows, time is a precious commodity, especially in today’s time compressed 
society. No one has the time to waste waiting on people who do not know what they are 
doing or following a procedure that is slow and inefficient. The checkout process in a re-
tail operation is the true measure of efficiency and it will be the same for your Resource 
Center. You need to be able to checkout multiple teachers at a time and insure you have 
enough staff or volunteers to efficiently handle the number of teachers shopping on any 
given day. Forecast your needs well in advance. Look at your operation to see if you have 
any bottlenecks or choke points in the checkout area and eliminate them if possible. Edu-
cate your staff on the checkout process and make it as simple as possible.
Have all the supplies you need available when you need them and where you need them. 
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Keep your checkout area clean and neat – this will be the last impression you make with 
your customers!

The Storage Area
Stocking and storing product is all about productivity and organization. You want to be 
able to find things quickly and easily in as little time as possible. When you place merchan-
dise in your warehouse, be sure to keep case product in the original shipping carton rather 
than taking it out of the carton. This will increase your productivity when restocking your 
Resource Center. Keep in mind, you will need some type of shelving in your warehouse 
space to do this effectively. Stocking product on a bare floor should be a last resort option. 
Labeling product in your warehouse is just as important as labeling product in your Re-
source Center. Doing so will be a big time saver for you and your team.

The storage area of the warehouse should consist of at least 5,000 square feet; 10,000 
square feet is ideal. When Centers are located in warehouses with a partner that operates 
other programs on site, it is often possible to “borrow” storage space temporarily when the 
Center has received a particularly large shipment or when several good-sized shipments 
come in at one time. For instance, the Center may have the opportunity to accept a large 
shipment of product, which can be divided among other Centers or traded to another Cen-
ter for different merchandise.

The space should be designed for maximum storage and easy access to product. All safety 
measures should be taken into account in the design of the area, as well as for the day-to-
day storage decisions. Boxes should ideally be stored on pallet racking. Do not overload 
shelves or over stack boxes. Added or removed inventory should be well documented. As 
with the shopping area, the storage area should be kept as clean and orderly as possible.

Receiving Shipments
• Product may be shipped by a number of different means, including semi tractor trailer 

truck, UPS, U.S. mail, and air express. No shipment of product should ever be refused, 
even if you are not expecting it.

• Product sent by truck will usually be shipments of boxes of one to 22 pallets (one truck-
load) and must be unloaded using a forklift or pallet jack, most efficiently from a load-
ing dock. You will most likely be forewarned when a truck shipment is coming. Staff/
volunteers should be in place to unload the truck. It is not the driver’s responsibility to 
unload the truck.
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Tracking and Reporting Inventory
Maintaining an inventory of the core products (pencils, pen, crayons, markers, filler paper, 
and glue) and other basic school supplies (construction paper, scissors, spiral notebooks, 
rulers, and erasers) at your Center is of utmost importance. Requests for product should 
be going out on an on-going basis, so donations will come in all twelve months of the year. 
Most Centers operate on some kind of altered schedule during the summer, open perhaps 
only one or two days a week to accept shipments. The Center is expected to keep records 
of all product received, the value, quantity, and donor.

The Center must track what teachers obtain from the Center and make a reasonable esti-
mate of the amount of product in dollars that is moving in and out of the Center. It is also 
suggested that the Center track as closely as possible the number of teachers utilizing the 
facility and the number of students served by the Center.

One way of gathering all this information is to ask teachers to fill out a shopping form each 
time they visit. This record will also help you track which schools are most actively utilizing 
the Center. A periodical report to the schools’ principals about their teachers’ participation 
is a way of keeping in touch and promoting use of the Center.

It will sometimes be necessary for the Center to put limits on items that are in great de-
mand or are temporarily low in inventory. This will ensure that all teachers get a share of 
the product. Otherwise, teachers are expected to take what is necessary to supply their 
individual classrooms – if they have 30 students, they can take 30 rulers.

Occasionally, a Center may have an over abundance of a particular product or have mer-
chandise that teachers are not interested in obtaining. If notified of this, the Kids In Need 
Foundation can often arrange an exchange of merchandise with another Center that will 
satisfy everyone’s needs or disburse the abundant merchandise to a number of different 
Centers. Freight charges will be a determining factor in any shipments of this type.

Parking
The parking area should be in close proximity to the Center and should be easily accessible 
from the nearest main street. Space should be adequate to handle the average number of ve-
hicles anticipated at peak shopping hours. If necessary, signs should indicate where teachers or 
visitors may park, especially if the facility is being shared with another organization.

Safety is of the utmost importance. If the parking lot is also being traveled by forklifts or 
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other shipping vehicles, drivers should be clearly warned of this with strategically placed 
signs.

Since it is not always easy to tell what door should be used when there are many entrances 
to a warehouse, you may want to indicate with pavement markings or signs how teachers 
can get from the parking lot to the entrance of the shopping area. If teachers can pull up to 
a dock or special area to load items, it should be clearly marked. Signage is also helpful for 
guiding delivery trucks to the unloading area.

The Program

Selecting Schools
After discussions with the superintendent and other designated members of the local 
school district(s) slated to be served by the Center, a list of schools from which teachers 
will come to use the Center is established. Most of the Resource Centers in the Kids In 
Need National Network serve parochial schools as well as public schools in the districts, 
counties, or areas they have chosen to serve, as long as those schools meet “the 70 per-
cent rule.” The Kids In Need Foundation’s criterion for a school to be served by a Center is 
that a minimum of 70 percent of its students are enrolled in the federal free and reduced 
lunch program.

The Center should take into account the size of each school and the number of teachers 
that can be accommodated in the Center shopping area at any given time – both space 
and product availability should be considered – before determining the number of schools 
(teachers) that will have access to the Center. Typically, 25 to 30 schools is a good number 
to begin with.

Count on the school systems to have already determined which schools are most in need. 
Be realistic about how many schools can be accommodated immediately after opening 
and put any remaining schools on a waiting list. Schools can be added more easily than 
subtracted from your list.

Principals from the selected schools should be contacted. Face to face meetings with the 
principals at the Center will give you an opportunity to explain the concept, tour the Cen-
ter, and go over the details associated with shopping at the Center. Inviting all the prin-
cipals to a get- acquainted breakfast or lunch is another way of introducing them to the 
Center and familiarizing them with the program. Extend an invitation to the principals to 
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visit the Center at any time their teachers are shopping. Communicating with the principals 
is important to establish and maintain their support for the program. They can be an excel-
lent public relations resource among teachers, local businesses, and the general local com-
munity.

Identifying Teachers Eligible to Shop (Your Customers)
Once the schools are selected, the principals should submit the names of teachers in the 
schools. These are the teachers who are eligible to shop. When teachers come to shop at 
the Center, their ID’s can be checked against the list provided by their principals.
We have learned from experience that the management of the program becomes unwieldy 
when restrictions are not put on the school personnel who can shop at the Center. It seems 
to be most manageable when only the lead teacher of each classroom is designated as the 
eligible shopper. Librarians, teacher aids, teacher assistants, custodians, counselors, clerical 
staff, and cafeteria staff are not eligible to shop.

Many Centers in the National Network have programs by which teachers from ineligible 
schools can earn shopping privileges by volunteering to work at the Center a certain num-
ber of hours. Some Centers limit the number of times a teacher can do this to once or 
twice a year.

Fees
The Resource Centers in the Kids In Need National Network do not assess charges for any 
product on the teachers, students, schools, or school districts.

Hours of Operation/Shopping
Hours of operation should be consistent with a normal business day, Monday through Friday, 
but designated shopping time will be largely determined by the hours of the schools the Cen-
ter is serving. Remember that teachers are not able to shop while school is in session.

Most Centers designate specific days each month that teachers from each school can shop. 
The Foundation suggests opening only one or two days a week for shopping during the first 
several months of operation. As the Center’s staff gains experience and more volunteers are 
in place, shopping days can be increased. The number of schools/teachers and the size of the 
Center will determine if teachers can shop once or twice a month. Again, start with one day a 
month and increase to two when staff and volunteers are acclimated.

Most Centers designate the afternoon hours between 2:00 and 5:00 or 6:00 as shopping 
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hours. Some Centers have Saturday hours as well. Once the hours are established, it’s import-
ant they remain consistent and are clearly and effectively communicated to the teachers. Be-
fore school begins in the late summer, shopping hours may be extended to ensure that all 
teachers have an opportunity to stock up for the return of their students.

Staffing the Center
A president, CEO, or executive director should be in charge of the Center. No matter what 
title is used, this is the person ultimately responsible for the operation of the Center.
Centers vary in the number of staff they employ. Naturally, it depends on the size and bud-
get of each Center, but it is recommended that a minimum of three people (full or part 
time, paid or volunteer) is on staff to run the Center to handle the following areas: develop-
ment, operations, and volunteer management. A support person to assist these positions is 
also advised.
The following chart represents an ideal breakdown of staff responsibilities. While it may not 
be possible to replicate exactly, experience has shown that a well-run Resource Center has 
individuals tasked with performing the responsibilities listed below. The positions may be 
staffed by volunteers or paid personnel.

Staff Responsibilities
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Volunteers

Most people who work at the Centers are volunteers from local community organizations. 
Teachers make up the second largest group of volunteers. Some Centers conduct pro-
grams for teachers from ineligible schools which allow them to earn one shopping trip for 
each three hours of volunteer time. They unload product, stock shelves, help in the office, 
or assist teachers in the store during shopping hours.

The management of volunteers is an important aspect of operating the Center. A constant 
flow of communication between the Center and volunteers is crucial to a smooth-running 
volunteer program. New volunteers should be thoroughly trained and informed about the 
purpose and function of the Center. Seasoned volunteers should be given information reg-
ularly about the organization’s achievements. Knowing exactly what the Center does and 
how well it is doing it will make volunteers feel proud to be part of such a winning proposi-
tion and will be something volunteers will talk about with their families and friends.

Volunteers for specific positions within the operation should be interviewed just like you 
would interview a potential employee. Job descriptions should be given to all volunteers. 
The Center must be specific about what is expected from the volunteers and must hold the 
volunteers accountable. Always have something for volunteers to do. Nothing is worse than 
having volunteers go away thinking they have wasted their time.

If possible, providing a break room for volunteers is another way of sending the message 
that they are valued and respected by the Center. In this room you can post information, 
notes of appreciation, and news about individual volunteers.

Most importantly, a strong volunteer recognition program is advised. Dinners, picnics, par-
ties, and other activities provide opportunities for team building and public praise giving. 
Offer your volunteers t-shirts and other tokens of gratitude along with lots of Tender Lov-
ing Care. Handwritten thank you notes to praise a volunteer’s work are always appropriate 
and appreciated. Volunteers are, indeed, very special people. Let them hear sincere thank 
you’s often, in whatever form you can give them.

Fundraising

The first rule of fundraising is: if you don’t ask, you aren’t going to receive. Volumes have 
been written about the act or art of fundraising. And if you have never done it before, you 
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need to educate yourself about the intricacies involved.

It is the belief of the Kids In Need Foundation that all members of your board and all staff 
are responsible to assist in fundraising efforts, whether it is by asking friends and family to 
contribute, supplying leads for corporate or other major donors, making the actual request 
for funds, researching potential grants, or working at a fundraising event.

When starting a Resource Center, we suggest you work from the inside out. That is, start 
raising funds from those closest to the project and from those closest to those involved 
with the project. Basically, money is available from the following sources:

Individuals. Second only to the federal government, individuals give more money than all 
other funding sources combined. “Donations from individuals” is the only category of giv-
ing that has consistently increased over the past several decades. Individuals provide an 
assured source of income for any nonprofit organization once a solicitation program is in 
place. An organization supported by the individuals in its community will also find it easier 
to secure foundation and corporate support.

Traditionally, individuals make gifts of either money or time. Best of all, those who volun-
teer provide the person-power necessary for fundraising campaigns, fundraising events, 
and lobbying. Volunteers can serve as a link between a nonprofit and a potential donor, 
especially a corporate donor.

Corporations and Local Businesses. Business and corporate philanthropy is always under-
taken with the understanding that a benefit in the form of advertising, public image, or tax 
advantage will accrue to the participating company as a result of the philanthropy.

Corporations and local businesses donate to nonprofit organizations in the form of cash gifts, 
in-kind contributions of services, products, or expertise. Corporate giving can range from $50 
on the local level to hundreds or thousands of dollars on the state or national level. Establishing 
a strong relationship with a corporate donor can provide one of the most secure sources of on-
going funding for an organization. Corporations are very good at connecting themselves with 
well-respected nonprofits and remaining with them year after year.

Having a personal contact at the corporation is almost a prerequisite to obtaining that first 
grant, but, if appreciated, corporations often continue to give to the same organization. 
Reporting requirements are minimal, and the application procedures are fairly simple and 
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always businesslike.

Corporate donors require considerable attention and recognition or their support may 
dwindle. The publicity required by the corporate sponsor also builds the Center’s public 
image. Corporations often provide effective advice on how to market special events or 
projects, but the corporation, particularly the marketing department, may want to control 
the project or a portion of it. Corporations and businesses are among the few funders that 
donate to capital and endowment campaigns.

Foundations. Foundations are non-governmental, nonprofit organizations with funds and 
programs managed by their own trustees or directors. Foundations are established to 
maintain or aid social, educational, charitable, or religious programs, and other activities 
serving the common welfare. Until quite recently, foundation support has been limited to 
cash grants; in recent years, however, foundations have begun offering PRIs and technical 
assistance. Foundations have also taken a lead role in many communities as conveners and 
trainers. Foundations come in five flavors:

1. National foundations give to programs that are of national significance. Local organiza-
tions can receive funds, but only if the project falls within specific guidelines or areas of 
interest. Well-known national foundations include the Ford Foundation, Mellon Founda-
tion, MacArthur Foundation, and the Campaign for Human Development.

2. Special-purpose foundations focus on one specific area of giving. One example is the 
Olin Foundation, which funds only building construction on university campuses. There 
are many foundations with narrow focuses. Be aware: when they fit, they fit; when they 
don’t, they don’t.

3. Corporate foundations are the charitable giving arms of corporations. The corporate 
foundation usually receives a percentage of the corporation’s profits each year, from 
which it makes grants. If a corporation has had a good year, its average gift amount will 
increase. The Exxon Foundation, the ARCO Foundation, the Aetna Life and Casualty 
Foundation, and the Coca-Cola Foundation are national examples.

4. Community foundations raise money, usually from the local community, and then redis-
tribute these funds within the community.

5. Family foundations are founded by family members to honor the family name in per-
petuity. The amounts they give can vary greatly. The Skaggs Foundation, for example, 
awards grants of between $500 and $5,000, while the Rockefeller Family Fund gives 
grants of up to $50,000. Family foundations can become a source of long-term funding 
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once a good relationship is established.

Associations, Clubs, and Unions. Professional associations are made up of individuals who 
share a common profession. Trade associations are comprised of business people who 
work in the same industry or carry the same product lines. These associations collect an-
nual sums from their members and redistribute some or all of the money to qualified ap-
plicants. These organizations are seldom public about their contributions. Funding may be 
available through the local, state, and national chapters.

Numerous community-based service clubs throughout the country, such as Kiwanis, Lions, 
Elks, Soroptomists, and Quota Club, can provide cash, volunteers, and product donations. 
They can also introduce a nonprofit organization to their club’s national charitable giving 
program. For example, Rotary Club International provides both humanitarian grants and 
ambassadorial scholarships, but a letter of support from the local Rotary Club is needed in 
order to apply.

Unions fund services, or issues directly related to their members. It is most common to ask 
a Union to provide services such as electrical wiring from the International Brotherhood 
of Electrical Workers, or the installation of new laundry facilities from the Plumbers and 
Pipefitters Union. Donations of these types of services can demonstrate local support for a 
project and can save your Center thousands of dollars.

Tips about Working with Associations

Don’t limit the possibilities. Consider working with all types of associations. If there is a nat-
ural affinity - a statewide Bar Association and a children’s rights organization, for example 
- that’s great. But also look for the unexpected alliance. For example, the American Pulp-
wood Association raised $2.4 million last year for the Children’s Miracle Network, which 
supports children’s hospitals in the U.S. and Canada.

Look to your volunteers, donors, and staff to help build alliances with associations. If one 
of these folks has an existing strong relationship with, say, the International Brotherhood of 
Electrical Workers, then you may want to pursue a relationship between your organization 
and the Union. Working from inside the association, an individual can recruit fellow mem-
bers and generate excitement about supporting a charity. It is important to have an advo-
cate “on the inside.”



3055 Kettering Blvd., Ste 119, Dayton, OH 45439 • (937) 296-1230 • (937) 296-0136 F | 2719 Patton Road, Roseville, MN 55113 • (612) 465-0135 • (612) 465-0136 F

Our mission is to ensure that every child is prepared to learn and succeed in the classroom
by providing free school supplies nationally to students most in need.       www.KINF.org

Work with associations that have adequate resources to make the fundraising project a 
success. It is easy for an association to get in over its head by promising to do a project 
that they simply don’t have the capacity to complete. Make sure your partnership with the 
association is clear (everyone’s duties must be spelled out) and that your organization pro-
vides the necessary people-power if the association can’t.

Create an up-front agreement with the association that allows you to review any article or 
reference to your nonprofit before it is printed. Remember, this may be the only informa-
tion that many of its members receive about your organization, so you want it to be accu-
rate and descriptive. Remember to seek in-kind contributions. Services and products can 
be just as valuable as cash. Keep this in mind as you talk with your potential association 
partner.

Government. Government funds are available at three levels: federal, state, and local. At 
the federal level, while grant amounts are high, funders seek innovative ways to solve a 
problem, and for programs that can be reproduced. State funds are typically awarded to 
the same nonprofits year after year. Also, seeking state funding can be a highly political 
undertaking. Local governments usually earmark money for specific programs, and grants 
in rural areas can be relatively small. Urban centers, of course, will offer larger grants.

There are disadvantages to receiving government funding, however. Stringent rules apply 
to everything from filling out the applications to reporting or reviewing your project’s prog-
ress, which means funds can be tied up for months. Reports, financial audits, and other red 
tape consume an enormous amount of staff time. And last but not least, government fund-
ing is declining, making the process more competitive and future funding uncertain.

Fundraising Events. Special event fundraisers, often called fundraising benefits, are social 
gatherings that:

• Generate publicity for the nonprofit organization
• Raise money for the nonprofit organization

• Request attendance for a fee or ticket charge, but offer some form of entertainment in 
exchange

• Include extravaganzas (gala dinner-dances, benefit concerts, cruises, and major sporting 
events), events for bargain hunters and gamblers (bingos, raffles, casino nights, garage 
sales, rummage sales, auctions, flea markets, and bake sales), and educational events 
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(ranging from major speakers that fill large auditoriums to slide shows shown in com-
munity centers)

• Should not be conducted unless the net profit realized will be fifty percent or more of 
its gross proceeds

Product Solicitation

Procuring product for the Center, like fundraising, is an ongoing task. After all, school sup-
plies are what you are “selling,” so you must keep your Center stocked with product.
The Kids In Need Foundation has identified six items we call “core products,” that we be-
lieve Centers must have on their shelves at all times: pencils; pens; filler paper; glue
sticks; markers; and crayons. These are the items children must have to be able to partici-
pate in classroom activities. And these are the most difficult items to get donated by com-
panies because they are the most desired by consumers.

Teachers are so creative and resourceful. They are experts at utilizing materials others may 
deem worthless. Most Resource Centers do not reject any materials being donated, be-
cause they know the teachers will come up with a use for whatever it is.

Like raising money, there are a number of different methods of soliciting product and sev-
eral different resources available. Product will most likely come from:

• Surplus inventory of local corporations and businesses
• Outdated or unsalable merchandise from corporations or retailers
• Retail reclamation centers
• Post-show tradeshow harvests
• Supply drives
• Product purchases

Large local corporations that are not part of the school supplies and office products in-
dustry may have materials that are perfectly appropriate for the classroom setting. For 
instance, donations of three-ring binders, sales and training materials, outdated letterhead 
and envelopes, outdated folders and other materials from marketing campaigns.

Several Centers in the National Network have made arrangements with local convention 
centers to harvest product from conventions and exhibits that take place in their cities. 
Exhibitors often leave the product they had on display in their booths rather than pay for 
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shipping it back to their facilities. The Centers then collect this product and offer it to their 
teachers.

Schools sometimes receive calls from corporations offering donations of supplies. Schools, 
however, are usually not equipped to accept these kinds of donations because of a lack of 
storage space and difficulties with distributing the product. Pass the word to the principals 
of the schools you serve that your Center will accept these donations, warehousing the 
product and distributing it to teachers for their students. Ask your schools’ principals to 
direct these kinds of calls to your Center.

Get the word out through any means possible that you are accepting donations of prod-
uct. Send out press releases when you receive particularly large donations or donations of 
unusual items.

A Word About Computers

It is true that many schools are in need of computers. However, it has been the Founda-
tion’s experience that accepting donations of computers and then trying to repair, reno-
vate, or upgrade them is costly, time consuming, and space taking.
Therefore, the Foundation recommends that donations of computers are declined with the 
explanation that refurbishing the computers for future use is beyond the Center’s budget 
and personnel limitations. Refer the donor to an organization that will accept the donation, 
if you know of one.

Donor Recognition

From the moment you decide to open a Resource Center, begin a database of donors and 
potential donors. Maintenance of this database is critical. Unless requested otherwise by 
a donor, share donor information with teachers, principals, and the general community as 
much as possible.
Thanking the donor is crucial to continued success. Never take a donor for granted. Every 
corporation and individual who donates funds or product to your Center is solicited by oth-
er non- profit organizations every day and could have chosen them instead of your Center 
as their beneficiary.

Spread the word. Ask teachers and principals to thank donors and provide them with the 
names and addresses of the donors. Letters and drawings of thanks from students are es-



3055 Kettering Blvd., Ste 119, Dayton, OH 45439 • (937) 296-1230 • (937) 296-0136 F | 2719 Patton Road, Roseville, MN 55113 • (612) 465-0135 • (612) 465-0136 F

Our mission is to ensure that every child is prepared to learn and succeed in the classroom
by providing free school supplies nationally to students most in need.       www.KINF.org

pecially appreciated. Maintain a list of donors in a prominent location in your store or label 
the product on the shelves with the companies’ names. Just as prominently, request that 
the teachers write thank you notes to these donors.

Your Interest in Starting a Resource Center

We have broken this manual into three parts to help you assess your true level of interest 
and intent in starting a Resource Center. If you find after reading this part of the manual 
that you are still eager to start a Resource Center, you are ready to dive into Part III, which 
will give you detailed information in the following areas:

• 501 (c) (3) status and other legal procedures
• governance, conflict of interest, ethical behavior
• mission statement
• vision statement
• board of directors
• committees
• volunteer recruitment, procedures, and tracking
• donor tracking
• operating plan
• long-range strategic plan
• budgets
• marketing
• internal and external communications
• engaging teachers and schools
• tracking teachers and schools
• utilizing surveys
• job descriptions

If you are committed to starting a Resource Center, see Part III of this manual.


