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category of “Community Resources”. We would like to extend our gratitude 
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closely with us to allow the collection and validation of the insights shared in 
this handbook. 
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This section provides an overview of what the terms  
“community” and “resources” mean and how they can 
be harnessed to their full potential. 

What are
Community
Resources?
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Community
There are many ways to define “community”. Most commonly, community is defined based on 
proximity, where a group of people are bounded by a geographical radius (e.g. 1km). However, 
the term “community” can also be expanded beyond that definition. For example, “community” 
can be relationship-based, where organisations are affiliated to one another, or be values-based, 
where a group of people share a similar set of values. 

Neighbourhood shops, tuition agencies, malls,  

community centres and grassroots organisations 

that are located within the vicinity of your 

organisation can be your potential community 

resource partners. 

These are organisations that have an umbrella-

relationship with your organisation. You 

might belong to the same umbrella group of 

service providers (for instance, Singapore Hokkien 

Huay Kuan Pre-School as part of Singapore Hokkien 

Huay Kuan), or are affiliated to the same religious 

organisation (for instance, St Andrew’s Nursing 

Home as part of St Andrew’s Mission Hospital, and is  

affiliated to the other St. Andrew’s schools and  

organisations). 

These are individuals, informal groups or 

corporations that share the same values as your 

organisation. For instance, if sustainability is a 

strong core value in your organisation, it would 

be helpful to target companies such as Sembcorp 

that also share the same values, to provide your 

organisation with resources as part of their CSR 

efforts.  

Schools within the 2-4km radius from where your 

organisation is located are also a good source of 

community resources. A new Character and  

Citizenship Education (CCE) framework was  

introduced in 2011 to promote a values-based  

education in Singapore. Students are encouraged to 

carry out community service under this framework 

and hence teachers are also actively looking out for 

VWOs they can work with to provide practical CCE 

learning opportunities for their students.

Proximity-based community

Relationship-based community Values-based community

BA
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Resources
There are many different types of “resources” out there. Here is a list of resources that your 
organisation can look into tapping the community for:  

These are items that you would require on a day-

to-day basis or for purposes of events. If you are a 

daycare centre, these will include donations items in 

terms of rice, biscuits, oil and other miscellaneous 

items. 

Very often, a partnership can be established with 

neighbouring schools or resident’s committees to 

provide venues (such as a function room or field) for 

events or sports activities. 

For example, neighbouring shops or corporates 

can provide employment, internship and project 

opportunities for the clients e.g. getting them to pack 

items like utensils or activities which the community 

can provide to increase programme variety for 

clients e.g. morning exercises or activities in 

community centres.

Cash donations are always helpful to defray the  costs 

of running your organisation. Do remember to  

inform the donor regarding tax deductions if  

applicable.

Items/Donations in kind Facilities

Others

Cash Donations

Services can consist of volunteering services that 

are Service-based (support VWOs on a regular and 

timely basis), Skills-based (support VWOs in specific 

projects, typically requiring specialised skillsets) and 

Event-based (support VWOs for ad-hoc or one-off 

events and activities). 

Some neighbourhood shops can also provide services 

for free or at subsidised prices e.g. haircuts at hair 

salons, eye checks or spectacles from optical shops, 

meals at subsidised prices from eateries or cafes.

Services
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Why should 
we tap on 
community 
resources?
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Your organisation can stand to 
benefit in various ways by tapping 
on community resources.
Most VWOs in Singapore currently rely heavily on 

raised funds to fulfill the organisation’s needs such  

as hiring full time service providers for its  

beneficiaries. With an increasing number of charities   

competing for donations, there is a need for your 

organisation to look at tapping into community 

resources to support your organisation’s functions1. 

For example, volunteers, without being paid a salary 

can help your organisation save money by offering

skilled services such as technology services, 

developing programmes, training staff, and

conducting strategic planning. If a community

partner offers the use of facilities, your organisation 

can also save on the upfront costs of renting facilities 

for your activities. 

In addition, by engaging volunteers in various 

manners, your organisation can also tap on the 

multiple expertise and skills to complement

current activities or value-add to the work of

full time staff.

For example, Metta IDAC faced the risk of 

activities becoming repetitive for higher

functioning clients, thus the risk of stagnation in 

their development. While training officers want 

to do more with these higher functioning clients,  

they are often not able to as they have to spend most 

of their time caring for those with higher needs.  

Volunteers can hence value-add by providing a  

greater variety of learning activities for the clients. 

Volunteers can also lend their expertise and equip 

the staff with these skills. 

For instance, a group of Xinmin students 

volunteers at Metta IDAC taught 

the clients on the use of iPads and educational 

applications. Through the volunteers’ social 

interaction with clients, client impact and well-being 

can also be increased. 

By leveraging on the skills and talents of volunteers, 

your organisation can also look forward to potential 

manpower savings. 

For example, by engaging freelance Zumba 

instructors to provide free Zumba classes 

for its clients with intellectual disabilities,  

Metta IDAC has saved on the cost and manhours 

needed to send its staff for Zumba classes, as well 

as the staff’s planning time needed to conduct such 

classes.

1 Channel Newsasia, 17 Jun 2015, “NCSS wants to help charities with weak or no fundraising capabilities”, retrieved from:  
http://www.channelnewsasia.com/news/singapore/ncss-wants-to-help/1921024.html
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How can 
we identify 
and reach 
out to  
community 
resources?
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Community Resource Framework
You can use the community resource framework to identify, search and track the different community 
resources that your organisation can tap on. It functions like a directory, which allows you to make  
informed decisions on how you can leverage on these resources to serve the needs of your clients 
and your organisation. 

The framework consists of the following key elements of the community resources:

Who they are

e.g. name, contact and organisation

1

Where they are  

e.g. at Metta IDAC or elsewhere 

2

What type of resources they are  

e.g. category (Services, Cash Donations, Items, 

Facilities or Others), description and value  

(Free or subsidised)

3

When they are available 

(Daily, Weekly, Monthly or Yearly)

4

Degree of Commitment (D.O.C) 

(Available, Interested, Ad-hoc, Regular or  

Highly Involved)

5

Example of Community Resources Map

“Cleaning Auntie”

Lilian

Dorothy

Crystal

9123 4567

6123 4567

6654 3210

6987 6540

Twice 
a month

1st Wed of 
every month

Weekly

Yearly

5. Highly 
Involved

4. Regular

4. Regular

3. Ad-hoc

-

Rock Services

Church Y

School X

IDAC

IDAC

IDAC

IDAC

Individual

Informal Group

Individual

Schools

Services

Services

Services

Services

Cleaning

Pet therapy

Exercise

Music concert

Free

Free

Free

Free

When D.O.CWho

Organisation Description

Where

Category Value

What

Contact No.Name Category

1

2

3

4

The degree of commitment ranges from being available, interested, ad-hoc, regular to highly involved. Being available  

means that these are potential resources which your organisation can present its value proposition to and interest  

them to contribute to your cause. After these resources show interest, it is important for your organisation to follow up 

with them accordingly, and bring about a call to action. This call to action can be as simple as inviting the contributor to the 

centre for an orientation visit, or a meeting to discuss more about the potential collaboration. You can also invite them down 

for events that your organisation organises e.g. Christmas Party as an informal mode of engagement.  

Once the contributor starts to be involved in your organisation in an ad-hoc manner, it is key to ensure that there is  

continued engagement from the staff, so as to sustain the contributor’s interest and involvement. For those contributors 

especially volunteers who are highly involved and dedicated, organised planning like human resource policies can also be 

developed to cater to their needs, just like the other employees in the organisation.

Available Interested Ad-hoc Regular Highly Involved

HELLO

Value Proposition

NEWBIE 

Call-to-action

REGULAR 

Engagement

COMMITTED 

Organised planning
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Marketing and Outreach Plans
There are different marketing and outreach plans for each type of “community” to meet the needs 
and profile of the target audience. 

The marketing process could be  similar to the sales process whereby available community
resources  are like “prospects”. The first step is to reach out to these prospects using various 
channels and collaterals. When they show interest, they become “sales leads” and hence there
is a need to have a clear call to action for these leads in order to successfully convert them
into “sales” - contributors of community resources. 

Schools are usually open to opportunities to work with VWOs so as to give practical learning platforms for their 

students. They are like key accounts, where they can provide a large pool of volunteers since an entire class 

or CCA group can be involved. This means that more attention can be given to the clients e.g. one volunteer 

to one client ratio during the volunteering activities. Schools can also offer other types of resources besides 

volunteers such as facilities, donations, tickets to school based concerts etc. Hence, it is worthwhile for your 

organisation to invest time and manpower e.g. helping to facilitate the students’ learning experiences so as to 

establish a strong partnership with schools. 

To reach out to schools within your vicinity, you can do the following steps:

Using online maps, identify the schools within 

2-4km radius from where your organisation is 

located.

Collect contact information of the teachers 

in charge of the Character and Citizenship  

Education (CCE) department via the school 

websites.

Send emails to these teachers and arrange a 

meet up for discussion on potential collaboration.

(See example of ‘Designing your Organisation’s  

Electronic Direct Mailer’ on page 17)

Follow up with another email in a week’s time.

If they are interested, arrange a meet up to present 

a professional deck to schools, containing  

elements such as an introduction of your  

organisation, how schools can contribute, why 

schools should contribute and give examples of 

past collaborations with schools if any.

Scope feasible projects with teachers by providing  

them with relevant organisational information 

such as the needs of the beneficiaries (context) 

and constraints involved. Do take note of the  

academic calendar/school calendar of activities 

as students are likely to cut back on their  

volunteering time during examination periods.

Host orientation visits to your organisation if 

possible, so that potential volunteers can better 

understand the needs of the organisation.

Reaching out to Proximity-based community

1

2

3

4

5

6

7
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For example, both Metta IDAC and SANH established partnerships with the CCE teachers and CCE student 

ambassadors from Xinmin Secondary School (XMS) in 2016. Clients from Metta IDAC were first invited to 

XMS for a bonding session with a group of students and teachers. For most the clients, it was their first time 

visiting a mainstream school. Subsequently, the group of XMS students came over to Metta IDAC to conduct 

an iPad program for the clients. The program spanned across four weekly sessions of one hour each where the 

students guided the clients on the use of iPads as well as educational applications.

Another group of XMS students also planned and conducted befriending activities such as origami sessions, 

gardening as well as a performance for the residents of SANH. Despite an initial fear about the interactions

between the students and residents, the students eventually warmed up to the residents and enjoyed

themselves. Through these volunteering experiences, the XMS students also learnt more about the social

causes as well as organisational skills.

SCHOOLS
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You can first identify areas with a concentration 

of neighbourhood shops, tuition agencies, malls 

and community centres within 2km from the 

location of your organisation. Try to avoid 

going into “chain” shops like NTUC, Cold 

Storage etc in the vicinity walk, as the 

ground level staff are unlikely to be able 

to make decisions. Instead, write to the  

Corporate Social Responsibility (CSR)  

departments of these larger organisations. 

 

(See recommendations for Values-based 

Community e.g. corporates on page 15).

Print and use brochures to “show and tell” with 

the community members. When approaching 

community members such as neighbourhood 

shopkeepers, introduce where you are from,  

what your organisation does and your 

purpose of visit to see if they are keen to 

contribute community resources such as 

donations-in-kind, free or subsidised services 

etc to your organisation. Do not be fearful of 

rejection, but go with an open heart and mind to 

share about your organisation and its mission.

Next, set aside suitable dates and timings, and  

allocate staff in pairs to visit these shops and 

agencies in the vicinity. Try to avoid peak timings 

e.g. early morning marketing hours and 

evening when most people return from 

work. Many neighbourhood shopkeepers and 

employees also use mandarin as their main 

speaking language. Hence, it will be helpful to 

send at least one Mandarin-speaking staff for the 

vicinity walk.

1

3

2

VICINITY WALK

To reach out to your proximity-based community, one key channel is through a vicinity walk and to use  

collaterals like brochures during the vicinity walk.  

 

Here are some steps you can follow to conduct the vicinity walk:
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Take note of the different type of shops or agencies 

you have visited and the action taken e.g. left 

brochure and interest level. This can facilitate 

the follow up process that you can take to further 

engage these potential community partners. You 

can also analyse the data to better understand 

your proximity-based community. Based on a 

vicinity walk conducted in September 2016 for 

Metta IDAC, there were 44 different types of 

neighbourhood shops visited and we obtained 

the following insights about the various types of 

shops:

Give practical examples of how they can potentially 

contribute resources. For example, when walking 

into a hair salon, you can ask if the salon owner is 

keen to provide free or subsidised hair services 

for the clients. When walking into a mini mart, 

you can ask if the shop owner is keen to donate 

household items. 

You can also welcome them to make time to  

volunteer and befriend the clients. You can also 

seek permission from them to place donation 

boxes. Be creative with what the community 

can potentially offer during the vicinity walk by  

observing what type of products or services they 

are selling in these shops.

Hair salons are a prominent type of neighbour-

hood shops - 11 hair salons were visited and 3 

showed interest to contribute free haircuts for 

the clients.

This is followed by optical shops, where a total of 

8 optical shops were visited and 1 showed interest 

to provide free spectacle frames for the clients.

The responses for jewellery/pawn shops, watch/

clock shops and scooter/bicycle repair shops 

5

4

Add interested community partners into the 

community resource map for easy identification, 

search and tracking. 

6
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Collect contact information of affiliated 

organisations through your management or board 

of directors’ contacts. You can also possibly go to 

the parent organisation’s website to collect these 

information.

Send emailers and get interested parties to 

register their interest via an online form or call in 

to reach the receptionist.

Follow up with another email in a week’s time.

Train your receptionist to ask questions and get 

relevant information from interested parties and 

record these information online for tracking 

purposes. (See example of receptionist flow chart)

You can also arrange to leave brochures at these 

partners’ space so as to increase outreach to 

relevant parties.

If they are interested, you can arrange a meet-up

to discuss more about the various ways they 

can contribute resources to your organisation.  

Alternatively, you can also invite these interested 

community members for events or celebrations 

such as Christmas parties as a form of informal 

engagement and relationship building.

1

2

3

4

5

6

To reach out to the relationship-based community, you can take the 

following steps:

Reaching out to Relationship-based community

STEPS

Example of Receiptionist Flow Chart
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ORGANICALLY - through leveraging on contacts from board 

members who are in the corporate sector.

1

2

There are two ways to reach out to corporates in search for resources: 

STEPS

Reaching out to Values-based community

Example of the first introductory portion of St Andrew’s 
Nursing Home (Buangkok) EDM

14

Click on the individual corporation’s website. Look for 

the specific email for the CSR department (sometimes 

this is parked under HR, Corporate Communications or 

Media Relations).

Send your organisation’s EDM and arrange a 

meet up for discussion on potential collaboration. 

(See example of EDM)

Follow up in a week’s time.

A

B

C

D

Firstly, think about what kind of CSR you would 

like from a company. For example, if you would 

like free or subsidised transport arrangements,  

google for a list of relevant transport companies and

find out which ones have CSR by checking out their

company websites or by writing in to these companies.

If you are looking for general funding from corporates,

search for companies with CSR interest areas and

causes similar to what your organisation can offer. 

One way to have a sense of their interest areas

is to look at their past CSR projects. Do note 

that there are some companies which only  

support specific causes like children causes and 

those which change their support areas every year.

INORGANICALLY - by Google searching for companies

with Corporate Social Responsibility (CSR) departments.

Alternatively, you can also search for relevant  

companies through the list of members under Global  

Compact Network Singapore (http://www.csrsingapore.org). 

You can also seek CSR contacts from your fellow 

colleagues, e.g. companies where their spouses or family

members work at. Contacts can also be established

through networking during CSR related events

e.g. Singapore CSR Summit (http://singaporecsrsummit.org/).

These events present a good opportunity to network with

relevant decision-makers in corporates. 

If they are interested, arrange a meet-up 

to present a professional deck to

corporates containing elements such 

as an introduction of your organisation, 

how these corporates can contribute,  

and why these corporates should 

contribute and give examples of past

collaborations with corporates.

E

http://www.csrsingapore.org
http://singaporecsrsummit.org


Interview and put in direct quotes from the person 

you are featuring in the post as these quotes help 

the public to connect with your organisation and its 

values. 

Examples of images of staff’s perspectives

Get your staff to share the posts to create greater 

outreach and visibility for your posts.

Track facebook insights to evaluate how well your 

social media campaign is doing.

Schedule the posts on Facebook. Some popular 

timings are Wednesday evenings and Friday lunch 

time. 

Using storytelling to raise awareness of their needs and desires.

Featuring activities at your organisation including volunteer

activities to motivate others to do likewise.

Using heartwarming stories and experiences of volunteers and 

staff to inspire others.

1

2 5

Always have a call for action at the end of the post. 

(For example- “Sign up today via an online form! Or 

Call 6123 4567 to find out more”)

3

6

4

It is important that your organisation gets your word out regarding your search for community resources. The best way to 

reach the public at large is through social media2. 

There are three possible angles that your organisation can look at when generating content for social media:

PUBLIC AT LARGE

CLIENT’S PERSPECTIVE

AMPLIFICATION OF
ACTIVITIES

VOLUNTEER’S / STAFF’S 
PERSPECTIVE

3    Metta IDAC’s example 

Based on a Facebook campaign conducted for Metta IDAC in September 2016 , we found out that the staff’s perspective posts, 

followed by activities posts generated the highest amount of outreach on Facebook (be it through clicks, likes, comments or 

shares). This is likely to be due to the original content generated for the staff’s perspective and amplication of activities at the 

centre. Hence, your organisation can try to develop as much original content as possible, since they are likely to garner more  

favourable responses.

You can embark on the following steps to carry out a social media campaign to bring more community resources 
onboard:

15

Ask for permission to take pictures and videos 

of staff and activities so that the audience can 

associate the story with an image/face. Please 

also ensure that all Personal Data Protection Act

requirements for photos and visuals are fulfilled.

2     We are Social Singapore published a series of digital trends in Singapore 
     in January 2016. The report states that 46% of the population are internet 
     users, with 31% being active social media users. That equates to 2.307 
     billion people in Singapore being active on social media on a daily basis. 



Begin the emailer by introducing yourself and your 

role in the organisation.

Tell them a bit about what your organisation does.  

A simple and short paragraph will do as you can 

leave the organisation’s website in a link for them 

to visit for more indepth information.

Photos and visuals tell a thousand words and are 

a great way of communicating to readers what 

your organisation does for your beneficiaries and 

what current activities are available. This would 

give readers a sense of how they can interact and  

contribute if they should be keen on volunteering or 

planning events for your beneficiaries. 

In EDMs, photos of at least 300dpi should be

resized to 600 pixels wide so the overall file size 

is not too large for sending across. Please also 

ensure that all Personal Data Protection Act

requirements for photos and visuals are fulfilled.

1

2

3

4

5

A great online resource for emailers is Mailchimp which allows you to create, design and send out your EDMs.

Designing your organisation’s Electronic Direct Mailer (EDM)

Give some examples of what a community resource 

partner can do to contribute, or any specific roles 

you would require help in, such as befriending or 

organising events. This helps the recipient of the 

emailer understand what you need and what they 

can offer.

State a clear call-to-action such as “We would 

appreciate your contributions and if you are 

interested, please contact us at 6123 4567.

Leave your organisation’s website, address and  

contact number for them to contact you.

Example of Metta IDAC EDM

www.mailchimp.com *VISIT
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Example of St Andrew’s Nursing Home (Buangkok) brochure

A brochure is another way to get people to be aware and understand who and what your 

organisation’s needs for contribution are.

There are many online resources that you can use to design your organisation’s  

brochure. They offer ready-made templates that can be easily populated with your 

write-up and selected photos.Here are some of them that you can subscribe to for a free 

account or at a small monthly fee.

Designing your organisation’s brochure

Online Design Resources

www.canva.com/create/brochures * www.lucidpress.com *

17

*  Recommended based on consultant’s experience.
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http://www.canva.com/create/brochures
http://www.lucidpress.com


Introduce the background 

and purpose of your  

organisation.

State clear examples of 

how a community resource  

partner can contribute to 

your organisation.

Select photos that clearly

show what your organisa-

tion does and how others 

have previously contributed

to your beneficiaries.

Please also ensure that

all Personal Data Protection 

Act requirements for photos 

and visuals are fulfilled.

Photos should be in 

high resolution of at 

least 300dpi for printing 

purposes so they do not 

turn out too pixelated when 

printed out.

Make sure you have a clear 

call-to-action, followed by 

ways the reader can contact  

your organisation or sign up  

(contact number, address, 

website, email address).

What

Example of St Andrew’s Nursing Home (Buangkok) brochure

Who

How

WHAT TO INCLUDE
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How can 
we sustain
community
resources?
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Here are some tips for
following up and engaging
with potential and existing
community resource partners:

FOLLOW UP 

BE PATIENT

BE PROACTIVE

SHOW APPRECIATION

promptly with these partners and avoid a long lead time
between the point of their contact to your organisation’s 
response.

if they do not respond in a few days, send a respectful 
reminder. Be persistent but not pushy.

and maintain regular communication e.g. sharing newsletters, 
and inviting them for events.

to your community resource partners e.g. giving a simple 
“thank you” card and hosting them at appreciation events.

20



CONDUCT OF 
ACTIVITIES

Moving forward, volunteers can plan 

and conduct their activities with the 

clients. You can work closely with 

these volunteers in the planning 

process e.g. through the vetting of 

proposals, and raising up concerns, 

if any, along the way. A balance 

of guidance and autonomy for the

volunteers would be important so 

that the volunteers do not feel lost 

or overwhelmed in the process.

ORIENTATION

You can refer to the  

marketing and outreach 

strategies outlined above.

Invite potential volunteers down 

for an orientation session at  

your organisation and allow  

them to observe the clients and 

environment. 

During the orientation session,  

you can also share about 

your organisation, the staff’s  

motivations and clients’ needs in  

person, as a form of call-to 

-action. This is also a fitting 

platform for you to align your 

expectations with the potential 

volunteers, which is a basis for 

good collaboration between 

both parties. 

1 2 3

It is important to take a proactive and intentional approach in engaging the various community resource 

partners that come through the doors of your organisation. This helps to keep your partners feel connected 

to your organisation, and to keep them coming back to give and serve. 

For volunteers, this can also be achieved through an end-to-end volunteer management process, which 

consists of the following key phases:

RECRUITMENT

Conclusion
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APPRECIATION & DISCUSSION 
OF FUTURE ENGAGEMENTS

Volunteers also want to learn and 

develop themselves through their 

service. By conducting a debrief

for the volunteers after their

service, you can help volunteers 

earn from their experience and 

improve their service accordingly.

Any issues and concerns faced by 

both parties can also be raised

through this platform.

DEBRIEF

It is important for you to appreciate and recognise 

the volunteers for their efforts, so as to make them 

feel connected to the organisation and that they are 

making a real impact on the clients. Appreciation 

can come in the form of certificates, simple gifts, an 

appreciation event for the volunteers. This is also 

a good opportunity for the staff to discuss future 

engagements with the volunteers, and encourage 

them to become regular volunteers.

4 5

We hope that you will find this Community Resources Handbook useful to help you 
understand the importance of tapping on community resources for your organisation, and 
the different ways you can identify, reach out and sustain these community resources. 
 
Please note that the suggestions shared are based on the ideas and prototypes  
tested during these projects and are not meant to be all encompassing and exhaustive.  

We wish you a fruitful journey ahead. Thank you.

You can refer to the NCSS’  

Volunteer Management Toolkit 

for more specific tips on how to  

manage your pool of volunteers. 

A copy of the Toolkit can be 

downloaded here:

22

Volunteer 
Management 

Toolkit

(correct as of November 2016)

https://www.ncss.gov.sg/

Press-Room/Publications/De-

tail-Page?id=Volunteer-Man-

agement-Toolkit

http://knowledge.nvpc.org.sg/wp-content/uploads/download-manager-files/Volunteer-Management-Toolkit.pdf
http://knowledge.nvpc.org.sg/wp-content/uploads/download-manager-files/Volunteer-Management-Toolkit.pdf
https://www.ncss.gov.sg/Press-Room/Publications/Detail-Page?id=Volunteer-Management-Toolkit
https://www.ncss.gov.sg/Press-Room/Publications/Detail-Page?id=Volunteer-Management-Toolkit
https://www.ncss.gov.sg/Press-Room/Publications/Detail-Page?id=Volunteer-Management-Toolkit
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