Never meet with a prospective donor partner without putting something in that person’s hands. This document provides a template for doing that. Make two copies—one for yourself and one for the prospective partner.  Keep in mind that you are sharing this proposal in the context of building and sustaining a non-manipulative relationship, a relationship that has value apart from what that prospect may or may not do for you.

Personalized 

Proposal for

[name]

Your name

Your organization

Your contact information

For help developing your proposal, visit JerryTwombly.com. Author, speaker, consultant and development specialist Jerry Twombly has helped large and small organizations including Habitat for Humanity, Focus on the Family, Campus Crusade for Christ and 3,500 other clients large and small raise over $2.5 billion over the course of his 40 year career. His site offers many free resources including blog posts, free ebooks, podcasts and regular webinars. Consulting and workshop services are also available. 

For help writing or editing your proposal, contact award-winning writer, Christian author and ghostwriter Dwight Clough at DwightClough@gmail.com. For an affordable fee ($200 as of March 2011), Dwight will write or edit your proposal based on the information you provide.

Attention getting headline, quote, story or paragraph goes here, introducing the proposal: Example: Racing across the ocean’s surface at nearly 500 miles per hour, the giant tsunami wave towered over 100 feet.    The beaches in its path began to drain, feeding the wave with yet more energy that would soon wreak chaos and destruction to anything in its path.  

A headline capturing the mission of your organization goes here

Your mission is the reason your organization exists, the problem you are seeking to solve. This section should consume about 5% of your proposal. Your mission is the reason your organization exists, the problem you are seeking to solve. This section should consume about 5% of your proposal. 

A headline introducing the history of your organization goes here

You need this section to establish your credibility. If your organization is new, then include a history of the leaders or key players. This section should consume about 10% of your proposal. Don’t forget to include photos, if you have them, of people being impacted by the work of your organization, and if they don’t violate anyone’s confidentiality. Make sure that you have model releases and copyright permission to publish those photos. http://www.dphotojournal.com/wp-content/Model_Release.pdf provides an example of a model release which you could adapt to your purposes. If in doubt, check with your organization’s attorney before using photos. 

An attention getting headline introducing your vision goes here

This is the most important part of your proposal and should consume about 40% of the proposal. People give to vision, not to need. They want to be  part of something bigger than themselves. Remember that while your mission is your reason for existence, your vision is where you are going. It is your future. It is how the world will be different if you are successful at what you’re setting out to do. It is your imagined future. You want to take your prospect there, and let them imagine with you how everything will be different. 

A story will help illustrate your vision. People are drawn to stories, and most people won’t understand charts, graphs and statistics until they can see how your vision impacts the individual. Once you tell your story, include charts, graphs, and other illustrations if they help convey your vision.

What makes for a compelling vision in the New Economy? Three things: 

· First, return on investment. Can you demonstrate how an investment in your vision will yield results that will dramatically change lives? What does the donor or partner get back for his or her sacrifice. Focus on this, and communicate it clearly. 

· Second, sustainability. Is your vision sustainable? Savvy nonprofits and ministries are looking for revenue generating models that allow your operational expenses to be covered in part or in whole by some entrepreneurial component to your venture. For example, you may rent our portions of your facility when your organization isn’t using it in order to recover those operational costs. 

· Third, leverage. How have you built into your vision a way of getting maximum impact for every dollar spent. Servicing debt is usually perceived as low leverage and undesirable. An example of high leverage might include creating a resource that can be used over and over again by people in a wide geographic area. Low cost surgery to restore someone’s eyesight is another example of high leverage.

Vision is central to your proposal. Focus your energy and attention here. Vision is central to your proposal. Focus your energy and attention here. Vision is central to your proposal. Focus your energy and attention here. Vision is central to your proposal. Focus your energy and attention here. Vision is central to your proposal. Focus your energy and attention here. Vision is central to your proposal. Focus your energy and attention here. Vision is central to your proposal. Focus your energy and attention here. 

Vision is central to your proposal. Focus your energy and attention here. Vision is central to your proposal. Focus your energy and attention here. Vision is central to your proposal. Focus your energy and attention here. 

A headline introducing your strategic plan goes here

This portion should comprise about 30% of your proposal. A recent survey showed that 98% of nonprofit organizations have a mission statement. 56% have an articulated vision statement. Only 12% have a strategic plan, and only 2.6% have a development plan. The key to success is to have all four. If your strategic plan is more than three years old, however, it is out of date. Things are changing so rapidly in the New Economy that all our methods need to be out on the table. Mission never changes, but method must be constantly reviewed. Your summary of your strategic plan presented here should include the major steps or phases you plan to take, the resources (dollars and otherwise) needed to take those steps, and the time frame during which you plan to take those steps. Show how the plan connects with and accomplishes your vision. Bullet points and charts would not be out of line here.

This portion should comprise about 30% of your proposal. A recent survey showed that 98% of nonprofit organizations have a mission statement. 56% have an articulated vision statement. Only 12% have a strategic plan, and only 2.6% have a development plan. The key to success is to have all four. If your strategic plan is more than three years old, however, it is out of date. Things are changing so rapidly in the New Economy that all our methods need to be out on the table. Mission never changes, but method must be constantly reviewed. Your summary of your strategic plan presented here should include the major steps or phases you plan to take, the resources (dollars and otherwise) needed to take those steps, and the time frame during which you plan to take those steps. Show how the plan connects with and accomplishes your vision. 

This portion should comprise about 30% of your proposal. A recent survey showed that 98% of nonprofit organizations have a mission statement. 56% have an articulated vision statement. Only 12% have a strategic plan, and only 2.6% have a development plan. The key to success is to have all four.

Now we come to the headline that introduces your immediate need

You want to make clear, if you haven’t already, what is needed to take the next step in your plan. This is the total need. It differs from the ask in that you are (generally) not asking the prospective partner to meet the total need, but, rather, a portion of it. This section should take up no more than 10% of your proposal. You want to make clear, if you haven’t already, what is needed to take the next step in your plan. This is the total need. It differs from the ask in that you are (generally) not asking the prospective partner to meet the total need, but, rather, a portion of it. This section should take up no more than 10% of your proposal. 

The ask, or the opportunities are presented here

“We are inviting you to take this journey with us by considering one or more of the opportunities listed in the pages that follow” … or similar language. This section will be customized to the proposal you are meeting with. You will have wanted to segment your database before you meet with this prospect. Always give your prospective partner more than one way to say “yes.” You want to keep the door open. This is where you package opportunities to show your prospect how he or she can make a difference. One of the best examples of packaging is the appeals to sponsor children that have been used so successfully by World Vision, Compassion International and other organizations. This packaging works well because the partner can see exactly how their contribution will make a difference. Remember that gifts can be amortized over time, that is, spread out into payments over a year, two years, three years or whatever, depending on your campaign. Asking for advice is a powerful way to engage your prospect. Listen carefully. When the pronouns change from “you” and “me,” to “we” and “us,” then something profound has happened. The prospect has become a partner. He or she has begun to take on shared ownership of your vision. The ask could include ways to continue to be involved such as an invitation to an inner circle advisory group, or an invitation to receive a newsletter. 

People make two assumptions; both are wrong.

1. When we say something everybody gets it. It never works that way.

2. Just because you said something, you can’t assume that people will spend the energy to figure out what to do with it. You need to help them identify how to respond. This is why you identify the opportunities for them.

Keep in mind the two main reasons people don’t give:

1. Nobody asked.

2. Nobody followed up. Nobody closed the deal.

That’s why you include …

We would like your response by [date – e.g., 2 weeks]. If we haven’t heard from you by then, may I call you?

(If you don’t give your proposal importance, they won’t give it importance.)

Keep in mind that 90% of gifts $100,000 or more requires liquidating an asset, and 99% of gifts over $1,000,000 requires liquidating an asset. Prospects may be fully on board, but they may need time to figure out how they can do what they want to do.

Finally, when you get your proposal written the way you want it to have a graphic artist turn it into a document that screams, “Read me!” The investment you make in doing this right will more than pay for itself in the long run.

For help developing your proposal, visit JerryTwombly.com. Author, speaker, consultant and development specialist Jerry Twombly has helped large and small organizations including Habitat for Humanity, Focus on the Family, Campus Crusade for Christ and 3,500 other clients large and small raise over $2.5 billion over the course of his 40 year career. His site offers many free resources including blog posts, free ebooks, podcasts and regular webinars. Consulting and workshop services are also available. 

For help writing or editing your proposal, contact award-winning writer, Christian author and ghostwriter Dwight Clough at DwightClough [the at sign goes here] gmail.com. For an affordable fee ($200 as of March 2011), Dwight will write or edit your proposal based on the information you provide.

