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Agenda

� Setting the Stage

� Act I: The Art of the Proposal

� Act II: Lights, Camera, Action!

� Act III: “Win-Win” Doesn’t Mean “Gimme-
Gimme”

� Curtain Call: Action Planning for Outcomes 
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Setting the Stage

� It’s not about the answers, it’s about the 
questions.

� Think differently if you want different 
results.

� Who, What, When, Where, Why, How?

� K – W – L

� Action – Passion - Vision
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The Many Faces of Grants…

� Funding

� Support

� Partnerships

� Relationships

� Sponsorships

� Matching Funds

� Collaborations

� Resources
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Friendship, Courtship & 

Relationship
� Grants are “Marriage” between funder & grant 
recipient

� Long-term or short-term relationship
� The Proposal is the Courtship
� Do your research
� Build Trust
� Intrigue
� Pride
� Give them a “reason” to want you
� The Beginning
� Not the End
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Act I: The Art of the Proposal
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Basic Proposal Components
◦ Title Page & Table of Contents—1pg ea
◦ Executive Summary—1 pg
◦ Narrative Section

� Statement of Need—2 pages
� Project Description—3 pages
� Organization Information—1 page
� Conclusion—2 paragraphs

◦ Budget Section
� Itemized Budget
� Budget Narrative

◦ Appendices and Attachments—if requested 
� IRS Determination Letter
� Board Member & Staff List
� Financial documents
� Supporting documents
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The Premiere: Pique their Interest

� Project Name: Make it real!
� Describe something—it’s a concept.

◦ Name something—it’s real.
◦ If it’s real, it can be supported.

� The Executive Summary

◦ 1 page description
◦ Makes your case
◦ 1st thing’s last
◦ Begin @ the end
◦ Intrigue, entice & interest
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Brainstorm KI Tip:

� When creating a list of potential project 
names, think about what your program 
would be called if you were to hear about 
it on 60 Minutes, Oprah or being profiled 
on the Today show.

� Dream it as being “Big” and “Name it” 
that way, and your potential 
funders/partners will see it the same way.
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Developing The Plot

� Start with 3 Little Letters—W-H-Y

� Statement of Need
◦ Specifics—not generalities

◦ What does your program/project address?

◦ Population/community overview

◦ Don’t focus solely on the numbers

◦ Paint the picture, but turn down the volume—

not all “doom & gloom”

◦ Tell the story
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“To the Rescue”
� Project Description
� What are you going to do to 

solve/address the problem?

◦ Specifics, Not ideas

◦ Goals—The BIG Picture

◦ Objectives—S.M.A.R.T.

◦ Methods

◦ Staff responsibilities & qualifications

◦ Succinct, to the point

◦ Realistic, yet exciting

◦ Paint the picture: “A day in the life”…
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The Solution: Here & Beyond

� Program Description (cont)
◦ Collaboration & Partnerships —

”no man is an island”

� Past

� Present

� Future

◦ Evaluation

� Program

� Process

◦ Sustainability

◦ Replicability
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Building your Case: Instilling Confidence

� Organizational Overview
◦ Who you are

◦ Achievements

◦ Background

◦ Succinct but distinctive

◦ Why can YOU do it?

� Conclusion—2 paragraphs
◦ Last pitch

◦ Excite them & engage them

◦ Leave them wanting more
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The Ask: Show me the Money!
� Budget Section

◦ Itemized Budget
� Income/Sources of Support

� Volunteers

� Donations

� Grants

� Expenses:

� Direct costs to run program

� Personnel

� Non-Personnel

� Indirect costs to sustain organization

◦ Budget Narrative
� Short explanation of figures

� Noted at the bottom of the budget

(c)2015 The KARS Group & The KARS Institute  



Make the Case: Ask To Receive

� It’s okay to ask for what you want

� Do your research to discover what they’ve 
given in the past

� Be realistic

� Make sure you’ve made the case for your 
“ask”

� Offer to match the “ask” with other 
support

� Volunteers count as “in-kind” support
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Extra! Extra! 
Information Superhighway

� Appendices & Attachments: 

◦ONLY if requested by funder

◦ IRS Determination Letter

◦Leadership Team & Staff List

◦Financial documents

◦Supporting documents
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Stretch Break!

� Questions?

� Comments?
◦ What stood out for you?

◦ What questions do you have?

◦ What makes more sense?

� Next Steps…
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Act II: Lights, Camera, Action!
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KI Tip: Storytelling is a plus!

� Use your anecdotes to your advantage! 
The experiences that you encounter on a 
daily basis when you interact with your 
population is plus when painting the 
picture for potential 
funders/partners/sponsors and 
supporters.  

� Take your passion, excitement and that 
thing that drives you and share it!
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Paint the Picture:

� Identify an aspect of your 
programs/services that can be described 
as one project

� Paint the picture

� Compel not convey

� Don’t cheat the language—expressive

� Emotion not just facts

� Write one paragraph describing your 
project IN ACTION
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“The Elevator Pitch”

� The Art, Science & Psychology of 

Communication—Style & Substance

� Develop the chemistry behind the feeling

� Don’t cheat language

� Clear, concise, succinct

� Compel don’t convey

� Your “15-seconds of fame”
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Assignment: “Going Up”

� You’re waiting in the lobby of a high-
rise building about to get onto the 
elevator.

� The doors open, you walk in and 
there stands _______________ 
(your fantasy funder, supporter, 
volunteer)

� You walk in and the doors close, 
leaving the two of you alone.

� What do you say that compels their 
support?
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Stretch Break!

� Questions?

� Comments?
◦ What stood out for you?

◦ What questions do you have?

◦ What makes more sense?

� Next Steps…
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Act III: 
Win-Win Doesn’t Mean Gimme-Gimme
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Collaboration NOT Competition
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� Funders look positively on collaborative 
partnerships

� Expanding & maximizing resources

� Providing services

� Engagement

� Expansion



Purposes of “Strategic” & “Win-
Win” Partnerships

Your Purpose:
• Products
• Services
• Resources
• Publicity
• Marketing
• Volunteers

Partner Purpose:
• Marketing/PR
• Impressions
• Product distribution
• Community service
• Services
• Products

•Strategic because deliberate, not random
•Both purposes have to be in alignment
•“Win-Win” because both parties have to benefit
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The Process

� Developing and cultivating relationship
� A process not an event—takes time
� Credibility & reputation key
� Do your research & due diligence
� Long-term effects for short-term solution
� Step 1: Conversation
� Step 2: Proposal
� Step 3: Fulfillment
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Strategic Benefits & Proposals

“What’s in it for me?”
◦ Tangible benefits
◦ What do you bring to the 
table?

◦ Past history, track record
◦ What does the 
partnership look like?

◦ Least amount of work, 
funds, resources possible

◦ Paint the picture

Partner

You

Benefits
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Common Partnership Requests

◦ Products or services in trade
◦ Discount for products, services
◦ Interns
◦ Personnel
◦ Volunteers
◦ Marketing/Advertising—ads, commercials, features
◦ Cross-promotion
◦ Recognition on website
◦ Access to personnel, resources
◦ Other requests vary by specific partner
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Group Activity

� Brainstorm a quick list of 3 items that you 
would like to have or need for your 
organization or project.

� Now make a quick list of 3 things that 
YOU have to offer a potential partner in 
order to get the things you want/need.

� You have 15 minutes to speak to 2 other 
people about potential partnerships 
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Curtain Call: Next Steps

� Questions?

� Comments?
◦ What stood out for you?

◦ What questions do you have?

◦ What makes more sense?

� Next Steps…

� Strategy call

� Review of proposals

� Text KARS to 22828
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Contact Information
� Keisha A. Rivers Shorty
� Founder, Executive Director, The KARS Institute
� www.karsinstitute.org
� keisha@karsinsitute.org
� Text KARS to 22828

� The KARS Institute for Learning & Collaboration: 
specializing in providing support, resources, training 
and opportunities for collaboration to nonprofits, 
community organizations, churches, schools and small 
businesses.

� We offer additional training in funding/fundraising, 
marketing/PR on a budget, 501c3 status, business 
planning and sponsorship acquisition; in addition to 
consultative services, meet-ups and collaborative 
sessions.
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