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CLEAR – Your narrative must be an understandable and logical 
read.

CONCISE – Your summary statements must effectively 
summarize your proposal and invite additional reading.

COMPELLING – Is your title persuasive? Do you use effective 
story-telling/examples/metrics?

CREDIBLE - Drive home the strength of your organization and 
its commitment to see the project succeed.

COLLABORATIVE – Describe your network of allies and 
collaborators that will serve to support successful outcomes.



What Funders are 

Looking For

A sound investment with returns that wil l  

advance their goals and priorit ies.

An organization that has credibil i ty and a 

strong track record.

A well written proposal that meticulously 

fol low all funder ’s guidelines.



BASIC GRANT 

FORMAT

Forms

Abstract

Problem/Need Statement

Goals/Object ives

Program Descript ion/Narrat ive

Project  Outcomes/Evaluat ion

Management Plan – Timelines

Budget



ABSTRACT

T h e f i r s t  t h i n g  t h e  r ea d er  s ees ;  t h e  l a s t  t h i n g  w r i t t en ;  p o s s i b l y  t h e  o n l y  

t h i n g  t h a t  s o m e g r a n t s  c o m m i t t ees  r ea d … .

A b s t r a c t  C h ec k l i s t  – N eed s  t o  b e  C l ea r ,  C o n c i s e ,  C o m p e l l i n g ,  C r ed i b l e

I s  y o u r  a b s t r a c t  s h o r t  &  t o  t h e  p o i n t  ( l es s  t h a n  o n e  p a g e)

D o es  y o u r  a b s t r a c t  d e f i n e  y o u r  a g en c y  a n d  h i g h l i g h t  o r g a n i za t i o n a l  

c a p a c i t y ?

D o  y o u  d es c r i b e  a n d  p r o v i d e  s p ec i f i c  ev i d en c e  o f  n eed ?

W h a t  i s  t h e  t a r g e t  p o p u l a t i o n  t o  b e  s e r v ed ?  H o w  m a n y  w i l l  b e  s e r v ed ?

D es c r i b e  y o u r  p r o g r a m  a c t i v i t i es

W h a t  a r e  y o u r  m ea s u r a b l e  o b j ec t i v es  a n d  h o w  w i l l  y o u  ev a l u a t e  y o u r  

s u c c es s ?

H o w  m u c h  m o n ey  a r e  y o u  a s k i n g  f o r ?



START YOUR GRANT WITH A NEEDS 

ASSESSMENT

YOU ARE NOT CHASING MONEY JUST TO HAVE MONEY -

YOU’RE ENGAGING IN THE GRANT WRITING PROCESS BECAUSE THERE IS A NEED 

– THERE IS WORK THAT YOU NEED TO DO, WANT TO DO, HAVE THE CAPACITY TO 

DO.

Create a l ist of everything the funder wants you to include in a needs statement

Develop a plan to collect the data, statist ics and other information required to build your 

need statement

Collect data, statist ics and other information that addresses the need issues described in 

the RFP

Write your clear, compell ing, concise and convincing Needs Statement that builds the 

case for YOUR PROGRAM



ORGANIZATIONAL 

EXPERIENCE & CAPACITY

Never  Underest ima te  How Impor tant  an  Organiza t ion ’s  

Exper ience  and Capac ity  is  to  a  Funder  – The re  i s  a  f in i t e  

amoun t  o f  f und ing  – You  wan t  t o  spend  i t  on  o rgan iza t ions  t ha t  

a re  qua l i f i ed  and  can  ac tua l l y  do  t he  wo rk .

Capac ity  Inc ludes:  Qua l i f ied  S ta f f  Members;  Suf f ic ient  

Quant i ty  o f  S ta f f  Members;  Acceptab le  Physica l  Fac i l i t ies ,  

Furn ish ings and Equipment ;  F isca l /F inanc ia l  S tab i l i ty ;  

Programmat ic  Exper ience  and Exper t ise ;  Use  of  Best  

Prac t ices;  Knowledgeable ,  E f fec t ive  Supervisory S truc ture ;  

Board  Commitment  and Invo lvement ;  A Col labora t ive  

Network  tha t  can  a t test  to  your  agency’s  sk i l ls .



Articulate Meaningful Goal(s)

Do not write a vague goal : Even though a Goal is a broad 

statement, i t does not mean that the project goal should be 

vague. Your goal should be clearly written so that the 

reader understands your purpose towards proposing a 

project.



Goals

Goal should be in line with the problem statement : 

Goal of the proposal shows the reader your intention towards solving a 

particular problem and therefore the goal should be in l ine with the 

problem statement. 

For instance, if your problem statement relates to aspects 

of disparit ies in health outcomes related to race, access to quality care 

in Brooklyn, then your goal should state that you seek to address the 

health care disparit ies in the area through the proposed project.



Connecting 

Goals to 

Mission & 

Vision

Goal should be consistent with 
your organization’s mission and vision 
statement: As your organization 
addresses certain social and 
developmental issues, keep these in mind 
while you draft proposals and write goals. 
Use simple language to write a 
goal: Avoid use of jargon and technical 
words to write a goal. Use language that is 
easy to understand by people, not 
something for which people have to use a 
dictionary.

https://www2.fundsforngos.org/tag/organisations/
https://www2.fundsforngos.org/tag/proposals/


What are the Objectives of 

the Program?

THINK SMART

Project  Object i ves should be:

SMART: Specif ic ,  Measurable,  Achievable ,  Relevant  

and Time-bound.

Project  object i ves are the speci f i c  object i ves for  which 

the pro ject  works to  achieve wi thin a s t i pulated t ime.  

They should d i rect l y  address the problem ment ioned in 

the Problem Statement .  They should be speci f i c :  the 

more speci f i c  - the bet ter  to  des ign act i v i t i es  and your  

program’s metr i cs .  Speci f i c  ob ject i ves a l so help 

address the problem stated and convince the donor  

that  the pro ject  i s  engaging;  can be accompl i shed;  

adds to  the body of  work be ing done;  i s  i n a l i gnment  

wi th the funder ’s  ob ject i ves.



Tips

Tips:

Think  about what success means for your project  

and how you would show that success

Refer to the resul ts you expect f rom the project

Describe the target populat ion and the desi red 

change among the populat ion

Include the locat ion and t ime period for each 

object ive

Modif ied f rom Fundsforngos.org



MORE TIPS

Reflect the intended changes in systemic conditions or behaviors that 

must be achieved to accomplish the goal/strategic objective

Objectives should have measurable indicators which show what, when, 

and how conditions, behaviors, and practices wil l  change

Objectives must be verif iable at some point during the execution of the 

project



Elements of 

Program Design

Inputs – Resou rces  requ i red  t o  imp lemen t  

a  p rog ram (sk i l l ed  s ta f f ,  ma te r ia ls ,  

equ ipmen t ,  f a c i l i t i e s ,  f und ing  leve l  e t c . )

Act iv i t ie s – The  se rv ices ,  ac t ions ,  

p rocesses ,  p rocedu res  and  o the r  wo rk  ( ie

marke t ing ,  ou t reach )  necessa ry  t o  de l i ve r  

t he  se rv ices



ACTIVITIES

WHAT ACTIVITIES ARE NEEDED TO ACHIEVE 

YOUR GOALS & OBJECTIVES

DO – Read the  RFP care fu l ly .  Many funders have  spec if ic  ac t iv i t ies tha t  they want  pe r formed,  

recommended cur r icu lum,  have  dec ided on  s ign if icant  best  prac t ices they want  u t i l ized  and 

have  required  loca t ions for  se rv ice .  Many outstanding  proposa ls  a re  deemed ine l ig ib le  for  

funding  as the  resu lt  o f  Ac t iv i t ies  tha t  do  not  comply with  Funder  Guide l ines.

DO your  ac t iv i t ies  authent ica l ly  emerge  f rom your  goa ls  and ob jec t ives? DO your  ac t iv i t ies  f i t  

wi th  the  proposed scope  and budge t ava i lab le  for  the  program?

Wil l  your  ac t iv i t ies,  when measured,  provide  the  da ta  necessary for  your  measurable  

objec t ives?



Outputs

Outputs – The number or volume of things 

produced by the program –number of 

client contact hours, percentage of cl ients 

to complete a class



Outcomes

The benefits or positive changes that are 

achieved by the program participants 

(number of participants that gain 

employment, percentage of students that 

improve their grades)



IMPLEMENTATION PLAN

HOW IS THIS PROJECT GOING TO GET 
DONE????

What is your timeline 
regarding –

•Hiring staff and training, 

•Marketing and Client Recruitment, 

•Client Assessments

•Beginning Service Delivery

•Calendar of Program Activities

•Review of Progress

•Reporting on Progress

•Close out of Financials



Performance                         Outcomes

Measuring your performance helps you find out how well your program is working 

and how it can be improved.

WHY??
Your organization wants to provide the best standard of program and patient care

Your Funders Require It

You can prove your program’s impact

Your agency can tell your story and attract additional resources



Budgets – Friends or 

Enemies

What is a budget?

A basic tool for al locating resources 

efficiently and effectively to achieve your 

program or agency objectives.



BUDGET – The Good, The Bad and the 

UGLY

I t  a l l  comes  down  to  t he  Budge t  – I t  w i l l  mean  ask ing  f o r  he lp

G r an t  P r oposa l s  c an  c on t a i n  beau t i f u l  wo r ds ,  s t e l l a r  i deas,  wonder f u l  c onc ep t s  bu t  c an  be  des t r uc t i v e  t o  agenc i es  

when  t hey  c an ’ t  be  ac c om p l i shed  wi t h i n  t he  av a i l ab l e  f unds as  a r t i c u l a t ed  i n  t he  budge t .  

Good  Gran ts  Bu i ld  Agency  Se rv ices  and  Suppo r t  Agency  Ope ra t ions

W hen  wr i t i ng  y ou r  p r oposa l ,  j o t  down  no t es  r e l a t ed  t o  y ou r  budge t  i nc l ud i ng :

S t a f f i ng  E x penses &  F r i nge  B ene f i t s

T he  c os t  o f  p r og r am  ac t i v i t i es  – m at e r i a l s ,  supp l i es ,  t r i ps ,  adm i ss i ons ,  f ood ,  c onsu l t an t s ,  t r anspo r t a t i on  e t c

O c c upanc y  – r en t ,  e l ec t r i c i t y ,  t e l ephone ,  m ob i l e  phone ,  t ec hno l ogy ,  i n t e r ne t  e t c .

I nsu r anc e ,  aud i t s  e t c .

A genc y  A dm i n i s t r a t i on  

W i l l  t he r e  be  r ev enue ,  m a t c h i ng  g r an t s  o r  f ees  f o r  se r v i c e



What’s a “Good Budget”

In a good budget, for a not -for-profi t  organization, the income and 

expenses equal one another. I t  is permitted for an organization have 

somewhat more income than expenses. Program surpluses help the 

organization help departments that are experiencing budget shortfal ls, 

prepare for unanticipated challenges or, to build reserves to save for new 

systems or renovations. That’s a balanced budget.

BUT - When awarded a contract from a government entity, the income and 

expenses must equal one another. There can be no surpluses. Further, i f  

you do not spend the awarded funds in the way you had said, you wil l  not 

be paid.



$$ ELEMENTS OF THE BUDGET $$

PERSONNEL: The largest and most significant element of the budget

PERSONNEL SERVICES (PS) refers to programmatic expenses for Salar ies and 

Fringe Benef i ts .  

Ful l - t ime staff  refers to personnel employed by the organizat ion for 35 or more 

hours per week whi le part - t ime employees are employees whose total  contracted 

hours are less than 35 hours per week.

Al l  agencies establ ish a f r inge rate that  is  the average for the organizat ion.  Fr inge 

Benef i ts  may include FICA, Unemployment Insurance, Workers Compensat ion,  

Disabi l i ty,  Li fe Insurance, Pension,  and Medical Benef i ts .  



OTPS

OTPS – OTHER THAN PERSONNEL EXPENSES: 
refers to programmatic expenses other than Salaries, 
Fringe Benefits or Non-Staff Services. The following 
is a description of the OTPS categories: 

Consumable supplies – (You use it and its done) –
Office supplies, cleaning supplies, arts and crafts 
supplies

Equipment – must be specified on the budget and 
purchased with approval from the agency operating 
your grant (i.e. refrigerator or computers) – must be 
logged, tagged and dated

Equipment (other) – the cost of your equipment’s (ie 
computer licenses, software, maintenance contracts



More “stuff” you can 

and should include

V eh i c l es  – t h e  c o s t  o f  o p er a t i n g  a n d  m a i n t a i n i n g  v eh i c l es  ( i e g a s  v eh i c l e  

m a i n t en a n c e ,  a u t o  i n s u r a n c e  b u t  N E V E R  p a r k i n g  t i c k e t s ! ! )

S t a f f  a n d  p a r t i c i p a n t  t r a v e l  – r e i m b u r s em en t  f o r  p u b l i c  t r a n s p o r t a t i o n ;  

p r i v a t e  t r a n s p o r t a t i o n  r e i m b u r s ed  a t  $ . 3 8  p er  m i l e

C o n s u l t a n t s  – s p ec i a l i zed  exp er t i s e  o u t s i d e  o f  p e r s o n n e l  ( n o t  a  P T  

em p l o y ee)

O c c u p a n c y  – r en t  a n d  u t i l i t i es

C o m m u n i c a t i o n s  – t e l ep h o n e  ( l a n d  a n d  m o b i l e  m o n t h l y  c h a r g es ) ,  i n t e r n e t

O p er a t i n g  c o s t s  – W h a t  y o u  n eed  t o  r u n  y o u r  p r o g r a m  – p r i n t i n g ,  

p o s t a g e ,  a d m i s s i o n s ,  i n s u r a n c e ,  w i r i n g ,  r ec  s u p p l i es ,  t r i p s ,  b a n k  

c h a r g es  a n d  f o r  s o m e c o n t r a c t s ,  a  %  o f  y o u r  a g en c y  a u d i t



INDIRECT 

COSTS

I ND I RE CT  CO S T S :

T h o se  co s t s  t h a t  su p p o r t  t h e  ex i s t en ce  o f  t h e  ag en cy .  

S o met i mes ,  i n  t h e  case  o f  F ed era l  aw ard s ,  t h ere  i s  an  

ag reed  u p o n  ra t e  t h a t  t h e  ag en cy  d e t e rmi n es  w i t h  t h e  

g o vern men t  ag en cy .  I n  man y  ag en c i es  t h a t  d o n ’ t  h ave  a  

l o t  o f  f ed era l  d o l l a rs ,  a  F ed era l  ra t e  h as  n o t  b een  

es t ab l i sh ed .  I n  man y  NY C ag en c i es  t h e  % g i ven  f o r  

i n d i rec t  co s t s  i s  l o w er  t h an  i t  co s t s  t h e  ag en cy  an d  i s  t h e  

so u rce  o f  s i g n i f i can t  d i scu ss i o n  b e t w een  n o t - f o r - p ro f i t  

o rg an i z a t i o n s  an d  t h e  c i t y .  DY CD,  t h e  i n d i rec t  ra t e  i s  10%,  

i n  DF T A,  i t  i s  8%

Wh at  i s  i t ? ?  T h e  co s t  o f  HAV I NG  an  ag en cy  – t h e  CE O ,  

CO O ,  CF O ,  a l mo st  yo u r  en t i re  F i sca l  Dep ar t men t ,  Y o u r  

ad mi n i s t ra t i ve  s t a f f  d i rec t l y  i n vo l ved  w i t h  t h ese  f o l ks  an d  

b o ard ;  P ar t  o f  HR an d  t h e  co st s  i n cu r red  t o  ru n  yo u r  

Bo ard  ( t h e i r  f o o d ,  o ccu p an cy ,  co mmu n i ca t i o n  e t c )



ABSTRACT

T h e f i r s t  t h i n g  t h e  r ea d er  s ees ;  t h e  l a s t  t h i n g  w r i t t en ;  p o s s i b l y  t h e  o n l y  

t h i n g  t h a t  s o m e g r a n t s  c o m m i t t ees  r ea d … .

A b s t r a c t  C h ec k l i s t  – N eed s  t o  b e  C l ea r ,  C o n c i s e ,  C o m p e l l i n g ,  C r ed i b l e

I s  y o u r  a b s t r a c t  s h o r t  &  t o  t h e  p o i n t  ( l es s  t h a n  o n e  p a g e)

D o es  y o u r  a b s t r a c t  d e f i n e  y o u r  a g en c y  a n d  h i g h l i g h t  o r g a n i za t i o n a l  

c a p a c i t y ?

D o  y o u  d es c r i b e  a n d  p r o v i d e  s p ec i f i c  ev i d en c e  o f  n eed ?

W h a t  i s  t h e  t a r g e t  p o p u l a t i o n  t o  b e  s e r v ed ?  H o w  m a n y  w i l l  b e  s e r v ed ?

D es c r i b e  y o u r  p r o g r a m  a c t i v i t i es

W h a t  a r e  y o u r  m ea s u r a b l e  o b j ec t i v es  a n d  h o w  w i l l  y o u  ev a l u a t e  y o u r  

s u c c es s ?

H o w  m u c h  m o n ey  a r e  y o u  a s k i n g  f o r ?



“PERSEVERANCE, THE SECRET 

OF ALL TRIUMPHS”

VICTOR HUGO

Keep Your Research

Files are your friend

Enjoy the Process

Remember that grant writ ing is l ike 

playing baseball – Hall of Famers hit 1 in 

3!

GOOD LUCK!! ! !



JCCGCI and the 

NonProfit Help Desk are 

grateful for the support 

of NYC Council whose 

Discretionary Grants 

have made this program 

possible.


