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Richard’s Dozen Dirty Little
Secrets About Proposals
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Most of your competitors
can do the work.
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The reviewers know this.




When confronted with a large
number of proposals,
reviewers will find excuses to
eliminate you.
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Some of these reasons may be
trivial.
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Being eliminated for trivial

reasons Is no less unsatisfying
than being eliminated for
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First impressions count.
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Reviewers will skim your
proposal, rarely reading
every word.




Developing and displaying
attention - getting markers
throughout the proposal
help guide the reviewer.
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Your attention getters only work
If you understand the client.
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Embedding your testimonials
will set you apart.

-
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Focus on benefits to the client,
not features of your company.

Belle)

C oImiImunic ons




Opposition research Is critical.




If you are successful, the reviewer
should be able to make an elevator
speech out of your proposal.
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Who Are You?

Creating Your Discriminators
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Firm Discriminators

1 What makes you special?

} How Is your strategic
approach unique?

} How are you different
from your competitors?

} How are you better than
your competitors?
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Firm Discriminators

What Is your elevator speech
specific to the proposal?

If you are unable to do this,
you probably shoul
the proposal!
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How to Get to Know
Your Client

And Not Just Two Weeks before
the RFP Comes Out!
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If your knowledge of the client
IS limited to what you have In

the RFP, RFQ, or similar mass
release, you probably will lose.
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Getting to Know Your (Current,

Future, Potential) Clients

}
}
}
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Never eat alone.
Nurture your current clients.
Remain on close terms with former clients.

Invite potential clients to your conferences,
webinars, and seminars.

Walk downtown.

Go to City Council meetings.
Join the Chamber of Commerce.
Take in a county fair.

Check out your <c¢clients©o
site, LinkedlIn, blog, Twitter, Facebook, etc).
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Client Exercise

+ Think of two things you
would like to know about
your favorite/not so favorite
client.

+ How will you find these out?

22



Debriefing

} When you lose the proposal
+ When you win the proposal
1 When you interact with the client

You are always debriefing, whether
you call it that or not!
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Know Your Client

+ Record your intelligence
(e.g., In Vision or In some
other CRM database).

1+ Share your data.

+ Update your information.
1 Review these data
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Know Thy Enemy

OK, Your Competitor
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