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4 TYPES OF WRITING

* Explain a concept
* Does not include the author’s opinion
* Textbooks, how-to-articles, research papers, recipes

mm Descriptive writing

* Painting a picture
* Uses literary devices to describe the author’s impressions
* Poetry, journal/diary writing, fictional novels

s Narrative writing

* Not just impart information, but trying to communicate a story
* Oral histories, novels, anecdotes

s Persuasive writing

* Tries to convince the audience of a position or belief

 Contains author’s opinions and biases
* Cover letters, op-eds, GRANT PROPOSALS

*SOURCE: The University of Rhode Island, The Graduate Writing Center. Retrieved at https://web.uri.edu/graduate-writing-center/writing-styles/



Presenter Notes
Presentation Notes
Expository writing is one of the most common types of writing. When an author writes in an expository style, all they are trying to do is explain a concept, imparting information from themselves to a wider audience. Expository writing does not include the author’s opinions, but focuses on accepted facts about a topic, including statistics or other evidence.

https://web.uri.edu/graduate-writing-center/writing-styles/

PERSUASION = INFLUENCING BEHAVIOR

" To cause (someone) to believe something,
especially after a sustained effort; to
convince.

" To cause (someone) to do something
through reasoning or argument.

= (Of a situation or event) to provide a sound
reason for (someone) to do something.



https://blog.azavista.com/persuasion-in-meetings/

Think through
the eyes of
the funder

Think through
the eyes of
the grant
reviewer




THINK THROUGH
THE EYES OF
FUNDERS BY

USING: PERSUASION Proposal

Psychologics

THE PERSUASION
INTERSECTION



Presenter Notes
Presentation Notes
Comes from a book by Jeremy and Lynn Miner. These are the four things that Miner & Miner say are what creates persuasion for grant reviewers. None of these individually are rocket science. And I think if you are not new to the grants field, you are aware of most of these. But hopefully it helps to 1) solidify them in your mind and tell you that you’re on the right track and 2) present it in a new way in which you can hopefully have some take aways from it.  How can we think about the psychological experience of the grant reviewer to maximize a positive response from their review or our proposals?  

We’ll go over each one individually.


FUNDER VALUES
T
T
T

neir experiences

neir perspectives

neir priorities

It is our job to translate the funder’s view so that
we can adapt each of our individual proposals to
each of the individual and unique views of each
distinct funder!



Presenter Notes
Presentation Notes
Funders have a particular view on the world and the social issues that they wish to improve.
They are vitally concerned about specific problems, injustices, or inequities. They are so concerned, in fact, that they are willing to commit their own money to address these problems. In essence, they see a gap between a current situation and an improved situation, between “what is” and “what ought to be.”  
They may look at their community and think “we have to do something about these high rates of suicides in our community… we should do more in our community to educate young people about suicide awareness.” This may be vastly different from your stance about how your organization addresses suicide prevention which is more about education and skill building with adults as a higher risk population, and not with young people.
Similarly, they may look at underage drinking and think “we need to do more with the schools!” and your organization may think “we need to do more about enforcing retail establishments not to sell to those that are underage”. These are very different philosophies, and if our values do not line up with the funder’s values, it is not likely that we are going to get funded. 
It is the grant professional’s job to figure out (i.e., “translate”) the funder’s view so we can adapt each of our individual proposals to each of the individual and unique views of each distinct funder.
Also, think about how this relates to specific funders. Do they have different values?  Different ideas on ways to close the gap? Corporate funder? Private family foundations? Governmental funders?



FUNDER’SVIEW OF THE WORLD

Childhood poverty...

* Employability skills

» Safety net services

* Kindergarten readiness
* Childcare subsidies

HOW?

Through prospect
research!



Presenter Notes
Presentation Notes
Sponsors have a particular view of the world.  They are vitally concerned about specific problems, injustices, or inequities.  They are so concerned, in fact, that they are willing to commit their own money to address these problems. In essence, they see a gap between a current situation and an improved situation, between “what is” and “what ought to be.” Their mission is to close this gap.  

The gap represents sponsor values – how they view problems of interest to them. Their mission is to close the gap. So, the question becomes… how do we determine what the sponsor’s values are?  Because the truth is their view is not always the same as our view.  

It is the grant professional’s job to figure out (i.e., “translate”) the sponsor’s view so we can adapt each of our individual proposals to each of the individual and unique views of each distinct sponsor.

Also, think about how this relates to specific funders.  Do they have different values?  Different ideas on ways to close the gap?
Corporate funder?
Private family foundations?
Governmental funders?

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwi90pa47ebLAhVGKyYKHcODBMIQjRwIBw&url=http://webuildyoulead.com/blog/how-to-bridge-a-performance-gap/&bvm=bv.117868183,d.eWE&psig=AFQjCNEbT8OkNY98ugiuo-3sW3zNm4FpOg&ust=1459373833780612

PROPOSAL LOGICS

e Defines the funder’s
Return on Investment

(ROI)

, + ROIs are PERSUASIVE!

Improved
Situation

Benefits to Target

Population “

(outcomes)

(objectives)



Presenter Notes
Presentation Notes
“Proposal logics include the systematic development of proposal components to show the relationship between an identified gap, an improved situation, and resulting benefits to the target population” (p. 3)

Problems represent gaps between what exists today and what could exist tomorrow. Objectives are the specific, measurable activities that will help solve the problem. Benefits represent the good things that will occur by achieving the objectives.

These elements must reflect an intimate relationship between the proposed project and the value of the sponsor.


PROPOSAL PSYCHOLOGICS

= Respond to the emotional needs of the funder.

TRUST
ENERGY
PASSION

OWNERSHIP
COMMITMENT

But how?

What can we learn from the funder that will help us to
shape these psychological experiences!?

* Do they have a “favorite” organization to fund!? If so,
what makes them a favorite!?

* Have they de-funded a particular service or changed
their funding in a way to overcome obstacles in the past?

Go back and read a proposal you've written and ask
yourself,“What have | said in this proposal that exudes...

* Trust? Energy? Passion!? Ownership? Commitment?”

10


Presenter Notes
Presentation Notes
Sponsors fund projects for psychological as well as for logical reasons. 

Successful proposals go beyond addressing the minimum performance standards outlined in the application materials; they also display intangible elements.  Sponsors’ emotions store the lessons of experience.

But how do we express this?  We don’t come right out and say “We are a trustworthy organization”  “We have a lot of energy for this type of project”

Again, I encourage you to re-read a proposal and ask yourself this question.  What have I said in this proposal that exudes trust? Energy? Ownership? Commitment?

“Sponsors’ emotions store the lessons of experience.”  What can we learn about the sponsor that will help us to shape these psychological experiences? Do they have a “favorite” organization to fund? If so, what makes them a favorite? Have they had to de-fund a particular service or change their funding in a way to overcome obstacles in the past? What can we learn from these experiences, and use this information to enhance our proposals that will meet some of these psychological needs.


APPLICANT CREDIBILITY

A e e T e T = Establish credibility:
S et e |.  Organizational
2. Individual

gt o 3. Project

Funders NEED
to trust you!!!

= Your job is to prove that you have a credible

organization proposing a credible idea to be
directed by credible project staff.

= Enhance your credibility by establishing your
authority and your uniqueness.



Presenter Notes
Presentation Notes
As the applicant, your job is to establish three types of credibility:  organizational, individual, and project.  

What is the psychological impact of credibility to a grantmaker?  What is credibility anyway?

The quality of being believable or worthy of trust.  It all goes back to this psychological desire of the grant maker to need to trust the organization to which they are deciding to fund.

And while this is not a new concept, how many times do we take the time and read back through our proposals and ask ourselves these questions:
Did I establish organizational credibility?  Individual credibility?  Project credibility?�
Did I write a proposal that is believable and, more importantly, worthy of trust in the grant maker?

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj5zquu7ubLAhWB5SYKHV9QDPwQjRwIBw&url=http://www.langevin.com/blog/2015/12/07/4-instructional-techniques-for-instructor-credibility/&bvm=bv.117868183,d.eWE&psig=AFQjCNEfNoGMGkvGo91f0YUyNrdC-1Q1qw&ust=1459374103040943

WHERE DO
YOU SEE:

TRUST?
ENERGY?
PASSION?
OWNERSHIP?
COMMITMENT?

For more than a decade, project partners have
collaborated on a variety of grant-related initiatives,
including a six-year joint teacher education program
between the College of Native Americans and
Midwestern Regional College. The project director
has led several successful national intervention
projects for Native American middle school
students, including Kids Math Camp, Achievement in
Math, and Math and Science Immersion. Each one of
these projects has been sustained beyond the
conclusion of its granting period through the
generosity of individual philanthropy and in-kind
contributions from partner institutions.


Presenter Notes
Presentation Notes
Read the paragraph and have the audience identify where the grantmaker may see examples of trust, energy, passion, ownership, and commitment.


WHERE DO
YOU SEE:

TRUST?
ENERGY?
PASSION?
OWNERSHIP?
COMMITMENT?

, project partners have
collaborated on a variety of grant-related initiatives,
including a
between the College of Native Americans and
Midwestern Regional College. The project director
has led

for Native American middle school
students, including Kids Math Camp, Achievement in
Math, and Math and Science Immersion.

through the
generosity of individual philanthropy and in-kind
contributions from partner institutions.


Presenter Notes
Presentation Notes
Read the paragraph and have the audience identify where the grantmaker may see examples of trust, energy, passion, ownership, and commitment.


SELFVERSUS FUNDER-ORIENTED NEEDS

Self-Oriented Needs Funder-Oriented Needs

The Family Welfare Agency requests a
grant of $25,000 to meet its operating
expenses.

Top Flite High School invites you to share
in 2 $100,000 project to buy new
computers.

La Casa de Esperanza requests your
support of $50,000 to hire a case
manager.

The Family Welfare Agency invites your
investment of $25,000 to sustain the
delivery of crucial services to victims of
violence and abuse.

Top Flite High School invites your
participation in a $100,000 project to
reduce student achievement gaps in
science and mathematics.

La Casa de Esperanza invites you to share
in 2 $50,000 project to improve the
quality of life for Hispanics with chronic
health conditions.



THE GRANT REVIEWER’S EXPERIENCE

= LOTS of reading
= Tedium of scoring rubrics
= Comparative analyses

= Proposals not adhering to
prescribed requirements

= HUH?2?

Always remember the grant reviewer’s RULE OF [2! = NOT the most exciting topics!
* The grant reviewer just worked 12 hours.
* It’s 12:00 midnight.

* Your grant proposal is the 12t one in the pile!



Presenter Notes
Presentation Notes
Because of this, grant reviewers will do whatever they need to do to improve their experience. By KNOWING the things that will improve their experience, we can create more highly competitive grant proposals.


THE GRANT REVIEWER’S EXPERIENCE
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Presenter Notes
Presentation Notes
Grant reviews aren’t always done at a desk.
How about here… (Flip to next slide)

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj36qbwnebLAhUMRyYKHQrTDoYQjRwIBw&url=http://www.mentisor.com/fax-and-e-mail-integration-convergence-for-the-small-business/&bvm=bv.117868183,d.eWE&psig=AFQjCNEC6SNWl_3V7P3mDTSwHJSmNyBHOA&ust=1459352488815119
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Loapted from Mixon P, Practtioner, 1973
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Presenter Notes
Presentation Notes
The green zone is the sweet spot


READABILITY

Readability is the ease with which a reader can
understand a written text. The readability of text
depends on:

Its content (the complexity of its vocabulary)

Its typography (font size, line height, and line length).

- Wikipedia




COMPLEXITY OF VOCABULARY

/ Aim your writing at a 9™ grade

level

Calculated by the average

number of words per sentence
and the average number of

syllables per word

) o

Affordable
Care Act

* %

In Microsoft Word,
Flesch/Kincaid test (or

— Readability Statistics) rates text

on a U.S. school grade level

The book with one of the

lowest scores to date averages
5.7 words per sentence and

1.02 syllables per word

Greeh

and By
H am Dr.Seuss

3


Presenter Notes
Presentation Notes
Flesch-Kincaid Scores - This test rates text on a U.S. school grade level.  A score of 8.0 means that an eighth grader can understand the document. 



TYPOGRAPHY

Defined as the style and appearance of printed matter
2 main types of font:

Serif — contains structural details that adorn the ends of
the lines used to make up a letter or numeral

Sans-serif — a typeface without serifs
Obviously follow the RFP

But what if the RFP doesn’t specify?

The small decorative
pieces on the ends of
each character are called

erif.”
San Serif

20




WHICH IS EASIERTO READ?

-

= Popular serif fonts:
= Times New Roman
= Palatino
= Georgla

= Bookman

\ = Garamond

~

/

Popular sans-serif fonts:

= Arial
Calibri

Century Gothic
Gill Sans

Verdana

Arial font example:

e | =This is a lower case “L”’

* | =This is an upper case “I”

= Serif fonts are easier to read because the added strokes make each character more
distinctive. More distinctive letters are easier for the eye to recognize quickly.

21




HEADINGS AND
SUBHEADINGS

= Makes the important information stand out

= Bold, italics, underline, or any combination

= Helps the reviewers to transition from one
section to another

= Use the language that is used in the RFP

= |f there is a scoring rubric, use that language

22



DRAW THE EYESTO IMPORTANT INFORMATION...

23

= Bold/italics/underlining — when reading (and even more so, when skimming), your eyes
will gravitate to those words that stand out

= Use this strategically...

Transition aged youth (TAY) were chosen for this project due to their significant risk
factors in the catchment area. In the greater Dayton metropolitan area between 2008 and
2014, 5% of the TAY who were either treated in local Emergency Rooms or released
from admission were diagnosed with mental health related conditions. This rate nearly
doubles for the same population in the catchment area.



Presenter Notes
Presentation Notes
Example of The Road by Cormac McCarthy – never uses quotation marks.
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HOW DOES THIS MAKEYOU FEEL?

Most grant professionals know they have to be persuasive in their proposal writing, but what really persuades a grantmaker to
choose one proposal over another? In this session, attendees will learn the about the persuasion intersection — the convergence
where grantseeker and grantmaker values collide. Coined by Jeremy and Lynn Miner, this model helps us connect with grant
reviewers by appealing to both the head and the heart - the logic and the emotion — for truly powerful proposals. Attendees
will learn about the “roads” to the persuasion intersection.This transitions the learning experience from theoretical to practical
application by providing specific guidelines that enhance the persuasiveness of proposal writing. Lastly, the correlation of
readability and persuasiveness will be explored. We not only read logically with our eyes, but also psychologically and with
emotion. Tips will be provided about how to strategically appeal to the psychological experience of grant reviewers. Learning
objectives: |) Theoretical understanding of the Persuasion Intersection Model; 2) Key methods for getting to the persuasion
intersection; 3) Finding mutually beneficial relationships between grantseeker and grantmaker; and 4) Conveying ideas that meet
both the logical and emotional qualities of grant reviewers. GPC competencies: Knowledge of organizational development as it
pertains to grant seeking - Attendees will learn about the persuasive characteristic of applicant credibility; Knowledge of
strategies for effective program and project design and development-The model calls these “proposal logics”; Knowledge of
how to craft, construct, and submit an effective grant application—This is one of the “roads” to the persuasion intersection;
Knowledge of methods and strategies that cultivate and maintain relationships between fund-seeking and recipient
organizations and funders-Finding the intersection of mutually beneficial relationships is at the heart of this presentation.The
following GPC competencies will be addressed in this session: Knowledge of organizational development as it pertains to grant
seeking. Knowledge of strategies for effective program and project design and development. Knowledge of how to craft,
construct, and submit an effective grant application. Knowledge of methods and strategies that cultivate and maintain
relationships between fund-seeking and recipient organizations and funders;Ability to write a convincing case for funding.

25


Presenter Notes
Presentation Notes
What feelings do you get when you see long, lengthy texts with no white space?

Overwhelmed?
Frustrated?
Obstinant? (Just NOT gonna do it!)



USE CHUNKING TO IMPROVE READABILITY...

Most grant professionals know they have to be persuasive in their proposal writing, but what really persuades a grantmaker
to choose one proposal over another? In this session, attendees will learn the about the persuasion intersection — the
convergence where grantseeker and grantmaker values collide. Coined by Jeremy and Lynn Miner, this model helps us connect
with grant reviewers by appealing to both the head and the heart - the logic and the emotion — for truly powerful proposals.

Attendees will learn about the “roads” to the persuasion intersection.This transitions the learning experience from
theoretical to practical application by providing specific guidelines that enhance the persuasiveness of proposal writing. Lastly,

the correlation of readability and persuasiveness will be explored. We not only read logically with our eyes, but also
psychologically and with emotion.

Tips will be provided about how to strategically appeal to the psychological experience of grant reviewers. Learning
objectives include the following:

|. Theoretical understanding of the Persuasion Intersection Model;

2. Key methods for getting to the persuasion intersection;

3. Finding mutually beneficial relationships between grantseeker and grantmaker;and
4

Conveying ideas that meet both the logical and emotional qualities of grant reviewers.

26



Persuasion:

The act of influencing
an audience.

An act of power.
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CITATIONS

= Jeffrey, R. (Rev.2016). About Writing: A guide. Open Oregon Educational Resources.
Retrieved from https://openoregon.pressbooks.pub/aboutwriting/chapter/types-of-

writing-
styles/#:~:text=There%20are%20four%20main%20types,used%20for%20a%20specific’%2

Opurpose.

= Miner, ].T,, and Miner, L.E. (2005). Models of Proposal Planning & Writing. Praeger Publishers,
ISBN: 0-275-98696-9.

= The Graduate Writing Center. The University of Rhode Island. Retrieved at
https://web.uri.edu/graduate-writing-center/writing-styles/

= The Writing Center. University of Wisconsin-Madison. Planning and Writing a Grant
Proposal:The Basics. Retrieved from
https://writing.wisc.edu/handbook/assignments/grants-2/.
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