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WHY AM I HERE?

• What is a proposition?

• Why is a proposition so important?

• What makes a good proposition?

• Real life example

• Advice from channel experts

• Top 5 take-outs



WHAT IS A PROPOSITION?

VALUE PROPOSITION
Noun (in marketing)
An innovation, service or feature intended to make a company or a 
product attractive to customers.

FUNDRAISING PROPOSITION
A clear, focused explanation of what you want people to do, why they should do it, 
who they will help and when they should do it.

PROPOSITION
noun
A statement or assertion that expresses a judgement or an opinion.



WHY IS A PROPOSITION SO IMPORTANT?



THE STATS ON SYRIA



War started seven years ago in 2011

470,000 dead 

100 people are dying per day

13.1 million displaced people

More than 5.6 million refugees – a quarter of Syria’s pre-war population – have fled

Over half of those affected are children 

THE STATS ON SYRIA
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• The what, why, who and when.

• Short and sharp.

• Doesn’t have to be a tagline…but could be if it works.

• Shouldn’t be the creative concept…but should help drive the creative concept.

• Be as tangible as possible.

• Doesn’t have to contain every key message imaginable.

• Carries an energy…compels action.

• Must convey to the donor……..

WHAT MAKES UP A STRONG PROPOSITION?
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I MUST GIVE NOW

Take responsibility

Compelling case Clear on the action needed

Urgency

WHAT MAKES UP A STRONG PROPOSITION?



Give us your money or the <insert beneficiary> gets it.



WHY WE CHOSE TO DO A PROPOSITION WORKSHOP
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At any given time, more than half of the developing world’s population is suffering from one or more of the 
main diseases associated with unsafe water and poor sanitation. In 2013, over 43% of cholera cases were in 
Africa. These diseases can kill within hours if left untreated, but they also have the simplest prevention -
clean water and hygiene are the answer. 

That’s why, in Zimbabwe, CARE is working with communities to improve access to clean water, rehabilitate 
existing boreholes, and improve health and hygiene through school and community programs.
Clean water is vital to stopping the cycle of poverty. It not only means stopping the spread of water-borne 
diseases, but children are healthier, it gives girls the time to go to school alongside their brothers, and, with 
a better education, they can go on to earn an income and lift themselves and their families out of poverty. 
Together we can Give Water for Life. 

WHY WE CHOSE TO DO A PROPOSITION WORKSHOP





OUR STORIES

Precious Layla



OUR APPROACH

Need Solution/s

• Bring water close
• Emergency aid
• Climate change 

resilience
• WASH education

Clean, safe water.

Barrier/s

• Distance
• Drought
• Conflict
• Poor sanitation 

and hygiene



OUR APPROACH

What is the impact if need not achieved?

• Vulnerable children will die

• Illness means they will miss out on school

• Family forced to make tough decisions 

(ie drink dirty water or none at all)

• Responsibility falls on women and girls

• Dangers involved in walking to fetch water

• Can’t grow crops and livestock will also die of thirst



Barrier

Need

Distance Drought

Clean water Clean water

Bring water closer to home Emergency aidSolution

Vision (future) Keep girls like Precious safe Stop preventable deaths

Impact (now)
Layla must give her surviving 

children disease-carrying water 
or none at all

Precious makes the long, 
dangerous journey to collect water 

twice a day



CHRISTMAS APPEAL 2017

Wave 1 – Precious

Precious’s journey to water is dangerous. Your donation this Christmas can bring 
clean water closer to her home and keep her safe.



CHRISTMAS APPEAL 2017

Wave 1 – Precious

Precious’s journey to water is dangerous. Your donation this Christmas can bring 
clean water closer to her home and keep her safe.

Wave 2 – Layla

Dirty water killed Layla’s children. Your urgent donation today can provide clean 
water and stop children dying needlessly.



BRINGING IT TO LIFE…….

Wave 1 – Direct Mail Pack

Precious’s journey to water is 
dangerous. Your donation this 
Christmas can bring clean water 
closer to her home and keep her safe.
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Wave 2 – Direct Mail Pack

Dirty water killed Layla’s 
children. Your urgent 
donation today can 
provide clean water and 
stop children dying 
needlessly.

BRINGING IT TO LIFE…….



BRINGING IT TO LIFE…….



RESULTS

• Beat targeted gross income by 25%
• Beat previous year gross income by 12%

BUT…..

• Previous year was especially poor performing
• There were other tactics that lifted response
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• Involved International Programs

• Umbrella proposition

• Added a few extra layers 

(ie like audience insights and point of difference)

• Used ‘will’ instead of ‘can’ 

WHAT WOULD I HAVE DONE DIFFERENTLY?
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IDENTIFYING THE PLAYERS IN YOUR STORY

• Who is the dude/damsel in distress (beneficiary)

• Who is the evil dragon (problem you are trying to defeat)

• Who is the knight in shining armour (hero)

• What is the magic sword (solution) 

• In which kingdom does your story take place (setting)
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IDENTIFYING THE PLAYERS IN YOUR STORY
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TAX APPEAL 2019 PROPOSITION EXAMPLE

How would you feel if you couldn’t feed your 
child? If they were literally dying of hunger – and 
there wasn’t anything you could to stop it? This 
is the daily reality for mothers living in places like 
West Africa.  Give today to help mums feed their 
children and fight for a better future.



BUT DON’T JUST TAKE MY WORD FOR IT…..



What makes you excited about proposition development?

Fiona
“The opportunity to show uniqueness, inspire and engage.”

Jonathon
“You’re able to turn something really complex into something really simple.”

Peter
“It provides the basis for inspiring audiences to act.” 



What’s a great example of a channel specific proposition?

St Johns New Zealand – Benny Appeal
Your donation will ensure we can purchase a new, $200,000 ambulance to keep 
Nick and his team on the road, 24 hours a day, 7 days a week so they can keep 
saving lives like Benny.

RSPCA
The vet is 12 minutes away. Your dog will be dead in 4. What would you do? Tex 
SAVE now to get your free guide to pet first aid.

Cancer Council 
Stop dying of skin cancer - protect yourself; check yourself and others you love with 
this free guide.



What are the most common mistakes in proposition development?

Fiona
“Thinking that asking for general/untied funds means the proposition should cover 
everything the organisation does.”

Jonathon
“Mistaking a proposition with a tagline and trying to make it unnecessarily catchy. 
Don’t try to be clever for the sake of it.”

Peter
“Appealing to the audience’s ‘head’ over their ‘heart’ and indulging in information 
overload.” 



Last piece of proposition advice?

Fiona
“Actually do it! Develop one, write it down and make sure the appeal delivers on it.”

Jonathon
“Ask yourself – does the proposition help me (the donor) solve a problem?”

Peter
“There is no formula for success. But there is a formula for failure, and that is trying 
to please everybody.” Nicholas Ray, Director Rebel without a Cause
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TOP FIVE TAKE-OUTS

1. Use a proposition workshop as a cross-team campaign kick-off

2. Be clear about the tangibility of your ask

3. Have an external facilitator

4. Flex your proposition muscles

5. Ask your donors!



Questions?


