YOUR MASTER PROPOSAL TEMPLATE

[Your Logo Here]

YOUR MASTER PROPOSAL TEMPLATE
A fill-in-the-blank framework for winning 5- and 6-figure workforce development contracts
PREPARED FOR:
[Client / Organization Name]
PREPARED BY:
[Your Business Name]  |  [Your Name, Title]
[Website]  •  [Email]  •  [Phone]
[Date]

How To Use This Template
This is the bones of your masterpiece proposal — the same structure that has closed real housing authority and workforce contracts. Replace every bracketed [placeholder] and gold-highlighted instruction with your own content, then delete the instructions before you send it to a client. Sections are numbered in the order they should appear in your final proposal.
✎ FILL IN: Delete this 'How To Use' section entirely before sending your final proposal to a client.
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1  The Problem
Lead with the pain before you ever mention who you are. A client doesn't care about your credentials until they believe you understand their problem better than they do.
✎ FILL IN: Name the specific, painful problem this client is facing right now. Be concrete — cite a statistic, a compliance gap, a missed deadline, or a cost they're absorbing. Example structure below.
What's Happening
[Describe the current situation in the client's world — what's broken, underperforming, out of compliance, or costing them money/time/reputation.]
Why It Matters Now
[Explain the urgency — a deadline, a funding window, a compliance requirement, a risk that grows the longer this goes unaddressed.]
What It's Costing Them
[Translate the problem into dollars, hours, risk exposure, or missed opportunity. Numbers make the problem real.]
2  The Solution
This is your bridge from pain to relief. Keep it high-level here — the deep detail comes later in Deliverables and Scope of Work.
✎ FILL IN: In 3-5 sentences, state what you do and the transformation it creates. Do not list features yet — state the outcome.
Our Approach
[One paragraph describing your methodology at a high level — how you solve the problem named above.]
The Outcome
[Paint the picture of what's true for the client after this engagement is complete. This is the 'after' state.]


3  About [Your Business Name]
Now — and only now — introduce yourself. The client already believes you understand their problem. This section earns their trust that you're the one to solve it.
✎ FILL IN: Adapt this from your own bio / capability statement. Keep it tight: mission, who you serve, and 2-3 credibility markers (years of experience, people served, dollars managed, certifications).
[[Your Business Name] is a [type of entity, e.g. workforce development / AI contracting firm] that exists to [mission statement].]
[Our focus is on [core focus area] because we believe [core belief that justifies the work].]
Our Shared Vision
1. [Credibility statement 1 — e.g., years of experience, industry, or niche]
1. [Credibility statement 2 — e.g., an innovation or distinction]
1. [Credibility statement 3 — e.g., a value or philosophy that differentiates you]
4  About [Your Program Name]
This is your flagship offer — described the way R.A.D.A.R. was described in the original: what it is, who it's for, and why it works.
✎ FILL IN: Describe your signature program/service by name. Explain the goal, the format, and what makes it different from a generic version of this service.
[[Your Program Name] is our flagship [type of program], tailored specifically to meet the needs of [client type].]
[The overall goal is to equip [who] with [what: resources, tools, skills] to achieve [result].]
[[Program Name] combines [format elements — e.g., seminar-style instruction, hands-on practice, cohort accountability] to ensure real-world application, not just theory.]


5  Program Deliverables
This is the most important section in the entire proposal — it's what they are actually buying. Not information. Transformation.
For each deliverable, ask: what will they walk away with? Is it the ability to do something? The ability to know something? The ability to feel something? That transformation is your deliverable.
1. [Deliverable 1 — e.g., participants will be trained/certified on X]
1. [Deliverable 2 — e.g., a compliance gap will be closed with documented evidence]
1. [Deliverable 3 — e.g., a process/system will be organized and made repeatable]
1. [Deliverable 4 — e.g., staff/participants will be equipped with tools/templates to sustain the work]
1. [Deliverable 5 — e.g., a follow-up cadence — 30/60/90 day check-ins — will be established]
✎ FILL IN: Keep this list to 3-5 bullets for most offers — save a longer list for comprehensive, multi-day, higher-ticket engagements. Whatever you list here has to show up again in your Agenda below — if you promise it here, it must appear in the room.
6  Program Agenda / Scope of Work
Envision the actual room. What happens when you walk in? What happens first, second, third, all the way down to when people take a break? Build your agenda block by block, minute by minute, the way you'd actually run it.
✎ FILL IN: Every deliverable you promised above must show up somewhere in this agenda. If you said participants will be educated on a specific framework, regulation, or skill, that exact topic needs its own block below — the agenda has to match the promise.
Welcome & Icebreaker
[[Time block] — Introduce yourself, your story, your organization, and get the group focused on the objectives.]
[Session / Phase 1 Name]
[[Time block] — [What happens, what's covered, and why it matters]]
[Break / Lunch]
[[Time block] — Build in real breaks. Don't run people into the ground — give them room to rest and eat.]
[Session / Phase 2 Name]
[[Time block] — [What happens, what's covered, and why it matters]]
[Session / Phase 3 Name]
[[Time block] — [What happens, what's covered, and why it matters]]
✎ FILL IN: Duplicate these blocks for every hour of every day in your program. This level of detail is what builds trust — it proves you've actually thought through the experience, not just the sales pitch.
The One-Day-to-Two-Day Upsell
Build a shorter version of your agenda (e.g., one day) and a longer version (e.g., two days) covering the same ground with more depth and practice time. Position the shorter option as fine, but note that the longer option is what you recommend for real retention — this is a legitimate, values-aligned upsell, not a trick.


7  Timeline
Pinpoint your delivery process. The client wants to know: if I sign this, what happens next, and when? Give real, specific windows — don't leave it vague.
	Milestone
	Target Date

	Proposal received
	[Date]

	Proposal approved, signed & submitted
	[Date — typically ~7 days out]

	Training/program dates solidified
	[Date]

	Invoice submitted & deposit paid
	[Date]

	Program delivered (1 or 2 day / full engagement)
	[Date range]

	30 / 60 / 90-day follow-up conducted & completed
	[Date range]


✎ FILL IN: A tight timeline (days and weeks, not months) creates urgency. In the original proposal, the client received it and was in the room being trained within about two weeks.
8  Available Start Dates
Give 2-3 real options plus a call-to-action if none of them work. Scarcity and specificity both build urgency.
1. Option A: [Date] from [Start time] – [End time]
1. Option B: [Date] from [Start time] – [End time]
1. Other possible dates: [Additional dates, if applicable]
1. If none of these dates work, contact [Your Name] at [Phone/Email] to schedule.
✎ FILL IN: You now have scheduling apps, proposal apps, and invoicing apps to make this seamless — however you deliver this proposal, keep the actual experience for the client simple.


9  Investment
Present pricing as a clear, itemized investment — never just a single number with no context. If you offer a shorter and a longer version of your program, itemize the shorter one so every cost is visible; then show the longer version with those same items included. This is what makes the higher-tier option feel like the obvious value.
	Investment
	[Shorter Option]
	[Longer Option]

	Program Fee & Delivery
	$[Amount]
	$[Amount]

	Travel (mileage, per IRS rate)
	$[Amount]
	INCLUDED

	Hotel / Lodging (if applicable)
	$[Amount]
	INCLUDED

	Materials / Workbook / Toolkit
	$[Amount]
	INCLUDED

	Per Diem (optional — standard for gov't/institutional clients)
	$[Amount]
	INCLUDED

	TOTAL INVESTMENT
	$[Amount]
	$[Amount]


✎ FILL IN: Itemizing the shorter option and rolling everything into 'included' for the longer one is the exact tactic used in the original proposal — it makes the price gap between the two options feel small, so the client upgrades themselves.
10  Agreement & Terms
Never send a separate agreement. Put everything — services, dates, compensation, policies — in this one document so the client only has to read it once to know exactly what they're agreeing to.
Services
[[Name of the service/program being delivered]]
Date(s), Time & Location
[[Confirmed or proposed dates and times] at [Location / virtual platform]]
Audio-Visual / Room Requirements
[[List anything you need on-site — projector, whiteboard, sticky notes, dry erase markers, etc. Keep the client's responsibilities clear.]]
Compensation
[Client agrees to pay Consultant $[Total Fee] for the services described above. A non-refundable deposit of [X]% ($[Amount]) is due to secure the date(s) listed — training dates are not confirmed or placed on the calendar without a deposit. The balance of $[Amount] is due upon completion of the engagement.]
Cancellation Policy
[Dates cancelled or postponed with less than [X] notice are subject to full payment. Dates cancelled or postponed with [X–Y] notice are subject to [X]% payment.]
Recording
[No audio or video recording may be used without the prior written agreement of [Your Business Name].]
Evaluations & Feedback
[[Your Business Name] will provide Client with copies of participant evaluations (or a written summary). Comments may be used in marketing materials.]
Referrals
[If satisfied with the services provided, Client agrees to refer [Your Business Name] to other qualifying organizations. This is requested, not required.]
Amenities
[Keep this simple — e.g., water, pens, and notepads for participants. You don't need to ask for anything elaborate.]
11  Agreed & Accepted
_______________________________________________          ______________
[Your Name], [Your Title]                                                    Date
_______________________________________________          ______________
[Client Organization Name]                                                  Date
Please return a signed copy along with your deposit to confirm your selected dates. Dates are not confirmed until payment has been received.
Thank you for your business.
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