Proposal Writing
The Six Step Process

Writing a grant proposal is not an easy task and can be most overwhelming for Organizations as they
have to do it with limited resources and time constraints. It requires solid advanced planning and
preparation. It also takes time to coordinate your planning and research, organize, write and package
your proposal. This document is a guide that will introduce methodology and strategy to increase that
success rate.

1. Identify your audience
Preparing a proposal is no different than following successful selling principles that a business would
apply to sell a product or a service as the end goal is to close a deal. The ways in which you can apply
the steps for successful selling are outlined in the chart on the next page with concrete examples for
your organization:
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STEPS FOR SUCCESSFUL SELLING1
Steps

Business Model Examples

1. Knowing your target
market:
“Not everybody is a
prospect”
Understand the 4 buying
roles –next page
2. Prospecting/target
Marketing:

Model Examples‐
Write your own

Know your consumer and the decision
maker; is it the wife, is it the
husband? Is there more than one
decision maker? Who will influence
the most the decision‐making process
in purchasing your product or service.

A sales rep is making a cold call after
he has researched the company. He
knows who he needs to talk to and
‐prepare
states so when he calls. He has a
‐Have a script
script ready with a specific goal of
‐Have a goal
what he wants to accomplish during
that sales call. Ie: obtain meeting to
show his product portfolio
3. The presentation:
The salesperson probes the buyer
The salesperson speaks 20% with opening statements like: tell me
of the time and the buyer
more about this...or it sounds like...so
80%
that he can gather the full picture of
the “pain” the prospective customer
is going through.
4. Closing:
The salesperson now knows exactly
You are presenting a
what product or service fits this
solution! Enter you on a
customer and asks “are you ready to
white horse!
move forward? After X or Z product
has been identified as solving a
problem.
5. Follow up
The salesperson has closed a deal and
Be strategic on how you
will follow up after a set period of
want to move forward.
time (ie: 1 month) to ensure that the
Remember the follow‐up
customer is satisfied. This great
happens at 3 different
service ensures repeat sales which is
stages: prospecting, post
the most difficult step but ideal goal
presentation, and no sales
to achieve in the sales process

.
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Source: http://www.startupnation.com/steps/100/9081/1/1/target-market.htm
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PRACTICAL EXERCISE

STEPS FOR SUCCESSFUL SELLING2
Business Model Examples

Steps
6. Knowing your target
market:
“Not everybody is a
prospect”
Understand the 4 buying
roles –next page
7. Prospecting/target
Marketing:

Model Examples‐
Write your own

Know your consumer and the decision
maker; is it the wife, is it the
husband? Is there more than one
decision maker? Who will influence
the most the decision‐making process
in purchasing your product or service.

A sales rep is making a cold call after
he has researched the company. He
knows who he needs to talk to and
‐prepare
states so when he calls. He has a
‐Have a script
script ready with a specific goal of
‐Have a goal
what he wants to accomplish during
that sales call. Ie: obtain meeting to
show his product portfolio
8. The presentation:
The salesperson probes the buyer
The salesperson speaks 20% with opening statements like: tell me
of the time and the buyer
more about this...or it sounds like...so
80%
that he can gather the full picture of
the “pain” the prospective customer
is going through.
9. Closing:
You are presenting a
solution! Enter you on a
white horse!

10.
Follow up
Be strategic on how you want
to move forward.
Remember the follow‐up
happens at 3 different
stages: prospecting, post
presentation, and no sales
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The salesperson now knows exactly
what product or service fits this
customer and asks “are you ready to
move forward? After X or Z product
has been identified as solving a
problem.
The salesperson has closed a deal and
will follow up after a set period of
time (ie: 1 month) to ensure that the
customer is satisfied. This great
service ensures repeat sales which is
the most difficult step but ideal goal
to achieve in the sales process.

Source: http://www.startupnation.com/steps/100/9081/1/1/target-market.htm
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The Fiscal Buyer
The person that writes the check

The Practical Buyer:
The person that looks for all the technicalities as to
how well your product or service solves their
specific challenge
The 4 Buying
Roles:
For every buying
decision, one of
these roles will
be played

The Consumer Buyer:
The person or persons that will use your product or
service

The Coach:
The person that coaches you through the sales
process of the others; can be one person or a
committee but every role will be played in every
sale.
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2. Develop meaningful cooperative relationships
Whether it is with the funding agencies, your community
organizations or the people you are serving, remember
that it is through collaboration and partnership that long‐
term change can be affected.
Obtaining the “buy‐in” from any employee, board
member, partner, or stakeholder will be the way in which
you strengthen those relationships.
When people believe in your cause or have embraced your strategy, following your goals will be that
much easier and more fulfilling for you as a leader.
•

Affecting long term change is attained by fostering meaningful relationships with our partners
and stakeholders

•

Obtain buy‐in from your staff, board, partners, stakeholders and community organizations

•

Be the “first follower” (lesson in leadership) to understand buy‐in:

How to Gain Buy‐In
Tip 1: People want to know that you care about what they think and that you accept what they think.
Tip 2 The best surprise is no surprise.
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Exercise: How to Develop Meaningful Relationships

1. We will enhance our relationship with our staff by...
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________

2. We will enhance the relationship with our board of directors by...
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________

3. We will enhance our relationship with our partners (funders) by:
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________

4. We will enhance our relationship with our stakeholders by...
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________

5. We will enhance our profile in the community or enhance our relationship with other
community organizations by...
______________________________________________________________________________
______________________________________________________________________________
______________________________________________________________________________
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3. Identify the different types of proposal
The information you will gather and put together will depend on the type of
proposal you are submitting.

a. Preliminary proposals
Many funding agencies permit grant applications by invitation only and require potential grant
recipients to submit preliminary proposals in the form of inquiry letters in order to be invited to submit
a Full Proposal.
Inquiry letters are designed to convince the reader to consider your request. They provide you the
opportunity to give the client a snapshot of your proposed project/program. Be sure to establish a
connection between your proposal's goals and the 's priorities, and focus on detail, clarity, and
conciseness, while conveying the impact your proposal will make on the need or problem you are
addressing. Find a sample of what the Inquiry letter should include in the handout –Types of proposals.

b. Response Proposals: Private & Public RFPs
A Public RFP is a specific version of a Private RFP. In fact, it can be viewed as a subset of a Private RFP.
While the structure is identical, it only contains information that a potential offeror needs to create an
RFP Response. In other words, information that prospective offerors do not need in order to create an
RFP Response is left out. For example, an offeror does not need to know how you rate the relative
importance of a requirement (requirement weight).

c. Full proposals
There are different forms and formats for full proposals. Every client has different guidelines and
priorities, deadlines and timetables.
Always follow the exact specifications of the Requests for Proposals (RFPs) and guidelines.
1. Cover Letter (Overview of funding request) 1 page
2. Cover Sheet (Executive summary) ½ page
3. Narrative: 10‐15 pages
a. Needs Assessment
b. Goals and Objectives
c. Methodology
d. Evaluation
4. Budget (Administrative & program costs) 1 pager plus supporting documents
5. Qualifications (Applicant credibility) 1‐2 pages
6. Conclusion (Summary) ½ page
7. Appendices (Support materials)
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4. Conduct a needs assessment
Conducting a needs assessment of the client you wish to approach. This
will enable you to prepare a better proposal as it will help you to better
understand the following:
1. GAP Analysis: The current situation and the desired or necessitated situation for both your
organization and the client
2. The priorities and importance‐are the needs real? Where do they fit in your/their organizational
goals?
3. The problems and or opportunities that exist
4. Solutions you are proposing and growth opportunities
Knowledge is power! The more you know about your (potential) client, the better you can tailor your
proposal to meet their requirements.

Needs Assessment Techniques:
 direct observation
 questionnaires
 consultation with persons in key positions, and/or with specific knowledge review of relevant
literature
 interviews
 focus groups
 tests
 records & report studies
 work samples
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5. Establish a return on investment
Clients are no different from a bank or financial institution that
lends money to businesses and organizations: they wish to see a
return on their investments and that is unfortunately an area that
most organizations do not accomplish as well as they should.
A number of indicators can be utilized to show tangible results but what matters the most is that the
indicators that you do use should relate to the client.
For instance, if you utilize an activity‐based approach to convey results when what the client is looking
for is concrete economic evidence, you are missing the mark. Here are some of the measurements you
could use:

Economic

Socio

How your initiative impacted the average
earned income our region

How your initiative has reduced the drug
usage in your community and the savings to
government or taxpayers as a result

How many businesses have increased their
profitability

How your project improved the education
level of X people

How your initiative has increased the skills
level of X number of people

How your initiative improved the community
ranking

How your initiative increased the productivity
of X organizations/businesses

How many children were saved from abuse
due to our efforts and how that translates
economically
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6. Capture the interest of the reviewers
To achieve this, we will explore two important aspects.

The Art of Storytelling
To capture the interest of reviewers, once must first apply the art of storytelling. This principle, if done
well, will convey to the reviewer a strong message that appeals to their emotions.
When writing out the narrative of the situation you wish to change, make sure you create a strong
sense of urgency whereby people feel compelled to do something about it.
Some of the notable worldwide leaders who have mastered this art are: Bono (Lead signer of U2),
Barack Obama (American President) and Bill Gates. When these leaders address a crowd of people
about a given situation, they personify the story which makes it easier for the audience to relate to it.

The Communications Process

What does it mean to be a leader in communications?
• Nothing to do with titles
• Start with the end in mind
• Influence others
• Not manipulating
• Guide toward the best overall solution
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The Art of Writing a Proposal
A well‐written proposal follows the basic steps outlined below.
1. Prove that you have a significant need or problem in your proposal.
2. Deliver an answer to the need, or solution to the problem, based on
experience, ability, logic, and imagination throughout your proposal.
Make sure your proposal describes a program/project for change.
3. Reflect planning, research and vision throughout your proposal.
4. Research clients.
5. Determine whether their goals and objectives match your ability to produce.
6. Target your proposal to clients appropriate to your field and project.
7. Contact the client before you write your proposal, to be sure you clearly understand the
guidelines.
8. Present your proposal in the appropriate and complete format, and include all required
attachments.
9. State your organization's proposed solutions clearly and concisely. Write well. Do not
waste words. Use active rather than passive verbs. Use proper grammar and correct
spelling. Be clear, factual, supportable, and professional. A well‐written proposal is a key
factor in the 's decision‐making process.
10. Be clear about why you are the most qualified, what you plan to do with the money, and
why you are a good fit with the client's priorities. Prepare an interesting, persuasive and
unique proposal.
11. Always cover the following important criteria: project purpose, feasibility, client need,
funds required, applicant accountability and competence.
12. Answer these questions: Who are you? How do you qualify? What problem will you
address and how? Who will benefit and how? What specific objectives will you
accomplish and how? How will you measure your results? How does your proposal fit
with the client's purpose, goals and objectives?
13. Demonstrate project logic and outcome and impact of funds spent. Be specific about
broad goals, measurable objectives, and quantified outcomes.
14. Always follow the exact specifications of the Requests for Proposals (RFPs) and
guidelines.
15. Follow‐up with the client about the status, evaluation, and outcome of your proposal,
after it is submitted. Request feedback about your proposal's strengths and weaknesses.
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