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REQUEST FOR PROPOSALS 

Marketing Partner 

Dutton Farm Inc. 
Rochester, Michigan  ·  duttonfarm.org 

 

RFP Issue Date Tuesday, August 4, 2026 

Proposal Due Date Tuesday, August 25, 2026 

Decision Date Thursday, September 17, 2026 

Contract Start Q3 2026 (preferred) 

Submitted To AnnMarie Ottoy, Director of External Affairs & Development 

Email annmarie@duttonfarm.org 

Organization Dutton Farm Inc., 2290 Dutton Road, Rochester, MI 48306 

 

SECTION 1  ·  ABOUT DUTTON FARM 

 

Dutton Farm is a Rochester, Michigan-based nonprofit organization empowering adults with developmental 
disabilities to live lives of purpose, inclusion, and dignity. Founded by Michele Smither for her daughter Becca, 
Dutton Farm has grown from a single family’s answer to a community’s need into a thriving multi-program 
organization serving adults across Oakland and Macomb Counties. 

 

Our programs include: 

• Supported Employment — participants collectively earned $265,000 in wages in 2025 

• Art Without Limits — entrepreneurial arts program; participants earn 60% of every sale 

• Job Readiness — housed at Oakland University’s West Center in Auburn Hills 

• Community Involvement — daily and monthly community access programming 

• Adult Education — pre-vocational and daily living skills through horticulture and animal care 

• Community Living Supports (CLS) 

 

In 2026, Dutton Farm opened a larger location in Clinton Township, expanding our reach into Macomb County. 
We currently serve 200+ participants and are in an active growth phase. 

 

Our Mission 

To empower adults with developmental disabilities to live lives of purpose, inclusion, and dignity 
through real work, real art, real community, and real wages. 
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SECTION 2  ·  PURPOSE & SCOPE OF WORK 

 

Dutton Farm is seeking a qualified marketing partner to develop and execute a comprehensive, metrics-driven 
marketing strategy that advances our individual donor program, builds community awareness, and drives 
engagement across digital channels. 

 

This is not a brand awareness assignment alone. The primary objective is donor acquisition, retention, and 
upgrade, supported by a cohesive digital marketing ecosystem that tells our story compellingly and consistently 
across all platforms. 

 

The selected partner will work closely with our Director of External Affairs & Development and integrate with our 
existing tools including Bloomerang (or similar CRM), CoSchedule (social scheduling), Canva (design), and 
WordPress (website). 

2.1  Individual Donor Program Growth 

The individual donor program is the central priority of this engagement. The marketing partner must understand 
the full donor lifecycle and build strategies that support each stage: 

 

• Donor Acquisition: identifying and reaching prospective donors through targeted digital campaigns, paid 
social, SEO, and content marketing 

• Donor Retention: stewarding existing donors through consistent, impact-forward communication that 
connects giving to outcomes 

• Donor Upgrade: moving donors from one-time to recurring giving, and from lower to higher giving levels 
through intentional moves management support 

• DAF, Asset and Planned Giving: promoting these giving channels through our social media and on our 
website 

• Recurring Giving Program — strategy and campaigns to grow monthly donor base 

2.2  Social Media Marketing 

Dutton Farm is active on Facebook, Instagram, and LinkedIn. The marketing partner will be responsible for: 

 

• Developing a platform-specific content strategy for each channel with defined audience personas, voice 
guidelines, and content pillars 

• Creating or directing the creation of content that balances mission storytelling, participant impact, program 
highlights, community engagement, and donor cultivation 

• Creating, managing or supporting a monthly content calendar aligned to organizational priorities and 
fundraising campaigns 

• Growing organic reach and follower engagement across all three platforms 

• Developing and managing paid social advertising campaigns targeted at donor acquisition and event 
promotion 

• Monitoring performance and providing monthly analytics reports with actionable recommendations 

2.3  Website Strategy & Optimization 

Dutton Farm’s website is built on WordPress. The marketing partner will be responsible for: 

 

• Conducting an audit of the current website with recommendations for donor conversion optimization 

• Improving the donation experience, including integration with a modern giving platform (Givebutter or Give 
Lively) and Chariot DAFpay 
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• Developing and implementing an SEO strategy targeting key search terms relevant to our mission, 
programs, and geographic service area 

• Creating or directing landing pages for fundraising campaigns, events, and program awareness 

• Ensuring website content reflects current programs, impact data, and organizational voice 

• Improving site structure and navigation for family and donor audiences 

• Monitoring website analytics including traffic sources, conversion rates, and donor acquisition pathways 

2.4  Email Marketing 

Dutton Farm uses Bloomerang for email campaigns to donors, grantors, and community partners. The marketing 
partner will be responsible for: 

 

• Developing an email marketing strategy that supports the full donor lifecycle: acquisition, retention, 
upgrade, and reactivation 

• Building and managing a donor communication calendar including appeals, stewardship touches, impact 
updates, event invitations, and year-end giving campaigns 

• Writing or directing email copy that is brand-specific - warm, authentic, inclusive, and impact-driven 

• Developing audience segmentation strategy within Bloomerang to ensure the right messages reach the 
right donors 

• Establishing and monitoring key email metrics: open rate, click-through rate, conversion rate, unsubscribe 
rate, and revenue per email 

• Developing automated email workflows for new donor welcome series, recurring donor stewardship, and 
lapsed donor reactivation 

• A/B testing subject lines, content, and calls to action to continuously improve performance 

2.5  Content Production & Asset Ownership 

Proposals should specify who is responsible for creating the content assets that support this engagement. 
Indicate which of the following Dutton Farm will provide directly and which the marketing partner will produce or 
direct: 

• Photography (onsite and staged program photography) 

• Video production 

• Participant, staff, and community partner interviews and stories 

• Graphic design assets 

 

Ownership: Unless otherwise negotiated in the final contract, all work product produced under this engagement, 
including but not limited to photography, video, graphic design, written copy, campaign assets, and strategy 
documents, becomes the property of Dutton Farm Inc. upon payment in full. 

 

SECTION 3  ·  METRICS & PERFORMANCE EXPECTATIONS 

 

This engagement is metrics-driven. The marketing partner will establish baseline measurements at the start of the 
engagement and report against agreed-upon KPIs monthly. Proposals should include the partner’s recommended 
metrics framework and benchmarks. 

 

Dutton Farm expects measurement and reporting across the following areas: 

Individual Donor Metrics 

• Total individual donors acquired (new donors per quarter) 

• Donor retention rate (year-over-year) 
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• First-time donor retention rate 

• Recurring donor count and monthly recurring revenue 

• Average gift size by channel and campaign 

• Donor upgrade rate (donors who increased their giving level) 

• Lapsed donor reactivation rate 

• DAF, asset and planned giving gift volume and value 

• Total individual donor revenue against goal 

Social Media Metrics 

• Follower growth across Facebook, Instagram, and LinkedIn 

• Organic reach and impressions per platform 

• Engagement rate (likes, comments, shares, saves) 

• Click-through rate on fundraising and campaign posts 

• Paid social cost per click and cost per acquisition 

• Donor conversions attributed to social media 

Website Metrics 

• Monthly unique visitors and session duration 

• Donation page conversion rate 

• Traffic source breakdown (organic, social, email, paid, direct) 

• SEO keyword rankings for priority search terms 

• DAFpay utilization rate 

• Campaign landing page conversion rates 

Email Marketing Metrics 

• Open rate by campaign type and segment 

• Click-through rate 

• Conversion rate (emails that result in a gift) 

• Revenue per email sent 

• Unsubscribe rate 

• List growth rate 

• Automated workflow performance (welcome series, reactivation) 

 

SECTION 4  ·  WHAT A STRONG MARKETING PLAN INCLUDES 

 

Dutton Farm is looking for a partner who brings strategic thinking to this engagement, not just execution. A strong 
proposal will include or demonstrate the following: 

4.1  Donor Persona Development 

The ability to define and segment Dutton Farm’s donor audiences by motivation, giving capacity, demographic, 
and channel preference and to build messaging and campaigns tailored to each persona. 

4.2  Campaign Architecture 

A structured approach to fundraising campaigns that includes a pre-campaign awareness phase, an active giving 
phase, and a post-campaign stewardship phase across all three channels simultaneously. Campaigns should be 
built around organizational moments: year-end giving, Developmental Disabilities Awareness Month (March), Golf 
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Outing (June), Disability Pride Month (July), National Disability Employment Awareness Month (October), High 
Hopes Gala (October), Giving Tuesday, and major program milestones. 

4.3  Content Strategy & Storytelling 

A content framework built around Dutton Farm’s mission voice, confident, specific, and impact-forward. Content 
pillars should include participant stories, program outcomes, community partner perspectives, employer 
partnerships, organizational milestones, and calls to give. The partner should demonstrate experience translating 
nonprofit mission into donor-motivating content. 

4.4  Integrated Channel Strategy 

Social, email, and web should function as a coordinated system, not three separate efforts. The partner should 
demonstrate how campaigns will be sequenced and reinforced across channels to maximize donor conversion 
and retention. 

4.5  Moves Management Support 

The marketing partner should understand how digital marketing supports a moves management process including 
how content and campaigns warm prospects before a personal ask, how stewardship communications maintain 
and deepen relationships, and how digital touchpoints are documented in the CRM. 

4.6  Planned Giving & DAF Awareness 

Experience or willingness to develop campaigns that educate donors about Donor Advised Funds, DAFpay 
giving, asset giving and legacy giving options building awareness among existing and prospective donors who 
may not know these options exist. 

4.7  Accessibility & Inclusive Language 

All content must reflect language and imagery consistent with Dutton Farm’s values around disability, inclusion, 
and dignity. The partner must demonstrate familiarity with person-first language and the ability to write about 
developmental disability in a way that is empowering, not pitying. 

Digital and print materials must also meet technical accessibility standards. Proposals should address: 

• WCAG 2.2 Level AA compliance for the Dutton Farm website 

• Accessible PDF documents (tagged and screen-reader compatible) for print and downloadable materials 

• Captioning for all video content 

• Descriptive alt text for images across web and social platforms 

 

SECTION 5  ·  DESIRED QUALIFICATIONS 

 

• Demonstrated experience in nonprofit digital marketing, fundraising campaigns, or donor communications 

• Proven track record growing individual donor programs through digital channels 

• Experience with or willingness to learn Bloomerang CRM or similar and email platform 

• Familiarity with CoSchedule, WordPress, and/or Canva preferred 

• Experience with paid social advertising on Facebook and Instagram 

• Strong writing skills with the ability to adapt to a defined organizational voice 

• Knowledge of email marketing best practices including deliverability, segmentation, and automation 

• Experience in the disability services, human services, or social impact sector preferred 

• Ability to translate program data and participant stories into compelling donor content 

• Experience with SEO strategy and implementation 

• Capacity to serve a growing nonprofit with multiple concurrent priorities 



 
 

Dutton Farm Inc.  ·  2290 Dutton Road, Rochester, MI  ·  duttonfarm.org  ·  annmarie@duttonfarm.org Page 6 

SECTION 6  ·  PROPOSAL REQUIREMENTS 

 

Proposals should be submitted in PDF format to annmarie@duttonfarm.org by Tuesday, August 25, 2026 and 
include the following: 

1.  Organizational Overview 

• Brief description of your firm or practice 

• Number of years in operation 

• Team members who would work on this account and their relevant experience 

• Three references from nonprofit clients — include organization name, contact name, email, and phone 

2.  Relevant Experience 

• Two to three case studies demonstrating results achieved for nonprofit clients in individual donor growth, 
digital marketing, or email marketing 

• Samples of social media content, email campaigns, or website work produced for mission-driven 
organizations 

• Evidence of measurable impact, include data where possible 

3.  Proposed Approach 

• Your recommended strategy for growing Dutton Farm’s individual donor program through digital marketing 

• How you would approach the first 90 days of the engagement 

• Your proposed metrics framework and how you would establish baselines 

• How you would integrate social, email, and website into a coordinated campaign system 

• Your approach to content creation: who writes, who approves, how brand voice is maintained 

4.  Scope & Pricing 

• Proposed scope of services with clear description of what is included 

• Monthly retainer or project-based pricing structure 

• Any services that would require additional fees beyond the base engagement 

• Proposed contract term and renewal structure 

• Expectations and pricing approach for onsite photography, video production, graphic design, copywriting, 
and event coverage, specify whether these are included within the base proposal pricing or billed under a 
separate hourly or production rate schedule 

5.  Tools & Technology 

• Confirmation of experience with or ability to use Bloomerang (or similar), CoSchedule, and WordPress 

• Any additional tools or platforms you would recommend and rationale 
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SECTION 7  ·  EVALUATION CRITERIA 

 

CRITERIA WEIGHT 

Demonstrated nonprofit fundraising and donor growth experience 25% 

Quality and strategy of proposed approach 25% 

Ability to integrate social, email, and website into a cohesive system 15% 

Understanding of and alignment with Dutton Farm’s mission & voice 15% 

Value and clarity of pricing 10% 

References and case study results 10% 

 

SECTION 8  ·  SELECTION PROCESS & TIMELINE 

 

MILESTONE DATE 

RFP Issued Tuesday, August 4, 2026 

Proposals Due Tuesday, August 25, 2026 

Finalist Interviews September 8 – 15, 2026 

Selection Decision September 17, 2026 

Contract Start Q3 2026 (preferred) 

 

Dutton Farm reserves the right to reject any or all proposals, to waive informalities, and to accept the proposal 
deemed most advantageous to the organization. This RFP does not constitute a commitment to award a contract. 

 

SECTION 9  ·  QUESTIONS & SUBMISSION 

 

All questions regarding this RFP must be submitted in writing to: 

 

AnnMarie Ottoy 

Director of External Affairs & Development 

Dutton Farm Inc. 

annmarie@duttonfarm.org 

248-608-4173 

 

Proposals must be submitted in PDF format via email to annmarie@duttonfarm.org by Tuesday, August 25, 2026 
at 5:00 PM EST. Late submissions will not be considered. 

 


