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by Tony Birch and Paul Taylor

In the last two years the Board has used
a balanced scorecard approach to establish
goals for the Association. The intention is to
continue using this approach to establish a
consistent strategy for the future. It will also
facilitate measurement of achieving those
objectives.

The goals may change to respond to exter-
nal factors; however, those contained within
the current scorecard are:

+ Increase of 10 percent in new member-
ships per year

+ Retention of 70 percent of existing
members per year

+ Increase in Conference attendance by
15 percent per year

There a three other key activities that have
been identified as critical to achieving these
goals. They are to:

+  Work with other professional associa-
tions to promote the APMP itself and
secure mutual benefits for members

+ Increase the involvement of Chapters
in the running of the Association and
the setting of future strategy

+ Provide and promote a Corporate
Membership Scheme to encourage
organizations to support members in
both attending conferences and achiev-
ing professional accreditation.

Work with other professional associa-
tions to promote the APMP itself and se-

+ Reinvest 20 per-
cent of revenues
into existing and
new programs

+ Achieve 50 per-
cent accredited
membership by

Work with other
professional associations
to promote the APMP itself | the following organiza-
and secure mutual benefits | tions:
2010. for members.

cure mutual benefits
for members

At present, we are in
early discussions with

We recognize that
we will achieve these goals only by increasing
the benefits the APMP offers to its member-
ship—investing both effort and funding in
the future of the Association.

Some of the activities associated with
achieving these goals have already been
shared with members, both in articles and at
conferences. The APMP has:

+ Launched its professional accreditation
program

+ Commenced investment in the Propos-
al Body of Knowledge in collaboration
with the BD-Institute

+ Supported, and continues to promote,
the foundation of new chapters in Eu-
rope, South Africa, and Australia

+ Funded the development and implemen-
tation of a new, easy-to-use Website

+ Been involved in, and continues to
develop, the Proposal- XML (P-XML)
schema—a shared vocabulary that al-
lows software, such as Word, to inter-
pret information supplied in proposals,
by people.
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+ The Society for Tech-
nical Communica-
tion (STC). STC
is dedicated to
advancing the arts
and sciences of tech-
nical communication

» The Professional As-
sociation for Invest-
ment Communications
Resources (PAICR).
PAICR is dedicated
to enhancing in-
vestment industry
communication by
empowering and



educating men and women worldwide
who are involved in marketing-related
roles

+ The Association for Project Manage-
ment (APM). APM is dedicated to
developing and promoting the pro-
fessional disciplines of project and
program management for the public
benefit

+ The Project Management Institute
(PMI). PMI is the world’s leading
not-for-profit professional association
dedicated to advancing state-of-the-art
programs in project management.

With each of these organizations we are
considering providing additional benefits
to our own, and their,

All Chapter Chairs, national and interna-
tional, will be invited to take part. All will be
asked to represent their Chapters by:

+ Dutting forward ideas for improving
communication within the Association

+ Acting as the channel for information
needing to be communicated to Chap-
ter members from the Board

« Participating in developing future
strategies to help the Association
achieve its goals.

Provide and promote a Corporate Mem-
bership Scheme to encourage organiza-
tions to support members in both attend-
ing conferences and achieving professional
accreditation

members through:
+ Free exchange of
magazines and
publications via

Corporate Members
will be able to claim

Increase the involvement | memberships of the
of Chapters in the running | Association and atten-

Web access Of t-he ASSOCIatIOI’I and the dance at conferences for

+ Cross-referencing

and promotion of | S€LINg of future strategy.

events (with logos,

their staff. APMP Cor-
porate Membership will
allow organizations to:

Web links, etc.)
« Event pricing for each organization’s
members to encourage participation
+ Co-developed and/or hosted educa-
tional events and Webinars
+ Co-sponsoring conferences and chap-
ter events.
Increase the involvement of Chapters in
the running of the Association and the set-
ting of future strategy

At the end of this year we intend to be-
gin holding a regular (each quarter or two
months, as required) conference call with all
Chapter Chairs. The call is designed to be a
forum for exchanging ideas with the Chap-
ters. This will be a two-way activity.

Currently, minutes of Board meetings are
circulated to the Chapter Chairs, but this is
a passive, one-way, communication tool. It
does not encourage an exchange of ideas. The
conference call should change that.

+ Develop their proposal management
capability

+ Align management development pro-
grams with best practice in the profes-
sion

+ Keep proposal managers up-to-date
with latest thinking

o Access the APMP Body of Knowledge,
providing knowledge that underpins
the profession

+ Obtain discounts of between 10 per-
cent and 30 percent on the fees for the
elements of the Corporate Member-
ship package.

All of these activities have been started to
help us achieve the APMP’s mission of ad-
vancing the arts, sciences, and technology
of new business acquisition and to promote
the professionalism of those engaged in those
pursuits. We are sure there are more things
we can do, and, with your support, we will.
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Now you can share your expertise and expe-
rience in a worldwide forum of business devel-
opment acquisition and proposal management
colleagues and peers. Gain visibility. Demon-
strate your successes. State your opinions or
air your complaints. Send us a letter, submit an
article, or propose your topic of interest. Sub-
mit a short (50-word) proposal for your article
summarizing its principal thesis, issues, basis,
and scope. You do not need to be an APMP
member to contribute.

Concept Approval Late October Late April
Summary & Outline Due Mid-November Mid-May
Article First Draft Due Late December Late June
Article Final Draft Due  Late January Late July

Peer Review & Updates  Late March Late September

Print & Distribute June December

Contribute to our next issue. Let us hear
from you today. We are open to many and var-

ied topics of interest to professionals in our
field.

FOR MORE INFORMATION
or to plan your contribution,
call or e-mail us.

John Elder

Managing Editor

(703) 841-7809

e-mail: jelder@caci.com

Jayme Sokolow

Assistant Managing Editor
(301) 933-3989

e-mail: jsoko12481@aol.com

If you would like to submit an article, begin
by reading the Editorial Statement and Guide-
lines for Authors on the following pages. There
you will find our general guidance on manu-
script preparation, scope of content, style, and
methodology for submission and review.

RESERVE
YOUR

AD
SPACE
TODAY
FOR OUR
NEXT
ISSUE!

Call: David

Winton at
(949) 493-9398

If your product or service advances the
art, science, and technology of business
development or proposal management,
our readers want to hear about it.

If what you are selling promotes
professionalism in a dynamic
profession, our readers are interested.

If your organization is looking for
talent, you will find it among our
talented readers.

If you seek the means to help people
shape their future, consider this
journal—a proven venue that offers
both “best value” and best price.
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GGuidelines for Authors

Proposal Management, the Professional Journal of the Association of Proposal Management Professionals (APMP), publishes
articles, research, and case studies about business development and proposal management.

EDITORIAL STATEMENT

Proposal Management invites authors to sub-
mit their best research for peer review. Manu-
scripts may be of practical or scholarly importance
to APMP’s audience of proposal development,
acquisition, procurement, business development,
sales, and program management professionals.

CONTENT

Proposal Management publishes the following
types of peer-reviewed articles:

+ Results of original research on proposal-re-

lated topics.

+ Original contributions to proposal-related
theory.

« Case studies of solutions to proposal-re-
lated problems.

«+ Tutorials on proposal-related processes
or procedures that respond to new laws,
standards, requirements, techniques, or
technologies.

+ Reviews of proposal-related research,
products, books, bibliographies, and bib-
liographic essays.

+ Views and commentary.

The journal promotes APMP and its goals
through the timely publication of articles, reviews,
and references. The journal is a medium for pro-
moting constructive, intelligent discussion and
debate about business development acquisition
and proposal management. Because the primary
audience of the APMP professional journal is in-
formed practitioners in the private, government,
and nonprofit sectors, manuscripts reporting the
results of research or proposing theories about
topics should include descriptions of or sugges-
tions for practical applications.

SUBMISSIONS

The following are requirements for articles/
manuscripts submitted:

+ Not more than 30 pages, including exhib-
its, printed on 8 1/2” by 11” paper.

+ 12-point font and at least one-inch margins
on all four sides.

+ Double-spaced throughout, including ref-
erences.

+ Submit an electronic file of your article via
e-mail or on a CD-ROM. Microsoft Word
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is the preferred electronic format; Corel
WordPerfect, Rich Text Format (RTF),
or ASCII file format are also acceptable.
Alternatively, you may submit four hard
copies of your article via regular mail.

« In addition to the text file, submit one elec-
tronic file for each exhibit in TIFF or JPG
format. Screenshots are preferred to be
captured and output should be 6” (width)
by 4.5” (height) for full screens.

+ Submit your article to Proposal Manage-
ment’s Managing Editor or the Chair of the
Editorial Advisory Board. (General inqui-
ries can be made to the APMP Executive
Director at (949) 493-9398.)

Note: We also solicit guest commentators for
contributions to Trends and Views.

MANUSCRIPT PREPARATION

The following guidelines should be followed
in preparing manuscripts for submission:

+ Provide the manuscript’s title and name(s)
of author(s) at the beginning of the paper.

+ Provide an informative abstract labeled
Summary of approximately 150 words.

+ Use up to fourth levels headings.

+ DPlace all exhibits in the text with a descrip-
tive caption.

+ Bibliographic references should be indi-
cated in the text by the last name and year
of publication in parenthesis [i.e., (Jones,
1978)]. At the end of the text, provide a
complete list of works cited (labeled “Ref-
erences”) using full names of the authors
and their book.

+ All citations in References should conform
to standard academic practices.

+ Conformance with The Chicago Manual of
Style, 14" Edition, pp. 640-699, is preferred.

« At the end of the text file, include a bio-
graphical sketch labeled “Author(s)” of
no more than 100 words for each author.
Describe author’s professional experience,
education, institutional affiliation, profes-
sional organizations, and other relevant
information. Include e-mail address and
a telephone number where you can be
reached during business hours.



STYLE

Proposal Management articles must be well-
organized and readable. Write clearly and avoid
jargon and acronyms. Use the active voice. Avoid
language that might be construed as sexist, and
write with the journal’s international audience in
mind.

Spelling and usage should conform to The
American Heritage Dictionary, 4™ edition and The
Associated Press stylebook. Punctuation, format,
and citation style should conform to The Chicago
Manual of Style, 14" edition.

REviEw

Submissions, if they conform to the above
specifications, will be reviewed by the Journal’s
Editorial Advisory Board in accordance with the
Board’s internal procedures for review. In gen-
eral, an article will be evaluated in terms of the
relevance of the topic, its potential contribution
to our understanding of business development or
proposal management, and its readability. When
appropriate, the Board may provide the author
with constructive suggestions on how the article
might be improved to increase its accuracy, qual-
ity, or impact.

CoNFLICT OF INTEREST

While journal staff and contributors to Propos-
al Management may benefit from the professional
recognition they gain through this affiliation, they
shall not use the journal as a forum to give inap-
propriate or unfair advantage to themselves or
others. Journal staff members and contributors
are permitted to purchase advertising in Proposal
Management at standard, published rates.

Any staff members or contributors who be-
lieve they have a potential conflict of interest
must immediately notify the Managing Editor of
the journal, who will decide whether a potential
or real conflict of interest exists. Based on the
Managing Editor’s decision, journal staff or con-
tributors may be asked not to involve themselves
on the subject of the conflict of interest.

OBJECTIVITY

The information and viewpoints expressed by
authors or staff members in the journal should
be based on objective, balanced research and

analysis to the extent afforded by available re-
sources. The views expressed by contributors
and staff do not necessarily represent the views
of APMP.

RePrINTS & WEB PosTING

Permission to make digital or hard copy re-
productions of published material for personal,
classroom, or other not-for-profit purpose is
granted without fee provided that: (a) request-
ing individual or entity first requests and receives
written permission from an authorized APMP
representative in advance; (b) copies or postings
not be made or distributed for profit or direct
commercial advantage; (c) the publisher (APMP),
title of publication, and publication date appear
on the reprint or posting; (d) excerpts, if used,
may not distort the integrity of the original article
or column from which they are taken; (e) any Web
site displaying the article include an electronic
link to the APMP Web page, http://www.apmp.
org; and (f) all reprints or postings must be ap-
pended with an approved “APMP Identification
Statement” advising readers that the article or ex-
cerpt is reprinted or posted with permission and
that material is protected by copyright.

To republish, copy, post on servers, or redis-
tribute to lists outside of these guidelines may be
permitted if prior specific permission is granted
and/or a per copy or negotiated fee is paid to the
APMP. Address such requests or requests for
additional information to the Executive Direc-
tor, APMP, P.O. Box 668, Dana Point, CA 92629.
Reprints are also available through the publish-
er at modest cost; please contact our office at
(949) 493-9398.

COPYRIGHT

The Association of Proposal Management
Professionals holds the copyright to all material
published in Proposal Management. When pre-
viously copyrighted materials are republished
or excerpted in the journal, they are so marked
with proper attribution. Republication, reprint,
and Web posting rights may be granted in accor-
dance with above statement and policy. If your
manuscript has been previously published or pre-
sented, or if you are submitting it concurrently to
other publications, you must inform APMP when
you submit the manuscript.
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Welcome

by John Elder

This issue of the Journal contains a lot of
varied information—information related to
the proposal process and to APMP as an or-
ganization. In the CEO/COO Forum, Tony
Birch and Paul Taylor discuss several goals
the Board of Directors established for the fu-
ture of APMP. To provide relevant informa-
tion about the Accreditation Program, start-
ing with this issue, at least one book will be
reviewed that ties back to the syllabi and can
be used as a resource for members pursuing
this professional achievement. Also, a list of
APMP Approved Training Organizations is
provided to help future accredited proposal
professionals prepare for the test.

In addition to these regular features, ar-
ticles covering a wide range of topics are in-
cluded, such as:

+ Highlighting the surprising similarities
between a political campaign and the
proposal process

+ Demonstrating the advantages of aug-
menting a proposal team with interns

+ Helping new proposal managers handle
the inherent stress we experience in
our profession

+ Implementing strategies for creating
new graphics

+ Remembering the legacy of writer,
management consultant, and university
professor, Peter F. Drucker.

Finally, as you may know, APMP has
embarked on several initiatives, such as the
Body of Knowledge, to provide proposal pro-
fessionals with a repository of best practices
and other information. The restructuring of
the Website is now complete! Please log on at
www.apmp.org to see the wealth of informa-
tion that is available, including new “Mem-
bers Only” areas, updated Association and
Chapter news pages, and a call for papers and
other information regarding the 18th Annual
APMP International Conference and Exhib-
its to be held in Savannah, GA.

Stay tuned for more information in future
issues of the Journal, and the Perspective on-
line, about the initiatives being put in place
by APMP to advance the arts, sciences, and
technology of our profession.

APMP CobE ofF ETHICS

Members of the APMP are expected to:

Government liaisons.

disclosure of information.

1. Comply with rules, government regulations, and laws in their respective countries,
as well as other appropriate private and public regulatory agencies.
2. Ensure compliance with all rules concerning interaction with clients and

3. Protect sensitive information and comply with all legal requirements for the

4. Avoid conflicts of interest, or the appearance of same, and disclose to their employer
or client any circumstances that may influence their judgment and objectivity.

5. Ensure that a mutual understanding of the objectives, scope, work plan, and fee
arrangements has been established before accepting any assignment.

6. Represent the proposal profession with integrity in their relationships with
employers, clients, colleagues, and the general public.

7. When in doubt about how to resolve an ethical dilemma, confer with a person you
trust—one who is not directly involved in the outcome.
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y definition, most political candidates
who campaign lose. The same can be
said for proposal efforts. So, what are
the differences between winning and los-
ing? A full-fledged political campaign is a
good model for running a winning capture
process from concept to contract. A politi-
cal campaign is a good fit since it is by design
an organized effort to influence decisions. A
campaign model is particularly applicable to
significant procurements that typically have
complex buying influences, lengthy procure-
ment cycles, and an evaluation committee.
On Election Day the goal is to get the most
votes, like the final evaluation of the propos-
al. The difference between winning and los-
ing can be a paper-thin margin.
Many of the techniques for winning in
the political arena are very similar to those

When to Start

in competitive procurement. For example,
starting early, developing a sound campaign
strategy, and delivering the right (i.e., cus-
tomer-focused) targeted campaign messages
(read: unique win themes or discriminators)
are critical success factors.

In this article, campaign and capture tech-
niques are compared to expose key elements
that can be applied to the proposal process.
Writing a great proposal is a necessary but
not sufficient step to winning. Incorporating
the described campaign concepts before the
REP is the other critical element.

With the exception of alleged voting ir-
regularities in Florida during the Presidential
election of 2000, it’s clear that the parallel
between a political campaign and the cap-
ture/proposal process is startling, as shown
in Figure 1.

Capture/Proposal Process

Presidential candidates start 2-3 years before

Large opportunities—“Positioning

Strategy

Messagin
gng themes, white papers/position papers,
addressing of red flags/issues, slogans, sound-
bites, ads, press releases, benefits . . .

election to win” starts 2-3 years before the
release of the final RFP or RFS

Campaign strategy to beat the competition Same

(often an incumbent and to delight the

stakeholders/voters

Campaign media, press conferences, win Same

Spin doctors and negative campaigning (mud

Comparisons
slinging)

Some competitors use these tactics
and generate FUD (fear, uncertainty,
and doubt); others address
customer’s “hopes, fears, and biases”
(Beveridge, 1978)

Lobbyists, opinion leaders, pundits,
consultants, interest groups that have clout
(e.g., labor, civil rights . . .), third-party
references and testimonials (proof sources)

Influencers

Same “As”

Whistle-stop tours, town hall meetings, “meet-
the-candidate” events and debates

Face-to-Face Meetings

Trade-shows, sales calls, customer
briefings and orals, questions and
answers.

Simple messages ghosting your competitors
and rallying your voters! Messages must be
simple, consistent, and repeated often

Well Communicated

The 5 Cs are important in proposal
messaging: Compliant, Compelling,
Concise, Competitive, and
Customer-Focused

+ Get out the votes (GOTV)
«+ Private ballot booth

« Electoral delegates represent their
constituents

\Voting Process

+ Get your supporters in a position
to vote or assign delegate voters

« Private scoring by evaluators

+ An evaluation and source
selection committee represents
the stakeholders and users

Aftermath

Re-counts, recall election, hanging chads . . .

Protests, re-bids

Figure 1. The Capture process is directly analogous to executing a major political campaign.
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Just like Chuck Keller’s award-winning
APMP article comparing proposal writing
with writing newspaper copy, our political
campaign analogy defines the business de-
velopment and capture process. Figure 2 il-
lustrates six stages of a political campaign
and their analogous, actionable tasks in
the capture lifecycle process. This is a simi-
lar framework to the Capture Management
Life-Cycle [Garnett, 2003]. The Garnett Life-
Cycle model has three phases and 10 stages.
The Herther Campaign framework is broken
into six stages, each containing four action-
able tasks.

We will describe each of the six stages,
starting first with the Campaign process fol-
lowed by the corresponding steps in a Cap-

in an election or the existing vendor has an
advantage—if that incumbent has performed
well and met their campaign promises with
contract deliverables, Service Level Agree-
ments (SLAs), performance metrics, and ac-
ceptable schedules. Often, candidates confer
with family and decide if they want to go
through this arduous process. The candidate
also decides which states to Bid or No Bid
or ways to prioritize the precious resources
that are devoted to attempting to win each
state. For example, some states wherein the
party in office generally wins are similar to
“sole-source” procurements. In effect, there
is a high probability of win and minimal re-
sources are required. Conversely, some states
may be highly unlikely to win and are essen-

ture process. The brack-
eted comments serve to
transcend the analogies
from the Campaign to a

“Go where the ducks are”

tially “No Bids,” thus
only worthy of applying
limited or no resources.

“Go where the ducks
are”—this means focus-

Capture.

STAGE 1 — DECIDING

WHETHER 10 RuN (BiD)

CAMPAIGN

Deciding whether to run for an elected
political position is critical since it requires
a significant commitment of time, human
resources, and money. A candidate must
determine, through polls and by meeting
with voters, if he or she has a reasonable
chance of winning. Typically, the incumbent

ing on the states with a
large number of electoral votes and uncom-
mitted voters, and go lightest in the states
where the candidate is either very popular or
unpopular (Choosing the President, 1972).
Winning requires a focused, concerted effort.
Richard Nixon’s pledge in 1960 to visit all 50
states was widely regarded as unwise since it
forced him to fly to Alaska very late in the
campaign rather than devoting his waning
energy to the more important urban states.
(Choosing the President, 1972).

Stage 1 Stage 2 Stage 3 Stage 4 Stage 5 Stage 6

Deciding The Campaign Developing Your @ The Debates Election Day Post Election
Whether to Run | Trail Platform
Bid

Opportun Campaign Proposal Refine Your Evalutators Learning for
SSecion ” i | PEN | Broposal =Y Gampaign
e

Pre-Bid Positioning Bid Phase @ -1l Evaluation
Stage! Stage2 Stage3 Staged

Prospect and ID Requirements Top 3 Bumper Questions and

Opportunity Shaping Stickers Answers
Trade-offs and Document Platform Past Performance
Q- stomer CAIV and Exec Sum Checks
Outline, Storyboard Birals and Demos

Build Proosal Draft
Pink and Red Team
Reviews

Learning

Stage6

FOIA Request

Debriefing Meeting
Lessons Learned
Meeting

Update Competitive
Intelligence Database

Solutioning together

Pursue/No Pursue

BAFO (FPR) Final
Proposal Revision

Select Running
Mates

Figure 2. The Capture process should mirror the stages of a political campaign. The action-
able tasks are shown as gray stair steps under each stage.
* CAIV = Cost As an Independent Variable (this term is described later)

Bid/No Bid
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CAPTURE
Similarly, focusing on the right jobs to bid
by making smart bid/no bid decisions is per-
haps the most important element in the Cap-
ture process (Herther, 2006). Three simple
questions should be asked and answered:
1) Will anyone win? (Is there a budget,
champion, and operational need?)
2) Can we win? (Does your company have
a unique competitive discriminator?)
3) Do we want to win? (Is the opportunity
profitable and/or strategic?)

STAGE 2 = THE CAMPAIGN
TraiL (PRE—-RFP
POSITIONING)

team must get an early start. The higher the
elected position, the sooner you must start.
Hubert Humphrey learned this lesson when
he held the 1968 Convention in late August
in Chicago. “The next Monday was Labor
Day. That gave Humphrey only 48 hours
instead of seven weeks. Quite a difference”
(Napolitan, 1972). Starting early is particu-
larly true since “the majority of voters will
have already made up their minds by the end
of the National Conventions” (Choosing the
President, 1972). Farley’s Law supports this
claim, stating that “nothing happens between
nominating conventions and election day to
change the minds of voters.” The best way to
start is to meet many voters, ask many ques-
tions, and shake many hands. For example,

CAMPAIGN

Just as a politician
would not start a cam-
paign by showing up
Election Day morning
with a sign outside the
voting booth saying,

A capture team must get
an early start. The higher
the elected position, the and

sooner you must start.

“Truman’s campaign
was based on get-
ting out to the people.
While Dewey was aloof
stuffy, Truman
was open, friendly, and
seemed one with the

“Vote for me,” a capture

Capture teams, like

political  candidates,
must get an early start
on efforts.
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people. In order to talk
to the people, Truman got in his special Pull-
man car, the Ferdinand Magellan, and trav-
eled the country. In six weeks, Truman trav-
eled approximately 32,000 miles and gave
355 speeches. On this “Whistle-Stop Cam-
paign,” Truman would stop at town after
town and give the same speech, have
people ask questions, introduce his
family, and shake hands. From his
dedication and strong will to fight
as an underdog against the Re-
publicans, Harry Truman acquired
the slogan, “Give ‘em hell, Harry!”
(Rosenberg).

CAPTURE
Similarly, this same head start is re-
quired for competing successfully on a
capture/proposal effort.

For a proposal to be successful, most of-
ten the campaign must start well before the
release of the final RFP or RFS. James Bev-
eridge (Beveridge & Velton, 1982) called this
pre-RFP time frame “Leverage Country” As
shown in Figure 3, 60 percent of the energy
and resources should be expended in Lever-
age Country to shape the RFP and solution



together with the customer to maximize the
probability of a win.

This pioneering Beveridge data was sub-
stantiated by the Defense Contracting Au-
diting Agency (DCAA) when that Agency
reviewed 367 DoD awards and determined
that the Best-in-Class winning companies
invested 57 percent before the final RFP, 30
percent during the RFP response, and 13 per-
cent after the proposal was submitted (APMP
Conference, 2006).

Like political campaigns, it’s easier to win
support when the people don’t think you are
campaigning. When you are actually cam-
paigning, everyone is a little more suspicious
of your message. So, early campaigning has

Six simple methods to use in Leverage
Country are:

1. Access — One of the first campaign is-
sues is gaining access to communicate
the messages that matter most. How
do you gain access to the “thought
leaders,” the opinion shapers, and the
groups that act as endorsers? Utilize
events such as conferences and trade
shows and perform a Blitzkrieg of visits
to customers. As Bobby Kennedy said
during the 1960 JFK campaign—“what
are we doing?! Let’s get on the road!

I want us all on the road tomorrow!”
(Dallek, 2003).

2. Requirements Shaping — This requires
understanding the implicit, often un-
written customer/user requirements.

a force-multiplier ef-
fect. Bobby Kennedy
was JFK’s Campaign
manager and he under-
stood this—“Jack, what
has been done about the
campaign, what plan-
ning has been done? A
day lost now can't be

Winning companies
invested 57 percent before
the final RFR 30 percent
during the RFP response,
and 13 percent after the
proposal was submitted.

Intimate knowledge of
the customer’s needs,
wants, and delights is
sometimes referred to
as the “true RFP” (or
Real Felt Pain). The goal
is to collaborate with
the RFP developers to
shape the procurement
and steer the require-

picked up at the other
end. It’s ridiculous that
more work hasn’t already been done” (Dallek,
2003).

ments in the direction
that you want them to go. You can
over-amplify discriminating features

Start Before the RFP or Don’t Start at All

10%

e

Reference: Beveridge

60%
} 30%

Pre-RFP - “Leverage Country” Post-RFP

Resource %

13%

Reference: DCAA Study

Figure 3. Sixty percent of the effort and resources should occur before the final RFP is re-

leased.
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or specifications that if incorporated in
the RFP specification would later serve
to put your competitors on the defen-
sive or disadvantaged. Often you can
help the customer start by supplying a
guideform specification as a template.
The message: if you have not helped
write the RFP, you are probably dead
in the water. On a similar note, part of
the secret to Napoleon’s success was
that he always arrived 15 minutes early
to a battle. It is good to be early, and
tough slogging if you are late.

3. Explore the Tradespace — Life is full

of trade-offs. Work with the customer
to understand different ways to solve
the problem. When a customer has

a fixed budget

to winning any election are: 1) Define
the message, 2) Select the vehicles of
communication, and 3) Implement the
communication process (Napolitan,
1972). There is a whole strategy to
planning out this process in a contact
plan specifying who to meet with,
what’s the message, when is the most
effective time and always ask—who
should I speak to next? The messages
can be conveyed in a “10-second sound
bite,” the “30-second elevator speech,’
the “photo opportunity” (or a video
submitted with the proposal), the
“take-away” box on a viewgraph, and
the action caption on a graphic in your
proposal.

Back as far as the

— CAIV (Cost

As an Indepen-
dent Variable)

is an important
systems engineer-
ing technique. In
CALlV, the custom-
er selects some
cardinal require-
ments (sometimes
called KPPs—Key
Performance Pa-
rameters) that are
the “must haves”

The messages can be
conveyed in a “10 second
sound bite,” the “30
second elevator speech”,
the “photo opportunity,”
the “take-away” box on a
viewgraph, and the action
caption on a graphic in
your proposal.

1934 California Gover-
nor Campaign, a “spot
announcement” of only
35 words long started
appearing on the radio
(Mitchell, 1992). “Mi-
chael Dukakis com-
mented that his biggest
mistake in 1988 was not
realizing that the cam-
paign centered on 10
second sound bites. In-

and are non-ne-

gotiable. The other requirements can
be traded off to meet a cost target or
budget.

. Solutioning Together — This is when

you develop and execute a contact plan
to “Play Chess” (King on King, Bishop
on Bishop, and Pawn on Pawn), mean-
ing that you link up counterparts. For
example, the solution architect meets
with the corresponding customer en-
gineer. Subject Matter Experts (SMEs)
align to jointly develop the solution.
The customer should feel that it is their
design/product or service that you are
proposing. The goal is for the customer
to state in the post award debrief-

ing, “When I read your proposal, it
was as though I was reading my own
thoughts” (Pugh, 2005, p. 9).

. Targeted Messaging — It is critical to

target the right messages to the right
people at the right time. Three steps

deed, one study showed
that the candidates’ average speaking appear-
ance on network news programs was 9.8 sec-
onds, down from 42 seconds in the Nixon-
Humphrey race in 1968 (Mitchell, 1992). The
message must be simple, consistent, and re-
peated ad naseum. My experience after a win
is that the customer can parrot back the three
reasons that you won concisely in about 30
seconds. The goals of your targeted contact
plan are to:

+ Win over those “on the fence” (unde-
cided/uncommitted voters)

+ Neutralize the “unconvertible”

+ Keep the support you have and build a
strong champion that is your advocate
when you are not there.

A political equivalent is that “a campaign
has to do more than (perhaps) convert the
opposition, activate the apathetic, and con-
vince the doubtful; it also serves to reinforce



STAGE 3 -
DEVELOPING
YOUR
PLATFORM

(PROPOSAL)

CAMPAIGN

The US Presiden-
tial campaign has a
primary, similar to a
Request for Informa-
tion (RFI), Sources
Sought, or other pre-
liminary solicitation,
that is a process to
pare down the list

Picking a running mate that can augment your strengths and
your coffers is essential to winning a successful race.

of candidates to the
“short list” of qualified
businesses. As Rich-

the faithful” (Choosing
the President, 1972).

6. Select Your Run-
ning Mates — 1t is
critical to round
out your ticket
early. Presidential
candidates select

Every successful campaign
has a political campaign
manager that works with

the candidate to develop a

win strategy and platform.

ard White states, you

must avoid being elim-
inated and write your
proposal defensively
(White, 2003). Once you
get on the ballot and get
down-selected as your
party’s nominee, the

Vice Presidential

running mates who augment their
strengths and addresses their weak-
nesses and gains votes in different
regions or demographics (this is known
as “balancing the ticket”). “Politically,
Johnson seemed the most likely of all
to win crucial states” in the JFK elec-
tion in 1960 (Dallek, 2003). Similarly,
selecting the right teammates/partners
is critical to your capture strategy.

This is also the stage to raise funds. Com-
parable to campaigning for your party’s sup-
port and nomination, the capture process
requires internal selling for executive cham-
pionship and financial sponsorship. Fund
raising includes lobbying for New Business
Acquisition Investment (NBAI) that can in-
clude early allocations of Bid and Proposal
(B&P), or Research and Development (R&D)
for demonstrations or product/service devel-
opment.

political national con-
vention serves as the formal kick-off of the
“proposal” effort. Every successful campaign
has a political campaign manager that works
with the candidate to develop a win strategy
and a platform. This is often documented in
a Campaign Plan. According to Carol Hess,
“The purpose of developing a Campaign Plan
is to outline how you plan to get a 50 percent
plus 1 majority on Election Day. Developing a
campaign plan is crucial to your success. The
plan is your road map to Election Day victory.
It outlines each step in your campaign from
the time you decide to run until the polls
close on Election Day. Problems always arise
and campaign plans can be altered. What is
important is that you have a plan outlining
what you will do to win, how and when you
will implement your strategy, and finally how
much it will cost to win.
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Within a Campaign Plan, the contact plan
is the road map for which states (customers)
to visit. In the proposal analogy, the Capture
(or Campaign) Plan is a living PowerPoint
document that is frequently updated and
overly communicated. It should include the
following 15 charts (see The Capture/Cam-
paign Plan below).

The platform and individual planks con-
stitute the message that resonates with vot-
ers and rallies support and endorsements
from champions. The platform (win themes)
is also the motivating driving force that in-
spires volunteers to go door-to-door handing
out marketing material to pre-sell.

Newt Gingrich published a platform (sim-
ilar to a Living Executive Summary (LES)
brochure of win themes) in the Republican
“Contract with America” This summary
served as the proposed Program Plan outlin-
ing campaign promises for the first 100 days.

Like a Capture Plan, the win themes must:
+ Beunique
+ Hit the voters’ hot buttons and provide
value in their eyes (not yours)
+ Make specific promises
+ Have some “Wallop or Wow”

+ Answer WIIFT — What's In It For
Them? (the voters)
+ Be realistic and believable
+ Follow the KISS (Keep It Simple and
Succinct) Theory
A classic example is the 1992 election in

which Bill Clinton defeated George H.W.
Bush. The simple, powerful bumper sticker
theme was “It’s the economy stupid” In his
successful 1996 campaign, Bill Clinton used
the theme of occupying the center of the po-
litical spectrum by positioning himself as the
self-designated “New Democrat” (Selecting
a President, 1997). “Clinton’s improvisations
worked to embroider his campaign themes,
enriching his basic message with personal
testimony” (American Presidential Cam-
paigns & Elections, 2003). A campaign uses
marketing material to pre-position and start
to educate and win over the minds of voters.

CAPTURE

Similarly, one suggestion is to develop
some of the win themes and capture as your
bumper stickers. To force brevity, document
them on the back of a business card. As the

campaign progresses, a powerful tool to use
is the LES (Pugh, 2005, p. 113) to capture and

¥ Account History
Opportunity Overview

Scope of Work and Deliverables

Win Strategy (including teaming)
Top 3-5 Win Themes

¥ Price-To-Win (PTW)

¥ QOur Offering

M Who we see and when
™ Who sees them

The Capture/Campaign Plan

v Capture Team Leader and Members

¥ Key Requirements (include most important requirements and hot buttons)

¥ Customer Evaluation Criteria (explicit and implicit)

¥i Competitive Analysis (from the Black Hat) — A Black Hat Review is when
you have a person represent the competition and describe their Strategy,
Strengths, and Weaknesses and how specifically they plan to beat you

Y1 Contact Plan for Decision Makers and Stakeholders

Are they a supporter, detractor or undecided?
¥ Proposal Milestones (Kick-off, Baseline Review, Red Team, etc)
¥ Resources Needed (B&P R&D, and People)
Barriers to Success and Actions to Mitigate Them
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often, less data.

Caution: Despite the many similarities, there are several ways that a
proposal differs from a political campaign:

* In a proposal, you shouldn’t attack a competitor by name. You can
ghost your competitor or their approach just as long as you don’t
explicitly mention their company’s name

* A candidate can campaign with vigor right up until the polls close
and often sprints the last 24 hours; whereas a proposal effort often
goes into a “cone of silence” quiet period when communication
with the customer/evaluators must cease at formal RFP release. So
Capture Teams must sprint hard until the RFP release and then use
indirect communications such as press releases to convey messages
during the proposal evaluation period

* A proposal must include all the backup and substantiation, whereas
a political campaign can often get by based more on emotion and,

continue to build and personalize your mes-
sages. Proposal pioneers such as Beveridge
(Beveridge, 1978) and others have identified
key words that will help crystallize your win
themes and write your proposal. These six
phrases are powerful and must be addressed
during the campaign and in the proposal:

o Only (this makes sure that you have
some unique differentiators)

¢ Why Us? (And why not them?) (every
author in every section must answer
this question)

¢ So What? (Or “Who Cares?”) (make
sure that your point addresses a cus-
tomer hot button and provides tangible
and intangible value in their eyes)

+ Because (Beveridge pointed out that
starting sentences with the word
“Because” was an effective way to link
features to benefits)

o WIIFT — What’s In It For Them? (this
makes sure your value proposition is
targeted at your customer/evaluators
and includes value-added features or
lagniappe)

o Show Me! (proposals should have
quantified facts that substantiate and
prove your claim. Any claims are weak
and suspect unless you provide data
and proof sources).

These words help run an offensive cam-
paign. “A gospel for campaign managers is
“Never wage a campaign defensively! The
only successful defense is a spectacular,
hard-hitting, crushing offense” (Mitchell,
1992). Kennedy had this experience when

“emerging attacks on Jack’s character and re-
cord put him on the defensive and distract-
ed him from an affirmative appeal from the
voters. In response, the campaign produced
a “Counterattack Sourcebook” for use in an-
swering derogatory assertions about Ken-
nedy” (Dallek, 2003).

During this stage, it is important to get
endorsements and third-party testimonials
and loyal references from delighted (not just
satisfied) customers.

Just like a political organization sets up
a centralized campaign headquarters (HQ),
you will be well served to have a dedicated
proposal team and a physical war room (or a
virtual proposal room and secure extranet).
For example, the famed war room—a crisis-
control center at the Clinton headquarters in
Little Rock—coordinated rapid responses to
Bush campaign charges (Selecting the Presi-
dent, 1997). A campaign has political strat-
egists and spin doctors who equate to sales
people/proposal managers/writers.

Another secret to winning proposals is to
be concise and limit the page count. Likewise,
the great speeches by politicians are short
and powerful. Abraham Lincoln’s Gettysburg
Address was only 246 words. He was able to
craft his message to resonate with multiple
audiences. Similarly, complex proposals are
written to multiple audiences such as the
economic buyers, technical buyers, end-user
community, and larger stakeholder commu-

nity.
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ST1AGE 4 — THE DEBATES
(ORrALs AND Q&A -

QUESTIONS AND ANSWERS)

CAMPAIGN

During a campaign, often there is at least
one debate. Richard M. Nixon may have lost
the election to John F. Kennedy during the
1960 televised presidential debate. Aside from
content, Nixon delivered negative non-verbal
signals. Nixon “was tense, almost frightened,
haggard looking to the point of sickness—he
was half-slouched, his ‘Lazy Shave’ powder
faintly streaked with sweat. ‘My God!” May-
or Daley said, “They’ve embalmed him be-
fore he even died.” (Dallek, 2003). Nervous
habits and appearance shifted votes to the

+ 55 percent non-verbal body language
(facial expression, posture, gesture)

During these debates, voters assess
whether they trust and believe the candidate
and how well they communicate.

+ Simple sound bites are effective. “Sena-
tor, you are no Jack Kennedy” was a
famous statement made by Democratic
vice-presidential candidate Senator
Lloyd Bentsen to Republican vice-
presidential candidate Senator Dan
Quayle during the 1988 vice-presiden-
tial debate. “Senator, I served with Jack
Kennedy, I knew Jack Kennedy, Jack
Kennedy was a friend of mine. Senator,
you are no Jack Kennedy”

+ Ronald Reagan’s campaign generated
the quote for the bumper sticker—“Re-
publicans believe every day is the 4th of

July, Democrats believe

more calm and confi-
dent-appearing  Ken-
nedy. This phenomenon
is confirmed based on
research by Dr. Albert
Mehrabian of UCLA,

For a bumper sticker to
be effective, it must be
substantiated by proof and
quantitative back-up.

every day is April 15
+ “Likewise, Ronald
Reagan succeeded
against Jimmy Carter
in the 1980 debates
largely because of his

whereby nonverbal lan-
guage makes up 93 per-
cent of communication as follows:
+ Only seven percent what you say (con-
tent)
+ 38 percent how you say it (tone of voice)

style: the warm image
he conveyed through his folksy anec-
dotes (“There you go again..”) and the
fact that he structured his answers in
simple rhetorical terms” (Selecting the
President, 1997).

Three Elements of Communication

Words
7%

Body Language
55%

Voice Tone
38%

Figure 4. Non-verbal language makes up 93 percent of communication, with only seven per-
cent of communication understood through your words.
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Similarly, a hard-hitting phrase (such as
“We'll Save you 40 percent in the Cost of
Ownership”) repeated in proposals has the
same affect. However, for a bumper sticker to
be effective it must be substantiated by proof
and quantitative backup. Bumper stickers are
claims that must be credible. Good debaters
and speakers also share relevant stories to il-
lustrate their points. This can be very effec-
tive at orals, and case studies can be powerful
in the written proposal.

Campaigns involve question and answer
(Q&A) sessions on TV shows such as “Meet
the Press” or at local town-hall-style informal
sessions. Just like a proposal Q&A, your an-
swers are amplified as if under a high-pow-

+ Your whole presentation needs to
answer the three key questions: What
do you HAVE to say? (RFP) What do
you WANT to say? (Strategy) What do
THEY want to hear? (Customer Analy-
sis)

+ Rehearse! Rehearse! Rehearse!

STAGE 5 — ELECTION DAY

(SOURCE SELECTION)

CAMPAIGN

It all comes down to counting the votes
and then determining the number of Elec-
toral College delegates. In addition to the
“technical” scoring based on the platform
and allegiance to a po-

ered microscope.

CAPTURE

In capture efforts,
the orals are the analo-
gous event. Typically,
each bidder is invited to
brief their proposal and
participate in a Q&A
session. There are com-
panies that specialize

In addition to the
“technical” scoring based
on the platform and
allegiance to a political
party, votes are often
decided based on emotions
and trust.

litical party, votes are
often decided based
on emotions and trust.
Will this candidate ful-
fill my hopes and al-
leviate my fears? Does
this candidate address
my key issues and align
with my priorities? Did
the opposing candidate

in preparation for orals

and Q&A, such as TightRope Communica-
tions (www.tightropecommunications.com).
Here are just a few of their tips:

« Develop an overall compelling story
that captures the heart of your persua-
sive attempt

« Develop personal anec-
dotes/stories/illustrations
to reinforce your overall
story

sprinkle FUD (Fear, Un-
certainty, and Doubt) that my candidate (or
running mate) can actually perform and
meet his campaign promises? A classic FUD

In capture efforts, make sure you know
what your customer wants and develop a
compelling story that captures the heart of

your attempt.
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example was the television political ad show-
ing the bobbing line and bleep-bleep-bleep
of an oscilloscope recording a person’s heart-
beat. Then the message: “Muskie. Agnew.
Who is your choice to be a heartbeat away
from the presidency?” (Napolitan, 1972).
Voters ask “will this be a ‘personal win’ en-
suring that my family and I will be better off
in the future with this candidate?”

Another key point to winning is to make
sure that you Get Out The Vote (GOTV). “A
strong GOTYV effort can put your campaign
over the top, getting supporters to the polls
that would never have gone if left to their
own volition. Take the time and create strong
GOTYV drive for your campaign (Garecht,
2002)” The Capture equivalent is to make
sure your supporters are

A major win factor is whether you have a
champion in a position to vote for your com-
pany—so GOTV.

CAPTURE

Similarly, in a proposal voting process,
the proposals are scored, and the Source
Selection Evaluation Board (SSEB) brings a
recommended decision to the Source Selec-
tion Committee (Electoral Delegates) or fi-
nal Source Selection Authority (SSA). Like a
campaign, emotions play a role and bias the
scoring. In the battle of the “intellectual” vs.
the “emotional” platform, the latter almost
always wins. So, the way to win the battle is
to make the voter or customer feel they are
making the right choice for the right reasons.
Voters will ask themselves: “Will I have a

either part of the evalu-
ation committee or can
appoint representatives.

A major win factor is
whether you have a
champion in a position to
vote for your company—

‘personal win’ ensuring
that my agency/com-
pany and I will be bet-
ter off in the future with
this vendor?”

so GOTV. STAGE 6 -
Post—ELEcTION
(LessoNs LEARNED)
CAMPAIGN

Don'’t declare victory too early! Remem-
ber some of the early headlines falsely claim-
ing “Gore Wins” when Bush became Presi-
dent in the 2000 election or “Dewey Wins”
when Truman won in 1948. Since the elec-
tion results were a complete shock to the
media, the Chicago Daily Tribune got caught
with the headline “DEWEY DEFEATS TRU-
MAN!” The photograph with Truman hold-
ing aloft the paper has become one of the
most famous newspaper photos of the cen-
tury (Rosenberg).

Often early front-runners end up losing—
recall Governor Howard Dean in the 2004
Democratic Presidential nomination or Mi-
chael Dukakis who had an early 17-point lead
over George Bush. You are in second place

Don’t declare victory too early! Beware of “incum-
bentitis, and be paranoid—they really are out to get

you!



until you receive the pen from the ceremony
after signing the contract. There are no sil-
ver medals, and runner-up has no value. Be-
ware of “incumbentitis,” where you are over
confident, complacent, and arrogant, which
can cause you to lose. The most regretted
losses have been when the organization
feels overconfident that the opportunity
“is ours to lose” Be paranoid—they really
are out to get you!

After the results are in, sometimes candi-
dates call for a recount or try to force a recall
election. Even with the alleged voting irregu-
larities in Florida and other issues, protests
from neither Democrats nor Republicans
changed the 2000 presidential election. Can-
didates will often perform a lessons learned
review and run again to

CONCLUSION

Remember, a political candidate would
never be elected by starting his or her cam-
paign the day before Election Day. Always
run like you are behind and avoid the end-
game only efforts. Don’t wait to start your
campaign until the RFP release—it is too late
then! In principle, the next campaign starts
the day after the current victory (this is par-
ticularly true when there is follow-on busi-
ness). The next RFP you receive or proposal
that you write, determine if you ran an effec-
tive Campaign to Win.

Understanding that a proposal is not just
the activity between the RFP/RFS and sub-
mission or electronic upload of the docu-
ment is well understood in the context of a

win the next election.

CAPTURE

Similarly, after the
results are in, some
companies will protest
or try to drive a rebid.

If you lose, don’t lose the
valuable lessons.
If you win, make it
repeatable!

campaign.  Following
the political campaign
model will help turn
your pursuits from just
“writing a proposal” to
running and winning
a campaign. Proposals
are not an isolated event

My experience is that
protests are rarely ef-
fective and only serve to delay and upset the
customer. Unless the procurement process
was flagrantly flawed and you can prove it,
don’t waste your resources on protesting.
However, win or lose, you should ask for a
formal debrief. For Federal Government bids,
see Federal Acquisition Regulation (FAR) 15.
After the debriefing and a Freedom Of Infor-
mation Act (FOIA) request for the winning
proposal, you should hold a lessons learned
review meeting. The goal is to identify sys-
temic issues and actions to improve the pro-
cess and improve weak areas in your propos-
al or capture process. A popular phrase is: if
you lose, don’t lose the valuable lessons. If
you win, make it repeatable!

(Pugh 2006), but rather
are a culmination of earlier promises. Know-
ing how to Campaign to Win will result in
your customer electing you for the job in a
landslide victory. I'll see you and your orga-
nization in the Winner’s Circle!

ProposalManagement & ¢



New TeErMs

One of the best definitions of business

development is that it is “the management of
perception” (Pugh, 2005). In order to apply
the principles of a campaign and influence
perception, the business development/cap-
ture/proposal profession needs to adopt a
new lexicon of terms. Here is a start:

*

Campaign Plan - this is a concept-to-
contract Capture Plan. It’s a dynamic,
living document.
Bumper Stickers — these are hard-
hitting and easy-to-remember sound
bites. “No New Taxes” may work in a
campaign, and “Lowest Risk” may work
for a proposal. However, the difference
is that a proposal must provide proof
and strongly back up this claim.
Fundraiser — this is a meeting to
prioritize all pursuits and decide how
much funds to raise (or commit). Each
campaign manager (by the way, I think
this should be a formal job title in some
companies) presents their opportunity
and business case for management to
“rack and stack” the opportunities and
fund/resource to win starting from the
top of the list.
+ Convention (or Summit) — this
is a one- or two-day all-hands
event that is held after the kick-
off meeting. The typical events
include a review of
the Campaign
Plan; Black Hat
review of the

competition; and an update snapshot
of the technical, management, and cost
baselines.

Balance the Ticket — this means find-
ing a partner company or many team-
mates that form a consortium to win
the source selection votes.

Platform - this is a narrative docu-
ment list that highlights positions and
principles on important and often
controversial campaign topics. Indi-
vidual topics are often called planks of
the platform. Candidates that flip-flop
can lose credibility; some accused John
Kerry of switching positions and waf-
fling during the 2004 Presidential Cam-
paign. Earlier in the 1960 campaign,
Kennedy’s staff put together “a nearly
exhaustive volume of Nixon quotes,” an
analysis of contradictions and inconsis-
tencies in Nixon’s statements over the
years (Dallek, 2003). To avoid toggling
in a proposal, there should be a list of
one-page position papers on contro-
versial critical topics. There should also
be a published list of “factoids” (such
as the system’s critical performance
specifications) for authors. Staying
aligned with these “factoids” will show
consistency throughout the proposal
and avoid contradictions.
Counterattack Sourcebook (CAS)

— this is for use in answering deroga-
tory assertions from your competitors.
It is not meant to dwell on a defensive
campaign; it’s just used to correct or
turn around a competitor’s claim to
your advantage.

Rally - this is an event during the pro-
cess where everyone gets together to
rally for the progress of a lengthy pro-
posal effort. It should include the Cap-
ture Team and all of the support folks,
such as proposal managers, graphic
artists, and editors. Examples include
holding an ice cream sundae social
some afternoon or an impromptu bar-
beque outside the proposal center.
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How to Hire,
Train, and Keep
Qualified Interns

by Colleen Jolly

Interns and internships are an essential aspect of the
modern workplace. Interns gain valuable real-world expe-
rience from employers that may translate to new job paths
or act as a prerequisite to compiling a professional resume.
The companies they work for also benefit—interns may be
a cost-effective way to combat a seasonable peak or of-
fer fresh insight into the hearts and minds of the incoming
workforce.



nterns can be veterans of the workforce or
completely new to it. Many interns join fields
they are interested in learning more about
while others are simply looking for a summer
or part-time job. Whatever the circumstance,
your organization will benefit from being
prepared to hire, train, and keep qualified in-
terns who can contribute to your corporate
culture and skill mix, and positively affect
your bottom-line.

This article addresses some common
questions encountered when creating or up-
dating internship programs, such as:

+  What are interns

+ How do I find interns

+ How do I hire the right intern

+ How do I create an internship program

+ How much do I pay an intern

+  What now — the internship is over (how
to keep the best and brightest on staft)?

Former and current interns with a vari-
ety of internship experience in pay structure,

with the terms/ideas: cooperative education
or co-op; unpaid fellowships; unpaid residen-
cies; apprenticeships; and other short-term,
temporary employment with an emphasis on
education, not monetary gain.

WHAT ARE INTERNS?

When thinking about an intern the most
common mental picture is of a college-aged
person on summer vacation, dressed for the
first time in a suit and for the first time enter-
ing “the Real World” These interns enter “the
Real World” in all shapes and sizes, some en-
couraged by friends or family to explore ca-
reer paths before declaring a major in college,
some curious about a particular industry and
building their professional portfolio of work
experience and contacts, and some because of
a mandatory requirement for their academic
development (Purdue University in Indiana
offers an elective in qualified internships
while Marist College in New York requires

industry, duration, and
successwereinterviewed
for this article. Specific
details about the com-
panies, organizations,
and people in-
volved have been
changed where
applicable. For

| thought being a volunteer
or intern would be a great
way to get my foot in the
door. | was not young, and
used interning to speed up
the learning curve.

internships for certain
academic  programs).
These, however, are not
the only types of in-
terns. Many established
professionals looking to
make a career change
seek out internships as a
way to learn while mini-

the purposes of
this article, the terms “intern” and
“internship” are interchangeable

Interns come in
all shapes and sizes.
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mizing potential risk.
One former established professional-turned-
intern claimed, “I thought being a volunteer
or intern would be a great way to get my foot
in the door. I was not young, and used intern-
ing to speed up the learning curve” Perhaps
interns will find this path is not for them after
all or, after enjoying the learning experience,
engender trust (and possible full-time jobs!)
from employers who were able to access the
depth and breadth of an individual’s experi-
ence for a low or no introductory cost.

Interns, of both generationally disparate
types, typically enter into an industry they
are curious to learn more about while mini-
mizing the potential risk of committing to a
full-time position—for both themselves and
their employers. Internships are set for a pre-
determined and typically small amount of
time (measured in weeks and months, not



years) and may be uncompensated or com-
pensated less than a full-time position in the
same (or similar) job function. In exchange
for this work experience, interns are, more
often than not, expected to do work not in
their direct desired field, such as stuffing en-
velopes, running errands, collating papers,
getting coffee, and other high value, low skill
labor. One former marketing intern remarks,
“..everyone LOVES interns. Most times they
do the work no one else wants to do. It’s like
getting a new puppy — everyone wants to play
with it. It’s not like that when you join the real
world—people don’t view you as young and
cute, they see you as a threat or competition”

How Do | FIND INTERNS?

First try your alumni networks and con-
tacts for college-aged interns. Many colleg-
es and universities have career centers that
sponsor career fairs and recruitment days,
and may even vet qualified candidates for you,

www.internships.com, that may
broaden the candidate pool—in-
cluding interns outside your
geographic area. Some in-
terns will travel for the right
position or be encour-

aged (by friends, fam-

ily, professors, and

other school offi-

cials) to travel for

the right job or com-

pany. Know in these cases you
may need to provide housing
stipends or information about
housing and travel as your in-
tern will not be as familiar with
your area.

Word-of-mouth often is the
most successful way to find best-
fit candidates. Many interns inter-
viewed cited informal methods as

the most popu-

providing you with only
the most applicable po-
tential interns based on
your descriptions of job
function and/or desired
professional personality
traits (such as studious-
ness and organizational
skills). The art depart-

Everyone LOVES interns.
Most times they do the
work no one else wants to
do. It’s like getting a new
puppy — everyone wants to
play with it.

lar way to find

internships, usually
through a parent; pro-
fessor; or other profes-
sional, adult resource.
One former Capitol Hill
intern promotes using
both methods—formal
to find the opportu-

ment of University of

Maryland, Baltimore County is one such pro-
active organization, matching organizations
and students for optimal personality and skill
level fit for both internships and full time
employment. Having a direct connection at
a university, temp-to-hire, or other organiza-
tion that has immediate access to large pools
of qualified candidates will dramatically im-
prove your hiring process.

Next, try other more traditional routes
(particularly if your desire is to find more es-
tablished professionals) such as your indus-
try networking contacts or posting ads on
Monster.com, newspapers, and magazines
applicable to your target candidate audience.
There are a variety of intern-specific Web-
sites useful for both potential employers and
potential interns, such as www.internweb.
com, www.internshipprograms.com, and

nity and informal to be
hired. “Like any position on the Hill, I did a
number of informational interviews and ap-
plied to a number of ‘official’ listings, but I
finally gained my internship through an in-
formal message from a contact with whom I
had done an informational interview”

Once you find a candidate pipeline that
works for you, stick with it and increase your
visibility. If your most successful interns
come from a particular school or university,
become a featured speaker for classes or ca-
reer fairs. If a networking group becomes the
best source, become a speaker or sponsor an
event. A majority of successful internship
opportunities, like full-time employment,
still come from chance meetings. One for-
mer intern answered an ad in the paper for a
position at a non-profit; another walked into
a company he admired and simply asked if
they had a program.

Word of mouth
is often the best way
to find interns.
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The best time to find college-aged in-
terns looking for summer employment is in
the early spring. Many colleges recommend
internships to students on particular career
tracks and encourage looking early—which
typically is the beginning of the spring se-
mester. Also, many colleges host career fairs
during this time. For year-round internships
or during other parts of the year place your
ad or make initial contacts at least 7-10 weeks
before your desired start date to ensure suf-
ficient time to find and interview qualified
candidates.

How Do | HiIRE THE RIGHT
INTERN?

The term “qualified candidate” is an im-
portant one. It is tempting to hire your son
or daughter or to create a position for your
boss’ cousin’s niece because they “need the
experience” or would otherwise “be bored

1. You are actually filling a need. Do not

create a position for a particular person
or presume that since it’s the summer
and many colleges are out of session
that you need to employ seasonal
employees. Confirm that you have a
need in function, and also confirm

you have the ability to physically find,
train, house (with desk, computer, and
phone), pay for the time and resources
from your current staff to accomplish
these actions in a timely, professional
manner, and pay or otherwise compen-
sate your intern. You must also consid-
er the time and energy lost or wasted
from an intern who didn’t live up to
their full potential in the job function
because you didn’t provide a key ele-
ment, such as asking them to answer
phones but not providing a phone.

. You are actually hiring the most

appropriate candidate. It is very
tempting to pick the first person that
applies for your internship position,

this summer” While
many of us have stories

Do not create a position

right? Internships, in
many companies, are

like these (many are suc- . not considered high
cessful too!) first make for a part/CUIar person value positions and so
sure you are addressing or presume that since do not typically gar-

the following two crite- it’s the summer you

ria before committing to
a hiring decision.

ner the attention or
time during the hiring

need to employ seasonal | process thata com-
employees.

pany would spend to
hire a new Senior Vice

If you have a formal
hiring process for em-
ployees, apply that same
process to your intern-
ship program.

President or some-
one of similar caliber. Remember that
all positions in a company, from the
janitor to the CEO, are important and
the lasting impression you leave on
the least influential member of your
staff becomes their impression of your
corporate brand and affects the way

in which that person, their friends,
their family, and anyone else they
come into contact with also views your
brand. Would you purchase a product
or service from a company who had

a bad reputation from the people it
employed? It is also very tempting to
force your family friend, the relative of
a business associate, or other people
you know personally into the mold you
need. The best candidate in terms of
attitude, skill, availability, and enthu-
siasm may be your son or daughter;
however, confirm your suspicions by
putting them through the same hiring



process you would put any candidate
through. Remember that just as not
providing the interns with proper tools
to do their job costs you money, so does
hiring the wrong person. A bad hiring
decision can cost a company. “A truly
bad hire — someone who is unstable, or
undependable in performing his or her
job — can be a financial and public rela-
tions disaster for your company...your
negligence in making a hire will have
exposed your company to unnecessary
risk” (Rosner 120).

Treat all hiring decisions as seriously as
your highest-ranking employee. If you have
a formal hiring process for employees, apply
that same process to your internship pro-
gram. Prevalent hiring theories range from
issuing your candidate a battery of personal-
ity tests to live-fire tests of technical skills to
cognitive tests and more. Many companies
spend weeks interviewing, testing, and ref-
erence-checking potential hires. A human
resources consulting firm spends “up to four

Be very clear about your expectations for
your intern program before you start the hir-
ing and training process.

weeks, and tons of his
worker’s billable hours,

expectations for your in-

per interview” (INC 97)
and acknowledges that
hiring the wrong person

Treat all hiring decisions as
seriously as your highest
ranking employee.

tern and for your com-
pany including, but not
limited to, desired skills

can cost “millions” in

brought with the candi-

“not just salary but also
missed sales and lost clients” (INC 97). The
book Top Grading is a popular hiring re-
source, as is Hiring Smart!

Interns, while falling just shy of regulations
for minimum wage requirements (depending
on how your legal team reads their job func-
tion and employment status), are subject to
the same Equal Employment Opportunity
Commission (EEOC) laws governing safe
work environments, sexual harassment, and
discrimination based on gender, race, sexual
orientation, age, and religion. Know the law
of your particular state as well as any updated
Federal regulations and check with a qualified
legal advisor to confirm your hiring practices
are compliant and legal for all employees.

How Do | CREATE AN
INTERNSHIP PROGRAM?

In creating or updating your internship
program remember to be very clear about the

date, desired skills to be
learned by the candidate, hours per week per
term worked, monetary or other compensa-
tion, and desired return on investment for
both parties involved. For instance, you may
implement a large database project and need
assistance doing data entry or migrating old
records. Identify the skills needed to accom-
plish this, such as general administrator/en-
gineering/computer science, background (as
appropriate) and strong attention to detail, at
least 30 hours per week committed specifi-
cally to this project. Then identify the ben-
efits to yourself and the intern. For the com-
pany, in this case, you finish a very important
and very time-consuming advancement in
infrastructure. For the intern, they see all
of your client contacts and become familiar
with your database structure. Beware of un-
intended consequences! If part of the benefit
of your internship program is for your in-
tern to meet and understand your industry

ProposalManagement & 5



connections, then having them sift through
a database of your clients or potential clients
is understandable. However, if it is not, then
reassess the projects you assign your intern.

Not giving your intern any important
or high-value/high-visibility tasks is a huge
detractor and dissatisfier. Most interns in-
terviewed expressed an understanding of
having a percentage of their time devoted to
high-value/low-skill tasks such as filing or
getting lunch. However, the happiest, most
successful, and repeat or full-time hires of
those interviewed expressed a sincere joy for
and appreciation of being part of the team.
One former engineering intern who became
a full-time employee claims, “In my second
internship [at the same company] I was a
full-fledged member of the design team do-
ing the same work (mostly design validation)
as other junior engineers. I had meaningful
responsibilities with real impacts from Day 1
of employment”” Interns who were not given

every department they had, even in the
office and one-on-one with some of the
patients’ families that the management
was ducking.”

The position was either not adequately
described, or completely understood, and
training and management support was no-
ticeably absent. Not only did the intern leave
the position AND the industry, but also, sev-
eral years later, still discusses her previous
employer with frustration and negativity.

To avoid leaving a potentially harmful last-
ing impression on your interns be very hon-
est and clear regarding the position. Specify
not only the basic function of the position,
such as editing/writing, but also outline the
additional functions such as ordering lunch,
filing paperwork, and running errands. Give
your intern an honest assessment of the per-
centage of time spent in both categories,
such as 50 percent editing/writing, and 50
percent other administrative tasks. Give as

“meaningful responsi-
bilities” or who felt they
were misled in the scope
of their duties/respon-
sibilities will negatively
impact your ability to
have a long-term (or
short-term) employee

Not giving your intern
any important or high-
value/high-visibility tasks
IS a huge detractor and
dissatisfier.

much insight into your
organization and pro-
cess as possible before
you hire an intern. If
appropriate, include
that information in any
advertising for the posi-
tion or at least in the in-

relationship. One for-
mer medical intern who has since dramati-
cally changed career path explains:

“When working as an intern at a local
nursing home, I thought that it was easy
and would allow me to help others and
have a family life. When I accepted [the
position], it was a completely different
story! My duties fluctuated every day, the
gamut ran from lifting 300-400 pound
patients for “scrub downs” and patient
counseling and traveling companion to
occupational and physical therapy assis-
tant; none of which was part of my train-
ing! I was so disillusioned by ideal and
reality that I decided to search out vol-
unteer opportunities that would get me
into another field. Because I was and am
always willing to fill in, they piled it on,
the responsibilities that is! I worked in
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terview process. Before
Day 1 your intern should understand his or
her basic responsibilities, the approximate
break out of tasks they will be asked to do
by days/hours/percentages, what skills you
expect they are bringing with them, what
training they will be expected to complete,
and what resources (any type—managerial,
software, hardware, and library) they have at
their disposal.

TRAINING

Effectively training your interns is crucial
to ensure they are able to perform the tasks
you assign them. Many organizations offer
an in-depth, multiple-day orientation pro-
cess that includes all vital information about
employee pay/compensation and human
resources structure (when/how often is pay
day? check or electronic funds transfer? how



to schedule time off? and other specific infor-
mation to your company’s processes), lines
of communication and responsibility in the
organization (to many college-aged interns,
office hierarchies may be foreign and require
extra attention to workplace-accepted behav-
ior, dress, decorum, and acceptable methods/
modes of communications), your company’s
best practices, and accepted industry stan-
dards. While much information about gener-
al office procedure may be skipped for many
previously established professionals, do of-
fer more information than less during train-
ing and orientation. Any person new to your
organization may have prior experience that
dictates responses to situations, clients, or
other employees that is contrary to your best
practices. For this reason, explain in detail all
of the “hows” and “whys” of your processes.
It may not be appropriate (or timely) to share
all of the “whys” with every employee or in-
tern, but when asked, provide substantive in-

position, assign your intern a mentor—some-
one who can act as a guide, an advisor, and a
navigator through your organization and in-
dustry. A mentor can offer interns informa-
tion culled from years of experience in a more
comfortable and personally tailored manner.
If possible, assign your intern a mentor that
has experience in the fields they are exploring,
who communicates in a similar fashion (e-
mail vs. phone, for instance), or who has some
other connection they can build on—such
as attending the same university. People will
most often leave a job because of not building
strong foundations with the people they work
with, particularly those people in authority.
“In a 2000 Lou Harris poll, 40% of people who
rate their boss ‘poor” said they would look for
a new job within the year” (Rosner 7). You
have the power to attract and retain quali-
fied people through quality management and
savvy people skills—you also have the power
to push away and lose that talent.

formation and ask if the
person sees room for
improvement. “Train-
ing improves employee
contributions. It creates
better teams. It is also a
tremendous retention
tool. Employees want
training; so much that

Effectively training your
Interns is crucial to ensure
they are able to perform
the tasks you assign them.

GoALs

After initially brief-
ing your new interns on
your processes and their
place/function  within

many cite the lack of

training as the reason for leaving their jobs.
They want the challenge and pride of learn-
ing new skills” (Rosner 298).

Ifformalized trainingis notavailable at your
company or not appropriate for an intern-level

Training and manage-
ment availability/interest
are key to having a success-

ful intern experience.
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your organization, help them set goals and
milestones for understanding, performance,
and achievement during their internship.
Use the SMART goal process: Specific, Mea-
surable, Attainable, Realistic, and Tangible
goals to help your interns create their own
benchmarks for performance and learning.
If your company, processes, or industry is
not well known, your intern might need as-
sistance creating appropriate goals. Let them
be creative but not too over zealous or broad
in defining their goals. Focus instead on the
short-term, tangible learning experiences to
be gained from the internship. When goals
are set, help your intern design the steps to
achieving those goals and outline the re-
sources they have available. For example,
if they would like to learn more about ac-
counting and become an expert at a specific

Create SMART Goals:

S: Specific

M: Measurable
A: Attainable
R: Realistic

T: Timely
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payroll software, let them know who your
payroll expert is or where to find the training
manuals. Then set milestones for achieve-
ment, expectations, and mini-performance
reviews. Meet with your intern periodically
at defined times to check in—this will put
everyone at ease and clarify any misunder-
stood aspects of the position and their rate
of achievement to goals before it is too late in
the internship to change course.

Interns who aren’t encouraged to achieve
goals and aren’t given enough training struc-
ture or enough management support will not
have a positive interning experience and will
not add value to your organization. Clarify-
ing roles and responsibilities within your or-
ganization while providing the opportunity
for your intern to creatively pursue their own
SMART goals will offer the optimal balance

Work with
your intern to
create SMART
goals.



of return on investment for both parties
providing the talents your organization
needs while growing the next generation of
potential employees.

An administrative intern laments the
absence of goal and performance structure
both in his organization and in his personal
choices at his internship:

“There is a great amount of freedom to
learn through asking for specific experi-
ences. If I had a set of goals and objec-
tives that I wanted to achieve through my
internship, I would have been able to ask
for more challenging and beneficial expe-
riences, and could have gotten even more
out of my time as an intern”

Creating a culture of continual improve-
ment and open lines of communication will
benefit your organization through an in-
creased sense of own-

present or be fully briefed by that person on
your intern’s performance, both technical and
professional. Capture specific incidents (both
positive and negative) that are indicators of
performance. When addressing a concern or
praising your intern during a review remove
all emotion from your voice and demeanor,
comment only on the details of the situation,
and be positive. Negatively approaching the
situation or offering no methods for improve-
ment or mitigators will only demoralize your
intern. Remember, most interns are new not
only to your company and industry but also
the workforce and may not be aware of estab-
lished, professional customs. If your intern is
consistently unable or unwilling to improve
a performance issue you have (positively)
brought to their attention, such as arriving at
the office chronically late, being unprepared,
etc., you may need to fire your intern or oth-
erwise part company.

ership and buy-in from
your employees. “Your
employees promise to
achieve goals, and they
make those goals their
own. They internalize
goals and then resolve
to do whatever it takes
to be successful. This is
the ultimate. When em-
ployees buy in, they are
most apt to work harder

Creating a culture of
continual improvement
and open lines of
communication will benefit
your organization through
an increased sense of
ownership and buy-in from
your employees.

However, working close-
ly with your intern on
concerns and appreciat-
ing the value they add to
your organization will
often keep issues from
escalating. Conduct all
reviews of performance
and areas for improve-
ment behind closed-
door sessions with only
the most appropriate

and look for ways to be
successful. They are less
likely to accept failure, to blame others, or to
look for excuses.” (Miller 56-57)

ReviEws

During all reviews, whether they are per-
formance reviews, orientations, or other
“check-ins” with your intern, be as objective
and as positive as possible. Follow the sched-
ule you initially establish with your intern
and respect that people are often overcome
by events, both personal and professional,
that require moving or modifying meetings.
Show your intern the same respect you would
with any other employee and come prepared
with the information necessary to complete
the review in an effective manner. If you
are not their direct report, have that person

staff in attendance, but
offer praise in front of other staff, particularly
if your intern has succeeded in achieving a
specific goal or curing a shortcoming. Bring
your constructive comments to bear person-
ally, but always share the victories with all
your staff.

Treat your intern program creation and
hiring process with the same importance and
strategic value as you treat all your employ-
ment decisions.

How MucH SHouLDd | Pay
AN INTERN?

Consider your company, the responsi-
bilities, and the learning opportunities of
the internship you are offering, as well as
the visibility of the position, the cache of
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the position as resume material, and/or the
intern’s potential to make valuable network-
ing connections when deciding how much to
pay a qualified candidate. If you offer a very
sought-after, high-profile position for a com-
pany or organization that has a lot of word-
of-mouth value and future potential, such as
a Congressional internship or assistant to the
CEO, consider offering non-paid internships.
If you are offering a position with grueling
hours and a high-demand workload, consid-
er offering stipends, hourly compensation, or
performance-based bonuses.

Also consider what factors are most im-
portant to your company in growing your in-
ternship program. Are you most concerned
about having a person who is very available,
or a person who is highly skilled? Are you
most concerned about having an active in-
ternship program through a particular school
for the name recognition (Georgia Tech, for

instance, has the largest optional coop-

etc. For instance, if your base compensation
is hourly, justify and document an appropri-
ate range, such as from $7-$9/hour for an
engineering intern who will be learning data-
base administration and is in the third year of
an accredited engineering program. Defining
a range for specific job functions allows you
to reward candidates that are outstanding in
a consistent, documented, and ethical way
without destroying your budget.

Interns recognize that in the short-term
internships may not be immediately lucrative
but offer significant long-term compensa-
tion, both monetarily and in preparation for
the professional world. One engineering in-
tern commented:

“Co-op/internship experience is often
counted as job experience at hiring com-
panies. Raises are better and more often
than your peers. Your first promotion
may come before your peers. It allows you
to make an immediate good impression

erative  educa-
tion program
in the country)
or supporting
your local col-
lege or univer-
sity? Always
build your

If you offer a very sought-
after, high-profile position
that has a lot of word-of-
mouth value and future
potential, consider offering
non-paid internships.

upon your new peers...
and that impression will
last for as long as you
are with that company”

But remember, while
your intern may receive
non-monetary immedi-
ate and future benefits

poten-
tial pay structure into your
internship program from

the outset and do not
make payment decisions
arbitrarily! Document why

or why not your program

is paid, then establish a
range of potential payment
structures with a high and low
dollar amount separated by no
more than 30 percent that is
commensurate with the work
being performed, the long-
term benefits to the intern,

Do not arbitrarily assign
a value to your internship—
do your homework first
and compensate equitably.
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from working at your
company, the old adage “you get what you
pay for” is often still true. If paying your in-
tern is not possible, find out what would have
them jumping out of bed in the morning to
work at your company and then find a way
to make it happen. Some interns might want
to meet a specific person in industry, attend
an event, or be recognized as a byline on a
research paper or study—be creative and ask
your intern what would be fair compensation.
Negotiation is a good skill for you to prac-
tice and your intern to learn, and it also helps
your intern feel ownership over their fate at
your organization—and their future.



THE INTERNSHIP IS OVER —
Now WHAT?

After the internship is over always con-
duct an exit interview. Ask your interns what
they learned, what they wish they learned, if
the internship was accurately described, if it
met their expectations, and would they in-
tern again or accept a full-time position with
your company (if appropriate). Think of the
exit interview as a lessons-learned opportu-
nity and approach it with as little emotion as
possible. If you are truly looking to improve
your organization, listen with open ears and
follow up with your interns on any concerns
they may have voiced. Some organizations
conduct an exit interview up to three times—
immediately after the internship or employ-
ment ends, then six months later (via phone
if in-person is not possible), and then up to
a year later. Distance often allows people to
be more honest and to bring perspective to

the same company/office after a hiatus
and being compensated at the same rate
for the same work is no longer beneficial
to the intern and is only beneficial to the
‘employer’ Presumably, I would have got-
ten as much experience out of the office
during the first internship and the sec-
ond would not improve my experience
level. One should constantly move up in
an organization if you're are going to re-
turn after a hiatus...”

As part of defining the criteria of your pro-
gram, include the possibility of full-time em-
ployment and confirm your potential intern
understands that the possibility of full time
employment after a successful internship is
not a guarantee—unless it is. Be absolutely
clear in your intentions and do not leave your
intern hanging.

If you do not renew the internship or hire
your intern (or sometimes if you do) you
may be asked to be a professional reference

your processes once
they've been exposed
to other organizations’

processes. employment from their
Hiring interns for = /nternship programs and

full-time employment | wj// not intern again unless

an increased offer is made.

directly from your in-
ternship program is

or to complete required

Many interns seek full-time | paperwork for their

coursework. Internships
offer interns experience

an extremely popular
method to ensure high-quality tech-
nical skills and personality compat-
ibility in a “try before you buy” sce-
nario. Many interns seek full-time
employment from their internship
programs and will not intern
again with the same company
unless an increased offer—in
both responsibility and com-
pensation—is made. One serial
intern comments:

“Once you have completed
an internship, to return to

After your internship is over
its time to celebrate with your
new coworkers!
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that is “worth its weight in gold” One engi-
neering intern claimed:

“When I eventually entered the work-
force I could tell who among my peers
had participated in an internship or co-
op program. Those that had were more
confident, displayed more initiative and
generally produced higher quality work.
The same applied to me....If you can get
an internship that provides real experi-
ence it is worth its weight in gold. It will
propel your career and give an enormous
advantage over your peers.”

Be available to your interns and recognize
the importance of your professional refer-
ence to their future career. Interns leave in-
ternships not only with valuable experience
interacting in a professional environment,
but also with possible portfolios or projects
they can use for their resumes, as well as im-
portant resources and contacts.

that you or your organization are not able to
devote the time and budget resources to cre-
ating the best internship program ever. Focus
first on the steps you can immediately take
and set goals for increasing your benefit as an
employer and decreasing your attrition from
qualified candidates that walk through your
door—in any variety. Enter into every hiring
relationship, internship or otherwise, with as
much honesty, respect, and clarity of purpose
as possible. Relationships fail most often due
to lack of communication. If you do not ex-
plain what you expect and what you are will-
ing to give in return, you cannot reasonably
expect a mutually rewarding experience.

While interns learn a lot from their em-
ployment opportunities, you can also learn a
lot from your interns. Listen with open ears
and a willing spirit to continually improve
your processes. Both you and your organiza-
tion will benefit immensely.

CoNCLUSION

“Interning is the real
world degree you get

Interns and intern- | /nterning is the real world | after traditional school-

ships can be the lifeblood
of organizations. From
finding, vetting, and
learning from new tal-

degree you get after ing.
traditional schooling.

»

ent to providing a pipe-

line of qualified candidates for your organi-
zation, interns and internships are a mutually
beneficial arrangement. Remember that the
recommendations in this article are for the
most ideal scenario! Do not be disheartened

A successful internship program can
help both your organization and your
intern climb the ladder of success.




QUESTIONS ASKED
CURRENT AND PAsT
INTERNS

1. Did you participate in an intern-
ship program (if so please contin-
ue)? If not, why?

2. Were internships required for your
degree program or career path?

3. Were internships recommended
for your degree program or career
path?

4. How did you find out about your
internship program? Formally or
informally?

5. Briefly describe your internship
— number of hours required (ex
30-40 hours per week), duration
and time (ex 3 months during the
summer), pay structure (ex unpaid,
hourly, stipend), work hired for (ex
hired as a graphic design intern),
work actually done (ex most time
was spent filing papers)

6. Did your internship meet or exceed
your expectations? In what way?

7. Would you intern for this company
again? Why or why not?

8. Would you take a full time position
with this company/organization?
Why or why not?

9. Would you recommend interning
(not necessarily for the company/
organization you interned for) to
others? Why or why not?

10. What is the long term benefit or
lesson you take away from your
experience?

11. What do you wish you knew now
about the interning process and/or
company that you didn’t know
before your first experience?

The author would like to thank all the
interns interviewed for this article, particu-
larly the past and current interns and em-
ployees at 24 Hour Company, Abby Miller
(Wilner), author of Quarterlife Crisis and
The Quarterlifer’s Companion, and the mem-
bers of the Quarterlife Crisis message boards
(www.quarterlifecrisis.com) who contributed
to this article.
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A wonderful, very senior proposal manager once had me
observe him on several large proposals in anticipation of my
first effort as a proposal manager. He had checklists, repeat-
able processes, and a very detailed and well-published sched-
ule. He also had the respect, even admiration, of everyone in
the business unit, from writers to corporate management.

None of these things translated into my own first proposal
management experience. Why? This experienced manager
had proven that proposal management can be successful
through the use of repeatable processes and good planning.
However, following well-established procedures and check-
lists does not guarantee a successful first proposal. Even if
organizations have the good foresight to mentor and guide
their new proposal managers, those managers often face
more challenges than their experienced colleagues... .

by Anna Gault Galjan
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Many senior proposal managers are
ready with the checklists, scheduling
tools, and processes new managers don’t

yet know.

s we saw from the 17" annual APMP con-
ference, an increasing number of peo-
ple have identified themselves as new
to the proposal management profes-
sion. Most of us don’t realize that we've made
our foray into the field until the first RFP hits
our desks, but new professionals often have
a unique opportunity to receive instruction
and guidance early in their proposal manage-
ment profession. Armed with a good under-
standing of proposal procedures, corporate
processes, and where to turn for resources,
however, they may still find themselves over-
whelmed during their first efforts.

This is because there are some unique
challenges to face and overcome in those first
days. Both the new proposal managers and
their managers and mentors can benefit by
understanding these challenges and learning
how to quickly overcome them.

This article discusses six best-practice sug-
gestions to help the new

should focus on these practices to ease their
transition into the proposal management
field. The best practices are: 1) Place empha-
sis on compliance and structure, rather than
augmentation, for the first few proposals; 2)
Lean heavily on the review teams; 3) Plan for,
and insist on, daily communication with the
entire team; 4) If possible, develop informa-
tion sessions or informal seminars and use
them to communicate your processes to the
team; 5) Seek out more intense management
buy-in and presence; 6) Seek out the support
of a good mentor and a good advocate (who,
in many cases, is not the same person).

1. PLAcCE EMPHASIS ON

COMPLIANCE AND STRUCTURE

We’ve heard recently that fact-based sto-
rytelling is a compelling new/old selling tech-
nique in the marketing world (APMP Jour-
nal Spring/Summer 2006; Andelman, 2005).

proposal manager solve
problems that cannot
be solved by good orga-
nization and planning
alone. New professionals

New professionals often
have a unique opportunity
to receive instruction and

guidance early in their
proposal management
profession.

Facts fused together
with a well-developed
narrative naturally ap-
peal to evaluators in
their quest to distin-
guish a strictly compli-
ant response from those
that augment their re-
sponses with solutions
to the customer’s un-
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stated requirements. A
compelling anecdotal response, combined
with quantitative solutions and metrics, will
always be more compelling to read and eas-
ier for the customer to relate to. However,
the ability to weave a good narrative takes
experience which can take years to develop.
For the first few proposals, the primary fo-
cus should be on compliance; the narrative
should be secondary. All winning proposals
are first and foremost compliant even if they
do weave a good story; no winning proposals
are ever non-compliant. Therefore, it is logi-
cal to perfect the art of compliance first.

Most proposal managers, even new ones,
know that compliance involves following
the instructions in the RFP; if none exist,
then follow the flow of the RFP as closely
as possible. If you must deviate from this
flow (for what would have to be extremely



compelling reasons, such as a constrained
page limit that requires some consolidation),
make sure to clearly emphasize each require-
ment you are addressing, and reference the
location of these requirements in the solicita-
tion document.

However, if you have been presented with a
completely disorganized RFP, it will be worth
your while to gather your proposal team and
create the outline together. You will likely
have one or more members of the proposal
team who are experienced contributors; use
their insight and experience as a guide. After
the outline is complete, filling in where each
requirement is addressed will be easier. Make
sure that you create a requirements matrix at
this point to verify that all requirements are
being addressed.

To focus your team on compliant writing
and reduce pressure to deliver an elaborate
narrative, instruct them to write concisely,
with as few adjectives

For your first few proposals fo-
cus on compliance and study your

RFP!

new perspective. They are usually interested,
and often invested, in the proposal outcome.
The new proposal manager should seek out

their help on a broad

as possible. They should
attempt, with every re-
quirement, to answer
the questions: 1) What
is this requirement, 2)
How will we achieve
it, 3) What will be the
results, and 4) Where
have we done this suc-

All winning proposals
are first and foremost
compliant even if they do
weave a good story; no
winning proposal is ever
non-compliant.

range of proposal issues.
For example, they can:
1) Help the proposal
team come to a con-
sensus on baffling or
ambiguous RFP re-
quirements

2) Solve disagreements
on how to present a
solution

cessfully before? If your

team can answer these four questions with
most requirements, then you will likely have
a compliant document. Even if it’s not as ex-
citing as it could be with elaborate commen-
tary, perfecting this style of response first,
and adding more narrative after a few pro-
posals, is a logical way to proceed.

2. LEAN HEAVILY ON THE
Review TeaMms

Review teams have the formal respon-
sibility of evaluating a proposal from the
standpoint of compliance, winning ideas, and
good editing; however, their collective back-
grounds can provide much more to the pro-
posal process. They are not simply proposal
evaluators. They are also valuable advisors,
managers, and subject matter experts. In ad-
dition, they provide a fresh set of eyes and a

3) Solve disputes in-
volving the outline or even the pro-
posal schedule

4) Provide weight to a request for more
resources overall or for a certain sec-
tion.

The key to receiving sound advice, beyond
simply asking for it, is to staff the review team
appropriately:

1) Staff them in equal parts with knowl-
edgeable subject material staff and
experienced review team members (if
you find both in one person, bonus!).

2) Have at least a 50 percent overlap of re-
view team members at every review. A
consistent team at review time means
that you will not receive guidance that
strays significantly from previous guid-
ance, and save times if most members
are already familiar with the subject
material, previous versions of the
document, and the RFP.
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3) Staff them with reliable people. Review
teams should include personnel who
will commit to the

Setting aside “pens down” time
during a major review like Red
Team allows the writers to take a
break!

3. INsisT ON DAILY
COMMUNICATION
WITH THE ENTIRE
TeEAM

There is one unequivocal
statement in this article—noth-
ing is going to help your first
proposal efforts like daily, ver-

bal communication with the entire proposal
team, and nothing is going to sabotage your

sometimes lengthy
exercise of review-
ing a proposal
document, provid-
ing a comprehen-
sive debrief, and
fielding questions
from the proposal
team.

4) Construct a pro-

Daily, verbal
communication with the
team is the only way to

determine the current
status of the entire
proposal effort.

efforts more than the
lack of it. This not only
helps your team get or-
ganized and look for
direction from you, it
also helps you gain a
tremendous amount
of learning from your
team. Besides learn-

posal schedule that
allows you put aside issues and wait for
advice from the review teams. A sched-
ule that is aggressive up front includes
a meeting to dissect the RFP with all
book bosses present and also includes
a thorough kick-off or strategy/design
meeting should help you to discover
problematic issues in plenty of time to
set them aside for review team advice.
In fact, setting aside contentious issues
for an experienced group of people to resolve
can save copious amounts of time. Don’t be
afraid to announce to a review team that you
are new or that you are encountering diffi-
culty with a particular issue; a good review
team should respond appropriately, and aug-
ment their suggestions with background and
clarification. Always declare a “pens down”
for the proposal team during review times.
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ing from the seasoned
proposal contributors and managers, you
also learn where team strengths and weak-
nesses lie, where good advice can come from,
and where you will encounter resistance. It’s
where you find out that both Dick and Jane
thought they were writing Section 1.1b, that
no one is addressing Requirement 34.f, that
resume writing is falling behind, and that
past performance is ahead of schedule. Daily,
verbal communication with the team is the
only way to determine the current status of
the entire proposal effort and to identify and
resolve issues in a timely fashion.

A good approach is a 15-minute daily sta-
tus meeting, or “stand-up,” held every morn-
ing, although it could be held at any time of
the day. It is not a working meeting; its fo-
cus is to determine status. Problems are dis-
covered, not solved, and actions are taken.



The proposal manager must be aggressive in
moving the meeting along; if a status report
dissolves into a problem-solving discussion,
you should table the discussion and schedule
the proper forum to discuss it. A represen-
tative from each proposal section, including
technical sections and cost, must be present
at every meeting, and a manager must also be
present. If someone is chronically late or reg-
ularly fails to appear, approach management
without hesitation to resolve the problem.

4. DEVELOP INFORMATION
SEssIoNs T0 COMMUNICATE
YOUR PROCESSES

All proposal managers, both new and ex-
perienced, need to educate their teams about
their own proposal processes, procedures,
and definitions. Even if you are working with
a seasoned proposal team familiar to you,
there may be new writers or contributors to
the particular proposal. In this case, you can’t
announce a red team and assume these peo-
ple understand what this means, or refer to
Section C or Section M and expect them to
immediately think “scope of work” and “eval-

uation criteria” You will save much time by
educating all team members up front. Orient
them to your procedures, show them what
your checklists and documents look like,
tell them how you define certain terms, and
stress the importance of milestones.

You do not need to be a seasoned propos-
al manager to do this, and you do not need
to wait to a point in your career to settle on
a firm set of procedures or documents. Sim-
ply explaining to the proposal team what
you are going to do with this proposal will
keep everyone on the same page. Without
this, the right hand will never know what the
left hand is doing. Before I ever managed my
first proposal, I assembled an entire business
unit for one hour and gave a 45-minute pre-
sentation on how I intended to run my first
few proposals, explained the milestones and
what they meant, defined certain acronyms,
and showed sample outlines and schedules.
I did feel nervous to be presenting myself as
an authority, and, frankly a bit silly, but many
people commented on how much it helped
them understand how the proposal effort
would proceed.

Duaily status meetings are the only way to address concerns, track progress, and have all the
members of the team know what the other members are doing.
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5. SEEk Out MORE INTENSE
MANAGEMENT Buy—=IN AND
PRESENCE

Proposal managers are not managers in
the traditional sense. They do not hire peo-
ple, they are not responsible for the programs
under which most staff has been hired, and
they do not control finances. They do, how-
ever, become the sudden center of activity
when an RFP hits, demand a mass-mobiliza-
tion of resources and monies, and develop
aggressive schedules with virtual milestones.
Even with good capture planning, the RFP
release is usually the trigger for an intense
period of large amounts of work, long hours,
and stress.

Given these circumstances, the new pro-
posal manager may well ask how to deal with
problems that cannot be resolved through
thoughtful discussion. The short answer is:
have a manager present at all times. Do not
waste time, beyond reasonable discussion,
trying to reason with someone who wants to
deviate from Section L because it “tells a bet-
ter story, with someone who announces that
they cannot meet deadlines, or with some-
one who is 20 minutes late every morning to
stand-ups. It is management’s responsibility,

Proposal managers should have at
least omne person in their organization who
can assist and promote a more structured re-
sponse to proposals.
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not the proposal manager’s, to deal with im-
passes of a personal, financial, or manage-
ment nature, especially when those impasses
threaten the success of the bid. While it is the
proposal manager’s responsibility to request
the resources necessary to submit a winning
bid, it is the responsible manager within the
organization that has to provide them.

There should be one person within the
organization who is your direct line to a re-
sponsible manager, and that advocate should
immediately involve management’s support
if you request it. If continuous physical man-
agement presence is not possible, this is an
excellent opportunity to involve senior man-
agement by including them on the review
teams. If it is widely known that management
will be taking the time to read everyone’s ma-
terial, proposal contributors may be more
likely to better understand the importance of
your scheduled milestones.

Occasionally, management itself may be
inexperienced in the process of proposal de-
velopment and milestones, and may not be
as supportive as hoped. In these cases, in-
viting senior management from a teammate
company to participate on the review teams
often helps. I'll never forget the time that a
senior manager was chronically late with his
proposal input. Once I invited all senior tech-
nical staff from every one of our subcontrac-
tors to sit on the Red Team, he was never late
with input again.

6. SEexk Out A Goob
MENTOR AND ADVOCATE

A good proposal manager is actually two
people: 1) The manager, with his/her or-
ganizational skills, responsible for the
proposal schedule, outline, compliance
matrix, meetings, and deadlines, and
2) The facilitator, with his/her personal
skills, responsible for fostering good com-
munication, helping to develop innovation,
solving disputes, and making unambiguous
decisions in the face of ambiguous RFP in-
structions. Because the proposal manager is
two people, it makes sense that he/she should
be backed by two people, the mentor and the
advocate.



Proposal Manager

Mentor

Manager

+ Organizational Skills

* Responsible for Scheduling
* Outlining

» Compliance Matrix

* Meetings

+ Deadlines

" Advocate

Facilitator

« Personal Skills

* Responsible for Fostering Good
Communication

* Helping to Develop Innovation
* Solving Disputes
* Making Decisions

Proposal managers have two personalities, the manager and the facilitator, both of which are
supported by two additional personalitites, the mentor and the advocate.

Mentoring is a long-standing formal or
informal tradition in many organizations and

do so! Try to identify someone whose leader-
ship style is similar to yours, who you enjoy

relationships. It is tradi-
tionally defined as hav-
ing a more experienced,
often senior, member
of a trade provide guid-
ance, instruction, praise,
constructive criticism,
protection, and oppor-
tunities over a period
of a person’s career. The

If you are the senior staff
member, you should be
the one to approach the
new proposal manager
to discuss entering into
a formal mentor/protégé

relationship.

learning from, and who
might be interested in
watching and promot-
ing your career.

If you are the senior
staff member, youshould
be the one to approach
the new proposal man-
ager to discuss entering
into a formal mentor/

mentor’s long-term goal

is to promote the protégé within an organi-
zation or professional field, ensuring oppor-
tunities for professional growth and helping
to increase the protégé’s responsibilities and
achieve increasingly successful results. Allen
(2003) also emphasizes that mentoring is an
excellent way to pass information down to
the next generation.

Most mentor/protégé relationships with-
in an organization are initiated and cultivat-
ed by the mentor. This is logical, since young
professionals may lack either the initial con-
fidence necessary to approach a senior staff
member or the awareness that formal men-
tor/protégé arrangements exist. If you are a
new proposal manager and would like to ap-
proach someone to be a potential teacher and
mentor throughout your career, you should

protégé relationship. As
a potential mentor, you should be prepared
to commit the time and energy to this worth-
while project, be genuinely interested in the
new proposal manager’s career, and have the
communication skills to encourage, construc-
tively criticize, and promote your protégé.
The dilemma in our profession is that the
mentor is often not the person able to provide
the new proposal manager with resources,
writers, budget, and conflict resolution re-
quired on a proposal-by-proposal basis. For
this, the proposal manager must also have an
advocate. The following sections speak to the
mentor and to the advocate. They summarize
some common elements of mentoring and
advocacy and outline some unique issues as-
sociated with mentoring and supporting a
proposal management professional.

ProposalManagement & o1



THE ROLE OF THE MENTOR IN THE
ProrosAL MANAGEMENT MENTOR/

PROTEGE RELATIONSHIP

Kram (1983) describes the phases of the
mentor relationship as: 1) Initiation, where
the protégé’s talent is identified and the for-
mal mentor-protégé relationship begins; 2)
Cultivation, where the interaction, coaching,
protection, and promotion are most intense;
3) Separation; and 4) Redefinition, where,
after enough time has passed, the formal
mentor/protégé relationship naturally comes
to a conclusion, possibly evolving into friend-
ship or a more peer-oriented relationship.

As a mentor to a new proposal manager,
how do you approach this commitment,
knowing that one key element of traditional
mentoring, protection, often cannot be of-
fered on a daily basis? In this case, the fo-
cus shifts towards teaching self-sufficiency.
Johnson and Ridley (2004) write: “The best
mentors understand

resolution, methods of encouraging dia-
logue, and methods of supporting the team.
Third, they will watch how you manage your
time, balance work and personal life, and stay
healthy throughout a proposal. During their
first few proposals, they will likely mimic a
lot of your techniques. This type of emulation
should be construed as flattering; allow them
to digest as much information as they need,
allow them to use what they need to man-
age their first proposals, and accept that they
may ultimately reject or substantially modify
some of your methods to conform better to
their style of management.

After your protégé’s first few proposals,
help them to evaluate their performance.
The proposal management field is unique
in how quickly a proposal manager’s skills
need to develop, mostly because of the pace
of proposal development that involves every
department every time. Six months in the
fast-paced proposal development field can be

that protégés need to
watch them perform the
activities necessary in
a particular field. They
appreciate the fact that
some complex profes-
sional behaviors (e.g.

As in any field, your
ultimate goal as mentor
is to be a role model for a
potential future company
asset.

the equivalent of years
of experience in other
fields, in terms of get-
ting to know your orga-
nization and your team,
learning how business
is won and lost, and
learning how to use

writing a grant, running
a meeting, or pitching a proposal to a client)
can only be learned by observation. In some
settings, the code of professional conduct is
largely tacit and unspoken—requiring the
mentor to quietly teach and demonstrate the
art of communication and success in a world
largely foreign to the protégé”

Approach the mentoring situation logi-
cally by providing protégés as many tools
as possible: allow them to “shadow” or ob-
serve you as you manage proposals, then
allow them to coordinate and author a sec-
tion, and finally encourage them to man-
age their own proposal. Through watch-
ing you, the new proposal manager collects
three important pieces of information.
First, they will observe, then analyze, and
finally select and personalize, the tools that
you use, such as templates, procedures, and
spreadsheets. Second, they will observe
your “soft skills,” such as diplomacy, conflict
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your resources effec-
tively. Therefore, help the protégé assess the
following: 1) How is their role as a manager
maturing? 2) What could make their job eas-
ier? 3) What additional tools could they use?
4) What interpersonal skills could they im-
prove to enhance teamwork? Help them ad-
dress these issues, provide them with plenty
of praise, and continue to provide additional
tools and literature to empower them to be
effective in their field.

As in any field, your ultimate goal as a
mentor is to be a role model for a potential
future company asset. You develop this asset
by instilling in your protégé the confidence
to creatively and decisively run successful
proposal bids. However, a mentor/protégé
relationship has one other interesting goal.
Unlike law, science, or medicine, proposal
management is not a field that one tradition-
ally aims for as a student or new professional.



With help from their mentor, the protégé
must develop a sense that they have entered
a profession. Once this realization has oc-
curred, the mentor should help the protégé
start contributing to the field by researching
new trends, attending conferences, read-
ing literature, and seeking to improve their
methods on a proposal-by-proposal basis.

Fagenson (1989) reported that “mentored
individuals reported having more career mo-
bility/opportunity, recognition, satisfaction,
and promotions than non-mentored individ-
uals” As a mentor to a protégé, remember to
renew your commitment often to this impor-
tant relationship; it may be the defining rela-
tionship in a new proposal manager’s career.

THE RoLE OF THE ADVOCATE IN

ProPOSAL MANAGEMENT

The advocate is the person who has a di-
rect line to a person, or is the person them-
selves, who helps the proposal manager ob-
tain the resources and management support
required to submit a winning bid. The mentor
provides guidance and resources throughout
the protégé’s career; the advocate provides
tangible support on a proposal-by-proposal
basis. All proposal managers should actively
identify who their advocate will be on each
bid, and these advocates should actively sup-
port the proposal manager, especially the in-
experienced one who may express hesitation
when asking for help.

The advocate should be prepared to re-
quest or provide resources required by the
proposal manager, intervene to help resolve
issues, and help with other proposal manage-
ment logistics, such as providing office and
meeting space. The establishment of an effec-
tive advocate/proposal manager relationship
can be as important as the longer-term men-
tor/protégé relationship because it is one of
the most important factors helping the pro-
posal manager and team produce a winning
bid. As with the mentor/protégé situation,

the advocate should be prepared to invest
the time necessary to make sure the proposal
manager receives all required resources.

CONCLUSION

It’s hard to say whether anyone is ever re-
ally prepared for the first proposal manage-
ment experience. Good familiarity with cor-
porate processes and procedures helps, as do
prepared compliance matrices and organized
checklists. The best practices suggested in
this article can also help by preventing pit-
falls that are difficult to foresee. Interestingly,
all of these practices contain one common
element: actively seeking participation, help,
and consensus from your proposal team.
Open communication between everyone,
from mentor to advocate to manager to writ-
er, helps ease your transition into the propos-
al management field, and, hopefully, enjoy it.
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Getting Proposal
Graphics Right
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Sound familiar?
You’re not alone.

These are issues that my company frequently encounters when starting a
new proposal. To overcome these challenges, I created six mitigating strat-
egies. These strategies can save you time and money, reduce hassles, and
increase your chances of winning!
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he six strategies are as follows:

1. Make the designers part of your team

2. Storyboard

3. Leverage existing graphics

4. Evolve the concept before rendering

the final graphic
5. Use a template
6. Make the graphics customer focused.
When you apply any of the six strategies to

your proposal, you will see a decrease in team
stress and an increase in production speed.
The design process will be more enjoyable,
and your team will deliver more communi-
cative, successful graphics faster than ever
before. The graphics generated will quickly
capture and communicate the right solution

piece of the proposal should be regarded as
insignificant. Like authors, designers com-
municate vital information. The less they
know about the proposal, the less likely they
are to communicate the right message and
the more likely that there will be disconnects,
miscommunication, and lengthy reiterations
of the same graphic. To ignore this fact is to
give your competitor the advantage and drive
both your production and authoring costs
through the roof.

The designer, as well as the rest of the
team, must know the role they play, what is
expected of them, and understand the “big
picture” What are the customer’s needs?

What are their chal-

and the right messag-
es. As you apply more
strategies, the odds of
developing a winning
proposal grow. Bellow
is a detailed explanation

According to Dale
Carnegie Training, we
want to use graphics

to explain complicated

lenges? What is the cus-
tomer really looking for?
What are the customer’s
goals for the larger or-
ganization, their team,
and their direct reports?

of each strategy. Youwill | concepts. Graphics allow | What are the customer’s

see why they matter and
how each contributes to

getting graphics right =~ their own speed. Visuals
accommodate
all learning styles.

the first time.

1. MAKE THE

the audience to follow at | hotbuttons? What does

the customer care most
about? What is the cus-
tomer’s greatest fear?
What terms do the cus-

DESIGNERS
PART oF YOUR TEAM

Everyone on the team should share the
same vision, mission, and goals. For that rea-
son, involve the designers as early as possible.
Make them a part of your proposal team. No

tomer prefer or dislike?

Designers and other
teammates may have difficulty synergizing.
If so, remind the team that they are work-
ing together for a common cause. Dysfunc-
tional teams never realize or acknowledge
that every aspect of the proposal is extremely
important, as are those persons responsible

for each piece. No single person can

do it all. Therefore, to deliver a

quality proposal, cooperation

is paramount. The more the

team cooperates, the easier the

process becomes. Conversely,

the more the teammates keep

to themselves, bicker, or gos-

sip, the more challenging the
process.

Make your designers a key
part of your team.



Each teammate must know why this pro-
posal matters to them. Make sure all involved
in the proposal effort know what’s at stake
and what’s in it for them. Consider the fol-
lowing:

+ Aloss will cause a reduction in rev-
enue. It may eventually lead to lower
wages, fewer benefits, and company-
wide layoffs. Many employees are
counting on this team

+ Winning may be directly rewarded
with a commission or bonus

+ Excellent team performance plays a
large role in evaluating your future
compensation.

Involve the designers early and make
them part of your winning team. Your payout
is immeasurable.

This technique will allow all authors to
write to the same depiction of the solution. “If
you cannot picture it, you cannot write about
it says Mike Conk of Buchanan & Edwards,
who has worked in the proposal industry for
17 years. Developing an overview graphic
forces the authors to analyze the information
and organize it in a way that is logical, easy
to follow, and easier to write to. The more
information revealed during storyboarding,
the lower the risk of lengthy rewrites and lost
graphics. Finding a story and solution that
everyone agrees to during storyboarding is
key to getting graphics right the first time.

3. LEVERAGE EXISTING
GRAPHICS

2. STORYBOARD

Storyboard your
project. Agree to the
story that you will tell
in the proposal before
writing and developing
graphics. Have the de-
signer create graphics

Finding a story and is
solution that everyone
agrees to during
storyboarding is key to
getting graphics right the
first time.

The third strategy
leveraging existing
graphics to create new,
project-specific visuals.
Typically, each company
has an existing process,
tool, and/or approach
for handling each topic
discussed in the pro-

that address the solu-
tions proposed for each of the major areas.
Which would you rather write to—A or B?

(Figure 1)
®

Database Software
Knowledge Management

ComPany 4

U Friendt

posal. Aspects will need
to be tailored for the current proposal, but
referencing or starting with a depiction that
has worked in the past is a smart move. Most

®

Company A is Responsible for Tasks in Support of the User:

» Software Customizable by User
— Dynamically Generated Information
« Security of Information Processed by the Software
— Asymmetric Key Algorithms and Encrypted Information
* Reliable 24/7 Access to Software

— Always on Service, Always Available to Users Worldwide

— Redundant

Company B is Responsible for Tasks in Support of the User:

* 24/7 Live User Technical Support
— 3 Shifts of Technical Support Specialists
— Uses Local Staff
« User Friendly Software
— Compliant to Section 508 Regulations
— Award-Winning Graphical User Interface
* High-Speed User Access
— Scalable to Handle Increases in Demand, T3

Figure 1. Use storyboarding techniques early in the proposal process, and use visualization to

assist your team in writing your story.
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authors struggle with thinking graphically.
Attempting to develop the solution with no
more than a blank sheet of paper or screen is
unnecessarily challenging and time consum-
ing. Instead, start with an existing image of
a solution that worked in the past. This step
will save hours and reduce stress, and the
solution will be more thoughtful (benefiting
from the evolution of the ideas/image as it is
passed from one proposal to the next).

the solution first and present it to the author
for approval. To ensure agreement on the
graphic, the author should then get approval
from the other subject matter experts/au-
thors/Volume Lead. If they agree, the graphic
can be rendered. If not, tweak the graphic on
paper until everyone agrees. The graphic is
now ready to be rendered on the computer
(Figure 2).

Picasso once said,
“good artists copy but
great artists steal” In
other words be smart
and use what others be-
fore you have learned.

4. EvoLvE

THE CONCEPT
BEFORE
RENDERING THE
FINAL GRAPHIC

Proposals  require

According to studies performed
at the University of Pennsylvania,
The Wharton School of
Research Center, the University
of Minnesota, Management
Information Systems Research
Center, and 3M:

* People agree more with a
position when presented with
visuals.

* People will pay closer
attention and react better
when visuals are used.

* The quality of a meeting is

5. UseEA

TEMPLATE

Using a template
reduces the need for
last-minute formatting
passes. It works every
time. Agree to and use a
template that defines all
variables of the graphics
at the beginning of the
project:

+ Color (primary, sec-
ondary, tertiary)

+ Fonts (style for titles,
subtitles, graphics,

long days with light
resources. The fourth

affected by the use of visuals.

and content)
+ Graphic style (i.e.,

strategy mitigates this

common challenge. Proposals are driven by
tight deadlines. If there is no time or money
to evolve the graphic, the author should en-
sure that the idea is as far along as possible by
reviewing the concept with the other subject
matter experts/authors or the Volume Lead
to verify that it answers the addressed ques-
tion before assigning it to the designer. In
turn, the designer should learn all that he or
she can about the concept before creating the
final rendering. The designer should sketch

vector, raster, silhou-
ettes, and effects)

+ Lines

+ Capitalization (bullets, titles, and con-
tent)

¢ Arrows

+ Log numbers
+ Section L&M requirements.

Make sure a Volume Lead and/or the Pro-
posal Manager reviews the template with
special attention to any relevant L&M crite-
ria. Ensure all designers strictly adhere to the
approved template (Figure 3).

Figure 2. Evolve your concept first with words, then on paper to ensure buy-in up front.
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Content Boxes

Fake Data
More Fake Data

Fake Data
More Fake Data

Fake Data
More Fake Data L
L and'or M Requirements: Written

M‘ﬂ List Section L and M requirements, if this is an written proposal.
st - Color vs. black & white: Color
«Font: ARIAL NARROW

{graphic): 10y
content text): 10pt.
El size: 1"

2 column?: Ioolumn
= “pinders, CDs, etc.): Binders and CDs
and binder sizes: 1", 2" and 3"
eaded?: None

Graphic Elements Specific to this Proposal
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tight as possible

Figure 3. Create a tem-
' plate early in your process
that captures all possible

- - - L | ﬁ \ﬂ proposal variables.
[intermet or Intranet F-a,@ll M?}mwwm-cs
.
' . . . Primary color P

—
6. MAKE THE GRAPHICS
CustoMER FocuseDp

The authors and designers must make the
graphics customer focused. What is it about
the proposed solution that solves the cus-
tomer’s challenge? Reference your answers to
the issues raised in the RFP. Make it obvious.
Studies have proven that graphics will com-
municate faster and be remembered better
than text. Use this to your advantage. High-
light your features, benefits, and discrimina-
tors.

Ignoring your customer in your graph-
ics often results in “bloody” review teams
or worse—a loss. Robert S. Frey, author of

Secondary color

Successful Proposal Strategies For Small Busi-
nesses, advises proposal professionals and
presenters to make sure that customers see
themselves in their proposal. If you are pro-
posing a new satellite system for the Army,
use images of Army personnel in the field or,
if possible, using your satellite equipment.
Employing this strategy when creating pre-
sentations has proven invaluable to all who
embraced it (Figure 4).

Follow these six strategies and you will
find that getting graphics right the first time
pays great dividends. You will see an amaz-
ing reduction in stress, time, and money for
graphic (and proposal) development and an
increase in your win rate!

Figure 4. Make information obvious to the viewer—identify and highlight your features, ben-

efits, and discriminators.

Michael Parkinson is a Principal at 24 Hour Company, a professional proposal graphic
and production company in Falls Church, VA. He is also a professional public speaker
and visual communications trainer. He has published several articles and two books titled
Billion Dollar Graphics: 3 Easy Steps to Turn Your Ideas Into Persuasive Visuals and Bil-
lion Dollar Graphics: 40 Powerful Ways to Show Your Ideas. Michael can be contacted at

mike@24hrco.com.
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The Legacy of
Peter F. Drucker

By Jayme A. Sokolow, Ph.D.

On November 11, 2005, Peter E Drucker—the father of modern manage-
ment—died at the age of 95. He was the best-known writer about manage-
ment in the world with more than 30 books, two novels, an autobiography,
and hundreds of articles published over a 60-year period.

What is his legacy to proposal professionals?

*Images of Peter E. Drucker courtesy of Claremont Graduate University.



A MAN oFf VISION AND

INFLUENCE

When Peter F. Drucker died last year,
scholars and business leaders hailed him as
the management guru of the twentieth centu-
ry. According Andrew Grove, the co-founder
of Intel, “Drucker is a hero of mine. He writes
and thinks with exquisite clarity — a stand-
out among a bunch of muddled fad mongers.”
When Bill Gates was asked which manage-
ment thinker influenced him the most, he re-
plied, “Well, Drucker, of course”

Stephen Covey also admired Drucker and
described him as “truly the Renaissance Man
of the field of management” These comments
were echoed by many scholars in the field of
management.

Drucker even became a hero in the West
Wing. According to Karl Rove, the presi-
dent’s long-time advisor, President Bush is
an outstanding example

Drucker always admired people like the
third stone cutter, and his own cathedral was
the systematic study of organizations and
their managers. His fascination with orga-
nizations appeared in his earliest book, pub-
lished on the eve of World War II, and it con-
tinued unabated for more than six decades.

FrRoM VIENNA TO AMERICA

Peter F. Drucker was born in Vienna,
Austria on November 19, 1909 to an up-
per-middle class assimilated Jewish family.
Drucker’s father was a well-educated senior
civil servant at the Austrian Ministry of Eco-
nomics. His grandmother had studied piano
with Clara Schumann and performed for Jo-
hannes Brahms. Other family members knew
the psychologist Alfred Adler, and Drucker’s
parents were friends with Sigmund Freud.

Although revolutionary developments in
philosophy, psychology, art, and architec-
ture were occurring in

of a person who man-
ages by objectives, one
of Drucker’s principal
recommendations  for
successful management.
Rove told the Atlan-
tic Monthly that he had
never truly understood

«

Drucker until he “saw

Drucker’s fascination with
organizations appeared in
his earliest book, published
on the eve of World War I,
and it continued unabated
for more than six decades.

Vienna, Peter Drucker
thought the city was
hopelessly mired in the
past. According to his
charming autobiogra-
phy, Adventures of a
Bystander (1978), from
the age of 14 he could
not wait to leave his na-

Bush in action”

Drucker once illustrated his approach to
the study of management with a story. Once
three stone cutters were asked what they were
doing. The first replied that he was making a
living. The second kept on hammering while
he said, “I am doing the best job at stone-
cutting in the entire country” The third one
looked up with a visionary gleam in his eye
and simply stated, “I am building a cathe-
dral”

According to Drucker, the first man un-
derstands his task but will never become a
manager. The second man understands that
workmanship is essential, but he is just pol-
ishing stones. The third man is the true man-
ager because he also understands that work-
manship is essential, but “it must always be
related to the needs of the whole”
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tive city.

After graduation from the local gymna-
sium, the equivalent of an American high
school, Drucker moved to Germany in the
fall of 1927 to be a trainee clerk in a Hamburg
export firm. “Those fifteen or sixteen months
in Hamburg . . . were my real education,’
Drucker reminisced. “I certainly learned a
great deal more reading in the public library
than I had learned twelve years at school, or
was going to learn in several university years””
In that same year, he published his first ar-
ticle in a German economic quarterly on the
Panama Canal’s role in world trade.

Fifteen months later, he moved to Frank-
furt as a securities analyst for a merchant
bank. For the first time in his life, Drucker
became interested in academic studies and
received his Ph.D. in international and public
law in 1931 at the age of 22.



By now, Drucker was working as a finan-
cial reporter for Frankfurt’s largest newspa-
per. In two years, he rose to be senior editor of
foreign and economic news. When the Nazis
came to power, Drucker moved to England as
the executive secretary of a small merchant
bank. In three years he became a partner, but
Drucker found banking unchallenging and
left the field.

In 1937, Drucker proposed to Doris
Schmitz. They were married for more than
60 years and raised four children. He affec-
tionately described Doris as his first and best
consultant. He frequently joked that he had
made two great decisions in his life: not to
attend college on a full-time basis and his
refusal to accept Doris’s first snub when he
proposed to her.

Drucker became a freelance correspon-
dent forseveral British newspapers. He moved
to the United States and traveled around the
country to interview such luminaries as Hen-
ry Wallace, John L. Lewis, Henry Luce, and
Harry Hopkins. He also lectured, sometimes
with humorous results.

When he appeared in New York City be-
fore the Colonial Dames, the woman greet-
ing him said, “I'm the club secretary and the
only member under seventy-five. We'll put
all the members who can hear into the first
two rows. But you better speak up; most of
them can’t hear too well. Don’t bother about

the others. They don’t hear at all” After his
lecture ended, a woman walked up to the
front of the room and told him, “I am sorry I
didn’t hear well enough to get your talk, but
don’t you think that the poor will soon de-
mand their place in the sun?”

When the Nazis took over Austria, his
parents joined him in the United States.
Drucker then published two books that made
him well known on both sides of the Atlantic.
In 1939, The End of Economic Man appeared.
Drucker wrote that this study “attempted to
analyze the roots of Nazism and of the decay
of Europe’s liberal and humanist traditions”
Winston Churchill was so taken with the
book that he recommended it to his field of-
ficers during World War II.

In 1942, the year Drucker became an
American citizen, he published his second
book, The Future of Industrial Man, which
continued his political examination of the
West’s political and moral crisis and the role
of organizations in the twentieth century. By
this time he was teaching at Bennington Col-
lege in Vermont.

The Future of Industrial Man stimulated
his interest in the management of institu-
tions, which led to an invitation from General
Motors to analyze its management and cor-
porate structure. His study of the automobile
company led to the Concept of the Corpora-
tion, which was published in 1946. This book

Drucker’s Early Ideas about the Economy and Society

stability and dignity.

their organizations.

cial responsibilities to society.

+ Neither totalitarianism nor liberal democracy has provided people with

+ The free enterprise system is superior to other economic systems, but it
has failed to reconcile economic performance with social responsibility.

+ The large corporation has become the dominant institution of modern
society, and corporate managers have become the new elite.

+ Corporate managers can only justify their legitimacy by promoting pros-
perity, trust, and healthy human relationships both inside and outside

+ The corporation is not just an economic institution. It has important so-

+ The biggest challenge for management is to narrow the gap between
society’s moral values and the amoral realities of economic activities.

ProposalManagement & G



made him famous, and after four decades it
was still selling 20,000 copies a year!

New York CiTy AND

SOUTHERN CALIFORNIA

After the publication of the Concept of
the Corporation, Drucker began consulting
with hundreds of corporations and writ-
ing books about the theory and practice of
management. In Drucker’s books, the words
“may” or “might” scarcely appear. As a writer,
Drucker always has been supremely sure of
himself. There is no arrogance in any of his
books, only an author brimming with assur-
ance, knowledge, and poise.

While Drucker was consulting and pour-
ing forth a steady stream of books, he taught
at Sarah Lawrence College, New York Uni-
versity, and, up until his death, Claremont
College outside of Los Angeles. Besides man-
agement, he offered courses on economics,
international relations,

of Freedom by President George W. Bush on
July 9, 2002.

He also served as a regular columnist for
The Wall Street Journal from 1975 to 1995,
contributed 31 articles to the Harvard Busi-
ness Review, and wrote for The Atlantic
Monthly and The Economist. As he was fond
of saying, “I know absolutely nothing techni-
cal. My product is organized thinking”

Drucker is difficult to summarize be-
cause he was so prolific and wide-ranging
in his interests. One approach to Drucker’s
thought is to examine two classics published
31 years apart— The Practice of Management
(1954) and Innovation and Entrepreneurship:
Practice and Principles (1985)—and then
review his political and social thought. For
those who would like a thorough analysis of
Drucker’s writings and a complete bibliog-
raphy, I recommend John E. Flaherty’s Pe-
ter Drucker: Shaping the Managerial Mind
(1999). The best anthology of Drucker’s writ-

history and literature,
Japanese art (his favorite
hobby), and statistics.
Drucker was awarded
the Presidential Medal

There is no arrogance in
any of his books, only an
author brimming with
assurance, knowledge, and
poise.

ings on management is
Peter F. Drucker, The
Essential Drucker: The
Best of Sixty Years of Pe-
ter Drucker’s Essential
Writings on Manage-
ment (2001).

Peter Drucker receives the Presidential Medal of Freedom.
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THE PRACTICE OF MANAGEMENT

(1954)

After the publication of the Concept of
the Corporation, Drucker began exploring
managerial theory and practice. As he sur-
veyed the corporate landscape in the early
1950s, Drucker was saddened by the anti-
intellectualism and resistance to theorizing
that characterized the study of management.
Schools of business educated callow youths
with absolutely no business experience by fo-
cusing on techniques rather than knowledge
and a broad humanistic education. He also
was disappointed by many of the managers
he observed.

These men—and they were all males in the
early 1950s—seemed myopic because they
put a premium on functionality rather than
generalized knowledge. Drucker was puzzled
by their penchant for secrecy and their reluc-
tance to be interviewed, which he took to be
a sure sign of insecurity and lack of vision.

the always tremendous gap between knowl-
edge and performance of the leaders and the
knowledge and performance of the average is
wider or more intractable”

Drucker made another point that un-
doubtedly surprised his readers. He argued
that leadership could not “be taught or
learned” But while management could not
create leaders, it could create “the conditions
under which potential leadership qualities
become effective”

Drucker argued that ancient Greek and
Israeli thinkers understood “all that has ever
been known about leadership. The scores of
books, papers, and speeches on leadership in
the business enterprise that come out every
year have little to say on the subject that was
not already old when the Prophets spoke and
Aeschylus wrote” Yet 3,000 years of inspired
writing had not helped people to become
better leaders.

This is a theme that runs throughout

The result of Druck-
er’s wide-ranging read-
ing and consultations
between 1946 and
1954 was The Practice
of Management. In the
words of Flaherty, “it
was the first attempt to

Drucker argued that
ancient Greek and Israeli
thinkers understood “all

that has ever been known
about leadership.”

Drucker’s writings—to
demystify the elements
of effective manage-
ment and leadership.
It did not involve the
possession of charisma
or special gifts, and it

codify managerial prin-

ciples, prescribe basic skills for managerial
effectiveness, and establish a foundation for
the inchoate discipline of management.” This
book established the study of management as
a serious academic and intellectual discipline.
Evidently, it is still being read because several
months ago I bought a 1968 London edition
in a Maryland used book store for $2.00.

In his preface, Drucker clearly described
the challenge that faced any student of man-
agement.

“We have available today the knowledge
and experience needed for the success-
ful practice of management. But there is
probably no field of human endeavour where

Drucker believed that leadership could
not be taught or learned but through effective
management could create the conditions for
leadership to become obvious and effective.

ProposalManagement & OD



did not justify the exorbitantly high salaries
that Chief Executive Officers received. Being
a good manager or leader required no genius,
only thoughtful application.

In an article published many years later in
the Harvard Business Review, Drucker listed
eight principles that characterized success-
ful managers and executives, none of which
were related to a specific personality type:

+ They asked, “What needs to be done?”

+ They asked, “What is right for the en-
terprise?”

+ They developed action plans.

+ They took responsibility for their deci-
sions.

+ They communicated effectively.

+ They focused on opportunities, not
problems.

+ They ran productive meetings.

+ They always thought of “we” rather
than “I”

Effective leadership

building of a man’s personality beyond its
normal limitations” To accomplish this goal,
Drucker recommended “strict principles of
conduct and responsibility, high standards of
performance, and respect for the individual
and his work?”

According to Drucker, good management
involved a holistic mind-set and the ability
to recognize a corporate purpose. Effective
managers needed to focus on ends rather
than instrumental means. Drucker feared
that if technicians rather than managers ran
companies, customer needs and human rela-
tions would be ignored along with the out-
side world.

Drucker thought that the essence of ef-
fective management was the cultivation
of the big rather than the little picture. He
compared being a good manager to leading
a symphony orchestra. By themselves, the

orchestra’s instrumen-

was not the product of
a magnetic personality
or the ability to make
friends and influence
people. Instead, leader-
ship was “the lifting of
a man’s vision to higher
sights, the raising of a
man’s performance to
a higher standard, the

Effective leadership was
not the product of a
magnetic personality...
it was “the lifting of a
man’s vision to higher
sights...beyond its normal
limitations.

tal players could not
produce beautiful mu-
sic. They needed some-
one who shouldered the
“task of creating a genu-
ine whole” Drucker ad-
mired people like the
legendary Alfred Sloan
of General Motors be-
cause he had a compel-
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ling corporate vision
that he used to help his company operate ef-
fectively.

Drucker  compared
being a good manager to
leading a symphony or-
chestra—creating a ‘gen-
uine whole”



In The Practice of Management, Drucker
introduced one of his most influential ideas:
management by objectives. According to
him, management erred by looking for the
Holy Grail of objectives that would lead to
more profits. “The search for the one objec-
tive is essentially a search for a magic formula
that will make judgement unnecessary. But
the attempt to replace judgement by formula
is always irrational”

Instead, Drucker advocated creating ob-
jectives in every area where “performance
and results directly and vitally affect the sur-
vival and prosperity of the business.” Objec-
tives should accomplish five basic goals:

+ Organize and explain the whole range
of business activities in a small number
of general statements

+ Test these statements through actual
experience

+ Predict behavior

o Appraise the soundness of decisions
while they are being tested

+ Enable practitio-

A person should not be a manager if
he or she was more interested in the ques-
tion “Who is right?” instead of “What is
right?” A person should not be a manager
if he or she considered intelligence
more important than character or
integrity. Also, a person should not
be a manager if he or she feared
strong subordinates. Managers
who lacked these qualities de-
stroyed people, “the most valu-
able resource of the enterprise”

Drucker believed that firms failed
primarily because they could not an-
swer a seemingly simple question:
What is the business? He thought
that successful managers made this
question a key element in their daily
decision-making processes. Accord-
ing to Drucker, there is basically only
one goal for businesses: to create cus-
tomers.

To create customers, managers had

ners to analyze
their own experi-
ence and thus
improve their
performance.

There were eight key
areas where objectives

Drucker’s goal was to
discredit the concept
of management as a
functional technique.

two essential tasks.
The first was to cre-
ate a “true whole
that is larger than
the sum of its
parts, a pro-
ductive entity

of performance should
be set: market standing,
innovation, productivity, physical and finan-
cial resources, profitability, manager perfor-
mance, worker performance and attitude,
and public responsibility. Drucker refused
to focus on profit to the exclusion of other
areas. He believed that, if the corporation
were viewed as a system rather than as many
separate functions, there was only one kind
of decision that should be made—a manage-
rial decision.

Drucker’s goal was to discredit the concept
of management as a functional technique. In
his view, management by objectives would
help produce professional managers instead
of administrative technocrats. Drucker was
very clear about who should not be in man-
agement.

that turns out more
than the sum of the

resources put into it like a symphony
orchestra. The second essential task was
to “harmonize in every decision and ac-
tion the requirements of immediate and
long-range future” This was always a ma-
jor theme for Drucker: reconciling the past

Companies must
give their managers a
“vision and a mean-
ingful contribution to
their community and
society”

with the needs of the present, a concept he
learned from reading the eighteenth-century
English thinker, Edmund Burke.

Companies had to recruit educated and
dedicated individuals, but to retain them,
high salaries were not enough. “The enter-
prise must be able to give such men a vision
and a meaningful contribution to their com-
munity and society”

This was another major theme for Druck-
er: business responsibility must embrace the
public good. He wanted managers to restrain
their self-interest and authority whenever

ProposalManagement & OT



Drucker’s Early Ideas about Business Management

an end in itself.

mine the business’s mission.

+ A business organization is a human institution and a means to an end, not
+ The major purpose of a business is to create customers. Customers deter-

+ Performance and the ability to learn, not charisma or special gifts, deter-
mine the effectiveness of managers.

+ Management is best learned by doing.

+ Successful managers have similar characteristics: the ability to think ho-
listically; good character and a sense of integrity; high standards of perfor-
mance; and respect for others and their work.

+ Management by objectives helps both managers and their subordinates
enhance performance and results.

+ Effective managers and leaders place their work within the broader con-
text of the public good. Organizations must create meaning for their em-
ployees. People do not live by self-interest alone.

it infringed “upon the
common weal and upon
the freedom of the in-
dividual” If not, neither
managers nor their firms
would have any legiti-
macy.

The Practice of Man-
agement created a new

Drucker denied
that innovation and
entrepreneurship involved
special gifts, talents,
inspirations, or flashes of
genius.

Once again, Drucker
began his book with
a demystifying pro-
nouncement. He con-
sidered the emergence
of a “truly entrepre-
neurial economy in the
United States during the
last ten to fifteen years”

discipline: the system-

atic study of management. Almost all con-
temporary management thinkers stand on
the shoulders of this book. As one business
writer admitted, “the new gurus aren’t rewrit-
ing Drucker .. .. More often than not, they’re
updating him by adding new ideas and tools
to what Drucker has called ‘the practice of
management.”

INNOVATION AND ENTREPRENEURSHIP:

PrAcTICE AND PRINCIPLES (1985)

At the age of 76, a still-vigorous Peter F.
Drucker published one of his most influen-
tial books, Innovation and Entrepreneurship:
Practice and Principles. If 1 had to recom-
mend one book of Drucker’s to read, it would
be this one because of its insightful blend of
theory, practice, and case studies. It also is a
pleasure to read.
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the “most significant
and hopeful event to have occurred in recent
economic and social history” But Drucker
denied that innovation and entrepreneurship
involved special gifts, talents, inspirations, or
flashes of genius.

Instead, “innovation is the specific tool of
entrepreneurs, the means by which they ex-
ploit change as an opportunity for a different
business or a different service. It is capable
of being presented as a discipline, capable of
being learned, capable of being practiced”
Citing the eighteenth-century French econo-
mist, Jean-Baptiste Say, and his fellow Aus-
trian, Joseph Schumpeter, Drucker argued
that entrepreneurship rested on the premise
that change was normal and healthy. The task
of the entrepreneur, in Schumpeter’s famous
words, was “creative destruction”



Drucker identified seven possible sources
for innovative opportunities. The first four
came from within the company or the in-
dustry while the other three came from the
outside:

+ The unexpected: successes, failures,
and outside events

+ The incongruity: the difference be-
tween what is and what ought to be

+ Process need

+ Unexpected changes in the structure of
the industry or market

+ Demographic changes

+ Changes in perceptions, moods, and
meanings

+ New knowledge.

Drucker provided many examples of in-
novative companies that had taken advan-
tage of new opportunities. Kimberly-Clark
introduced disposable diapers. Pepsi-Cola
created the Pepsi generation. Club Med in-
troduced packaged vacations for the affluent
middle class.

of specific products or
services.

+ Step 4: Set up a sep-
arate organizational
structure to design,
develop, and imple-
ment an innovative
service or product
with its own evaluative
instruments.

The second step is to system-
atically examine the seven pos-
sible sources of innovation to
determine the future direction of
the organization. The third step
is to analyze the opportunities
identified through a three-step
process:

+ Step 1: Conduct an analysis to deter-

mine the impact of the seven sources
of innovation on the organization’s
processes, services, and products

“Innova-

tion is a spe-

cific tool for entre-

preneurs,” one they

should exercise
regularly.

+ Step 2: Conduct a perceptual analy-
sis of potentially new

After the decline of
many leading nation-
al magazines, such as
Life, publishers created
specialized magazines
to reflect the country’s
ethnic and regional di-

Drucker recognized that
companies resisted
Iinnovation because it
meant doing things
differently.

services and products,
and how will they be
perceived by the cus-
tomer

« Step 3: Use cus-
tomer surveys, focus
groups, and other tech-
niques to corroborate

versity and a new-found
interest in specific top-
ics, such as jogging or regional living. The
Brunswick Corporation made bowling a pop-
ular form of family entertainment. And in the
late 1950s, large urban banks introduced new
credit plans for buying homes and cars for
the growing middle class.

Drucker recommended that companies
go through a four-step process to foster in-
novation. The first step is to prepare for in-
novation. This involved four basic steps:

+ Step 1: Evaluate the lifecycle of existing
services and products. Which ones are
thriving and which ones have peaked
or are declining?

+ Step 2: Establish a systematic process
of abandonment. This meant getting
rid of products and services that were
no longer productive.

+ Step 3: Calculate the revenue gap that
would result from the abandonment

the analysis.

The fourth step is to exploit the new op-
portunities that had been identified, which
involved a four-step process:

+ Step 1: Conduct small-scale pilot tests
of the new product or services

+ Step 2: Commercialize the product or
service

+ Step 3: Provide adequate resources to
bring it to market

+ Step 4: Evaluate the results.

Drucker was confident that this proce-
dure would result in the constant develop-
ment of new products and services. He also
thought that the best innovations were cus-
tomer-driven and satisfied a simple and fo-
cused need, such as the need of mothers to
use disposable diapers.

Drucker recognized that companies re-
sisted innovation because it meant doing
things differently.

ProposalManagement & 69



He discouraged companies from asking,
“How can we overcome the resistance toinno-
vation in the existing organization?” Instead,
the right question was “How can we make
the organization receptive to innovation?” If
innovation was defined as going against the
grain, no company would embrace it. But if
innovation were considered part of the day-
to-day operations of the company, then it
would succeed.

Drucker wanted companies to systemati-
cally abandon whatever was outworn, obso-
lete, and no longer productive. Every three
years, companies should put all of its prod-
ucts, services, and internal processes on trial.
Companies were like living organisms: they
needed to eliminate their waste products to
avoid poisoning themselves.

Drucker recommended specific tech-
niques to foster entrepreneurial practices.
The managerial vision

Finally, Drucker advised companies to
hold three long meetings a year with top
management and junior staff in all major
divisions. As top executives listened, junior
employees would identify new opportuni-
ties and afterwards submit working papers
to meeting participants about implementing
their ideas. Even if few changes actually re-
sulted from these meetings, Drucker thought
they would help instill an entrepreneurial vi-
sion throughout the company.

Drucker wanted to encourage “habits of
flexibility, of continuous learning, and of ac-
ceptance of change as normal and as oppor-
tunity—for institutions as well as for individ-
uals” Here he thought that businesses could
learn from the nonprofit sector in this arena.
Instead of recommending that nonprofit
organizations be run more like businesses,
Drucker gave the opposite advice. Ultimately,
Drucker wanted to create an entrepreneurial

should focus on op-
portunities. Companies

should hold periodic
two-day meetings for

Every three years,
companies should put all of
its products, services, and

society where individu-
als and institutions were
always learning and
changing in response to
new opportunities.

managers and execu- . t / t . /
tives that addressed /1€M@l processes on trial...
three questions: they need to eliminate their PoLiTicAL
«  What did we do waste products to avoid | AND SOCIAL
that became suc- : :
cessful? poisoning themselves. THOUGHT
* H(?w did we ﬁpd While Drucker is
this opportunity?

+ What have we learned and what entre-
preneurial and innovative plans do we
have now?

best known for his studies of management,
throughout his career he always wrote about
government and society. I will review his

Drucker on Innovation and Entrepreneurship

healthy.
or problems.

services have short lives.

trends and opportunities.

+ Innovation and entrepreneurship are keys to organizational longevity and
success, and they are critically important because change is normal and

+ Innovation and entrepreneurship should focus on opportunities, not risks
+ To foster innovation, companies must understand that their products and
» To encourage managers to innovate, companies should (1) make their

own products and services obsolete; and (2) develop a systematic process
for creating new products and services based on the careful analysis of
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thinking in four key areas: (1) the growth
of the knowledge society, (2) the impact of
demographic change on society, (3) the rise
of the nonprofit sector, and (4) the continu-
ing failure of government. For an anthology
of Drucker’s writings on society, see Peter F.
Drucker, ed., A Functioning Society: Selections
from Sixty-Five Years of Writing on Commu-
nity, Society, and Polity (2003).

GROWTH OF THE KNOWLEDGE

SocCIETY

According to Drucker, the most important
contribution of management over the last
century has been the fifty-fold increase in the
productivity of workers in the manufacturing
sector. In this century, the most important
contribution of management will be to “in-
crease the productivity of knowledge work
and the knowledge worker” Equipment was
once the greatest asset of a company. In the
future, it will be the productivity of knowl-

answering the telephone, or filing. However,
what identifies them in their own and in the
public’s mind is the part of their job that in-
volves putting formal knowledge to work”

Knowledge workers, who now make up
about one-third of the workforce in devel-
oped countries, have two main needs: formal
education that qualifies them for certain posi-
tions and continuous education to keep their
knowledge up-to-date. In the past, the concept
of knowledge workers was applied to people
with considerable theoretical knowledge and
learning, such as physicians or engineers.

But today, this concept should be extend-
ed to include computer technicians, software
designers, technicians in clinical laboratories,
paralegals, and other professionals. Although
many of the fields defined as knowledge work
involved manual labor, they were all based on
a “substantial amount of theoretical knowl-
edge”

Drucker argued that

edge workers.

Knowledge  work-
ers “do not identify
themselves as workers
but as professionals.
Many of them spend a
great deal of time doing
largely unskilled work,
for example, straighten-

In this century, the most
iImportant contribution of
management will be to
“Increase the productivity
of knowledge work and the
knowledge worker.”

the next society will be
borderless, “because
knowledge travels even
more effortlessly than
money” It would be
based on upward mobil-
ity, which will be avail-
able to everyone through
formal education. And

ing out patients’ beds,

Drucker on Government and Society

+ In developed countries, the growth of knowledge workers accounts for
the remarkable increase in productivity over the last century.

+ Falling birthrates and an increasing number of older people will change
the economies and societies of developed countries in the 21% century.

+ The rise of the nonprofit sector is one of the most positive developments
in our society over the past fifty years because it provides essential social
services and gives its participants a sense of fulfillment.

+ The modern state cannot provide its citizens with a sense of community.
That will have to come from organizations, not government agencies.

+ Governments are inherently self-aggrandizing, bureaucratic, and incapa-
ble of innovating. Governments should privatize most of their traditional
functions and focus on setting policy and standards.
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it would have a high potential for individual
failure as well as success because acquiring
knowledge—the new means of production—
would not guarantee upwards mobility.

Drucker was convinced that community
colleges were responsible for the huge pro-
ductivity of American society and the coun-
try’s ability to “create, almost overnight, new
and different industries.” This was the wave of
the future, for the only advantage developed
countries possessed was to prepare, educate,
and train people for knowledge work.

IMPACT OF DEMOGRAPHIC CHANGE
According to an article written by Drucker
in a 2001 issue of The Economist, “the domi-
nant factor in the next society will be some-
thing to which most people are only just be-
ginning to pay attention: the rapid growth in
the older generation and the rapid shrinking
of the younger generation.” Drucker thought
this demographic trend had positive conse-

over the age of 50 will choose not to work in
traditional 9-to-5 jobs. Instead, they will par-
ticipate in the labor force in nontraditional
ways—as consultants, part-time workers,
and as workers on special assignment. Oth-
ers might devote a significant amount of their
time to the nonprofit sector. These new ways
of working will be a managerial challenge as
organizations scramble to find ways to at-
tract and retain growing numbers of older
and educated people.

Second careers and the second half of
one’s life increasingly will become common
words as people develop 50-year work ca-
reers. In the past, organizations typically out-
lived their employees, but now the life expec-
tancies of adults will dwarf the lives of most
organizations.

But the real upheaval will be caused by the
shrinking of the birthrate below the replace-
ment rate of 2.2 live births per woman of
reproductive age. This

quences, but he was con-

will lead to several im-

Second careers and the
second half of one’s life
increasingly will become
common words as people
develop 50-year work
careers.

cerned about its overall
impact on the economy
and society.

portant changes. First,
it will make immigra-
tion a contentious issue
in developed countries
because only migra-
tion will help address
the problem of shrink-
ing birthrates. Second,
it will mean a major
change in the markets of developed countries.
After World War II, the market
became focused on
young people. Now
it will increasingly
fall upon middle-
aged and older
people because
of their growing
numbers and pur-
chasing power.

On the positive side,
Drucker believed that in
the future, many adults

The rapid growth of the older gen-
eration may lead to new and varied ca-
reer choices for those professionals who
traditionally would be retiring.
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In Germany;, Italy, France, Spain, Portugal,
the Netherlands, Sweden, Japan, the United
States, and other developed countries, demo-
graphic patterns will strain the resources of
government and society. Today in Germany
20 percent of the population is over 65. By
2030, that percentage will rise to 50 as the
population declines from 82 to about 70 mil-
lion people. During that same period, the
number of working people will fall from 40
to 30 million. To keep the number of work-
ing people steady, by the year 2020 Germany
would have to attract one million immigrants
a year. Clearly, this is not likely to occur.

Life expectancy has been slowly rising for
the past three centuries, but the declining
birthrate is an unprecedented demographic
event. Even in the United States, where the
population is increasing due to immigration,
the proportion of older people to the general
population will rise steeply in the next 30
years.

organization. The more economy, money,
and information become global, the more
community will matter. Only the social sec-
tor nonprofit performs in the community,
exploits its opportunities, mobilizes its local
resources, solves its problems. The leader-
ship, competence, and management of the
social sector nonprofit organization will thus
largely determine the values, the vision, the
cohesion, and the performance of the 21
century society”

Drucker believed that the modern state
was so large that political citizenship was
no longer functional. Consequently, autono-
mous community organizations were needed
to help government perform more effectively
and offer citizens satisfying outlets for their
idealism. Drucker cited church-run inner
city schools, pastoral churches, Girl Scouts,
Red Cross, Alcoholics Anonymous, the Sal-
vation Army, the American Heart Associa-
tion, and the American Mental Health As-
sociation as examples of

Drucker wondered
howdevelopedcountries
will provide generous
medical and retirement
benefits to older people
because the number of
employed will shrink.
Drucker also feared that

Drucker believed that the
modern state was so large
that political citizenship
was no longer functional.

nonprofit organizations
that produced impres-
sive results.

Drucker thought that
the rise of the nonprofit
sector served as a clear
warning to the private

the fight over retirement
and medical benefits might split society into
warring political camps and break the inter-
generational compact between the young
and old. He concluded that “demographics
will not only be the most important factor in
the next society, it will also be the least pre-
dictable and least controllable one”

Rise oF THE NONPROFIT SECTOR

In the last two decades of his life, Drucker
became very interested in the growing non-
profit sector of American society. In 1990, he
helped found the Peter F. Drucker Founda-
tion for Nonprofit Management, which in
2003 became the Leader to Leader Institute.

Drucker admired America’s best non-
profit organizations and believed they played
a crucially important role in addressing lo-
cal needs. According to him, the “21* cen-
tury will be the century of the social sector

sector. When he asked
business executives why they served as non-
profit volunteers in churches, scout troops,
or in the local symphony orchestra, he heard
the same answer. “In my paying job there isn’t
much challenge, not enough opportunity for
achievement, not enough responsibility: and
there is no mission, there is only expedien-

»

cy.

Drucker was heartened by the fact that if
volunteers were counted, the nonprofit sec-
tor would be America’s largest employer with
more than 80 million people volunteering
nearly five hours a week—the equivalent of
10 million full-time jobs. He was convinced
that nonprofit organizations were pioneers
in the motivation and productivity of knowl-
edge workers. They were developing the poli-
cies and practices that the business sector
would need to follow in the future.
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THE FUuTURE OF GOVERNMENT

Throughout his life, Drucker had a nega-
tive view of the state. Drucker admired his
father’s Austrian civil service, but in general
he believed that governments are inefficient,
unproductive, and interested only in expand-
ing their size and power.

Drucker wanted government to systemat-
ically abandon what he considered “outworn
social policies and obsolete public-service
institutions” An effective government should
stop “doing” and instead concentrate on set-
ting policies, making decisions, establishing
standards, and providing its citizens with a
vision.

Drucker believed that today’s democratic
states are pork-barrel states because elected
representatives “fleece their constituents to
enrich special-interest groups.” Throughout
Drucker’s writings, I have found no examples
of the many successful government-spon-
sored programs from

SHAPING THE MANAGERIAL
MIND

For Drucker, the fundamental task of
management is always the same, whether the
organization is a business, nonprofit, or gov-
ernment agency: “to make people capable of
joint performance through common goals,
common values, the right structure, and the
training and development they need to per-
form and to respond to change” Ultimately,
management is about human beings. Its goal
is to magnify people’s strengths and mini-
mize their weaknesses.

Drucker believed that effective manage-
ment was a liberal art. It was liberal because
it dealt with the “fundamentals of knowledge,
self-knowledge, wisdom, and leadership.” It
was an art because of its concern with prac-
tice and application.

Drucker wanted the leaders and manag-
ers of organizations to

countries at the top of
the United Nations Hu-

Drucker did not believe

ask themselves five ba-
sic questions:

man Development In- that governments + What is our mission?
dex, such as Denmark, + Who is our custom-
Canada,  Switzerland, are C?’D able Of much er?

Sweden’ or Flnland. /nnovat/on. . What doeS our cus-

tomer value?

Drucker did not be-
lieve that governments
are capable of much innovation. Public ser-
vice institutions are dependent on budgets
rather than results. They have to satisfy too
many people. Most significantly, they exist to
promote some good and see their missions in
terms of moral absolutes. Consequently, they
are incapable of doing a cost/benefit analysis
to determine their effectiveness. “Most in-
novations in public-service institutions are
imposed on them either by outsiders or by
catastrophe,” Drucker claimed.

Drucker’s solution was to privatize
many traditional government functions. He
claimed to be in favor of effective rather than
strong government, but throughout his writ-
ings, government is always a problem, not a
solution.

T4 & APMP FallWinter 2006

+ What are our re-
sults?
+ What is our plan?
Drucker thought that management had

transformed the world’s developed countries
over the past two centuries. Managers have
created a global economy and now rule the
world. Most of them are only dimly aware of
their power, and thus they are unprepared for
the tremendous challenges that will confront
them.

Drucker tried to make managers more
reflective about their tasks and their role in
modern society. To be effective, he believed
that managers always needed to ask a series
of fundamental questions that went to the
heart of their responsibilities. “To whom is
management accountable? And for what?
On what does management base its power?
What gives it legitimacy?”

These are questions well worth pondering
for proposal professionals.
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8&t=strategy&noseek=one

http://www.bloomberg.com/apps/
news?pid=1000085&sid=ai8kHtXL8u.
Q&refer=europe

http://www.pfdf.org/leaderbooks/druck-
er.bio.html

http://www.economist.com/business/dis-
playstory.cfm?story id=5165460

http://www.businessweek.com/maga-
zine/content/05 48/b3961001.htm

http://blogs.salon.com/0002007/2003/11/13.
html

http://pfdf.org/about/index.html

Jayme A. Sokolow, Ph.D., is founder and president of The Development Source, Inc.,
a proposal services company located in Silver Spring, MD, that works with businesses,
government agencies, and nonprofit organizations. He has been the president of two non-
profit organizations and has served on four nonprofit boards and a foundation board. He
is also Assistant Managing Editor and Chair of the Editorial Advisory Board of Proposal
Management. He can be reached at JSoko12481@aol.com.
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Book Review

BerFore AND AFTER PAGE DESIGN
BY JOHN McWAaDE; PeacHpriT PRress; 2003;

ReTAIL PRICE: $24.99

by Ali Paskun

The APMP Accreditation Program re-
quires that candidates should be able to un-
derstand best practice when creating docu-
ment styles, format, and visuals. One book
on the marketplace that talks about this best
practice has been reviewed by Ali Paksun on
behalf of the APMP.

Before & After Page Design is full of easy-
to-understand and -use techniques, tips,
and advice for a variety of the most common
documents, including single-page and multi-
page, color, and black and white documents.
Tips and lessons cover subjects such as us-

ing subheads, choos-

I don’t think visu-
ally...I'm a “word” per-
son. That’s why it is
sometimes difficult for
me to effectively relate
to graphic artists and
desktop publishers what
I am looking for when
producing a proposal.

[The book] goes a long
way to help teach how to
think visually to ensure
your graphics, layout, and
format are being used
effectively.

ing grids, applying text
wraps, finding the right
fonts, and incorporating
photos.

As with other rede-
sign books, McWade
starts by showing how
to design a particular
type of publication, then

Thankfully such re-
sources as this one are available.

The book is written by John McWade,
Publisher and Creative Director of Before &
After Magazine. According to their Website
the magazine, “..has been sharing its prac-
tical approach to graphic design since 1990.
Because our modern world has made design-
ers of us all (ready or not), Before & After is
dedicated to making graphic design under-
standable, useful and even fun for everyone”

Each chapter of the book is dedicated to
a specific type of publication such as bro-
chures, newsletters, or fliers. “Aha;,” you may
be asking yourself, “what does this have to
do with proposals?” My answer: “Quite a
bit” McWade provides step-by-step direc-
tions for applying design elements that make
your documentation more reader friendly as
well as more appealing. When working on
proposals, one often forgets that a visually
effective document—one that incorporates
basic design principles for font selection and
graphic layout—makes for a more reader-
friendly document.
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goes on to demonstrate
a “before” and “after” example. Most of these
“makeover” examples of document designs
offer detailed explanations why each of the
“after” changes, ranging from format to fonts,
was incorporated. These makeovers also in-
clude specific layout and font specifications
the reader can use to recreate the look and
feel of the document presented.

Often, especially in small companies, pro-
posal professionals need to wear many hats.
For those of us who are not experts on the
use of the popular graphics packages avail-
able (e.g., Adobe Illustrator or In Design), this
book does offer some foundation for getting
started. For instance, the use of grids when
developing a multiple-column layout may
be a time-saving trick to a graphics novice.
While the book does assume a certain level of
familiarity with graphics design (a lot of the
terms aren’t defined), it still provides more
than its fair share of helpful advice and tricks
of the trade. It goes a long way to help teach
how to think visually to ensure your graphics,
layout, and format are being used effectively.



Fellows Award

The APMP Fellows Award recognizes individuals who have made substantial contributions to our
profession and APMP. Fellows aid APMP as advisers and mentors, continuing their records of excel-

lence and service.

2001 RecIPIENTS PRESENTED
May 25, 2001, ALBUQUERQUE, NEw MEXico

Nancy Cottle Bill Painter
Marianne Gouveia David Pugh
Eric Gregory Tom Sant

Steve Myers
Patricia Nunn

Steve Shipley

2003 REecIPIENTS PRESENTED
May 24, 2003, New ORLEANS, LouISIANA
Charlie Divine Steve Jensen

Barry Fields Jayme Sokolow
Dennis Green

2005 ReciPiENTS PRESENTED
June 8, 2005, PHOENIX, ARIZONA

Mark Ciamarra
Dana Spears

2002 ReciPiENTS PRESENTED
May 9, 2002, SaLt LAKE City, UtAH

Tom Amrhein Chuck Keller
David Bol Sherrill Necessary
Tom Boren Howard Nutt
Mike Ianelli Karen Shaw

2004 ReciPiENTS PRESENTED

JunE 2, 2004, HoLLywoobp, FLORIDA

Art Bass Michael Humm
Richard “Dick” Eassom  Nancy Kessler

2006 ReciPIENTS PRESENTED
May 23, 2006, New ORLEANS, LouisiANA

Tony Birch Robert Frey
Neil Cobb Alan Goldberg
John Elder Jon Williams
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2006 Conference and
Awards

The 2006 National Conference in New Orleans was a huge success! Here is a list of the people
and companies that were honored at the conference in addition to the Fellows induction. This

list is courtesy of Perspective.

The SOCAL chapter received the Everest
Award as the Outstanding Chapter of the Year
for 2005. Keith Propst was named the Chap-
ter Chair of the Year for his two years’ ser-
vice as Chair of the Georgia Chattahoochee
Chapter. 24 Hour Company was recognized
with the Partnership Award, John Elder re-
ceived the Compatriot’s Award for his leader-
ship as the Editor of the APMP Professional
Journal, and Chuck Keller received the award
for the Outstanding Journal Article for 2005.

In addition to the individual and chapter
awards, APMP acknowledged its 2006 cor-
porate sponsors. Qur corporate sponsors in-
clude: The 24 Hour Company, Atos Origin,
BAE Systems, The Boeing Company, CACI,
CSC, EDS, Lockheed Martin, Northrop
Grumman, Pragmatech Software, Proposal
Software, QND, Shipley Associates, SM&A,
Synchris Privia, Vodafone, and the Waverly
Group.

David Winton awards the Outstand-
ing Chapter of the Year, Chapter Chair
of the Year, the Partnership Award, the
Compatriot’s Award and the Outstand-
ing Journal Article of the Year during
lunch at the National Conference.
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We would like to acknowledge several
companies that provided conference materi-
als: BAE Systems for the portfolios, SM&A
for the conference bags, Pragmatech Soft-
ware for the document holders, QND for
compiling the proceedings on CD-ROMs,
and Shipley Associates for the pens.

In addition, a special thanks to Steve Jen-
sen, Speaker Coordinator; Barry Fields, Reg-
istration; John Elder, Editor and Brochure
Production Coordinator; Dave Contreras,
Brochure Design and Layout; Chuck Keller
and David Winton, Conference Co-chairs;
and the APMP Board of Directors.



Authorized
ITraining
Organizations

The following organizations are approved by APMP to conduct training anywhere in the world to
support the APMP Accreditation Program.
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Index of Articles

Note: Archive articles are posted in PDF format at the APMP Website, www.apmp.org.

Article Day, Cathy

Article Frey, Robert S.

Article Herther, Jay

Article Kumpf, David C.

Article Newman, Larry

Article Parkinson, Michael
Article Paskun, Ali & Elder, John

Annual Conf. Keller, Chuck &
Winton, David

Award APMP

Forum Birch, Tony & Taylor, Paul
Int’l Report Taylor, Paul
Review-Book Paskun, Ali

Sponsorship APMP

SPRING/SUMMER 2006

APMP Launches the First Approved Training Organizations (ATOs) for
the Accreditation Program

Framing: An Exciting and Proven Tool to Align Your Customer’s Thinking
with Your Proposal Story

To Bid or Not To Bid? That is the Question!

It’s Easy to Understand what You are Proposing:

Simplifying Life for Evaluators

Persuasion and Decision-Making:

Integrating Proposal Lore in Winning Proposals

Making Graphics that Communicate Clearly

APMP: Sixteen Years of Promoting Our Profession (Part II)

The APMP Annual Conference Returns to New Orleans as Life Returns
to the “Big Easy”

The APMP Fellows Award

CEO/COO Forum

2006 APMP International Report

The Booklover’s Guide to New Orleans

(by Susan Larson)

2006 Corporate Sponsors and Alliance Partners

Article Dickinson, David

Article Jolly, Colleen

Article Paskun, Ali & Elder, John

Article Sokolow, Jayme A., Ph.D.

Award APMP

Forum Stephenson, Kelli &
Birch, Tony

Review-Book Granger, Lori

Review-Book Paskun, Ali

Review-Book Paskun, Ali

Sponsorship APMP

FaLL/WINTER 2005

Zero to Global in 4.2 Years: A Case Study in Small Proposal Center
Management

Tips to Combating Proposal (and Life and Work and Family and ...) Stress
APMP: Sixteen Years of Promoting Our Profession (Part 1)

Using Self-Organizing Activities in Proposal Development: What
Harvester Ants, Urban Pedestrians, Enthusiastic Audiences, and the Ford
Motor Company Can Teach Us About Getting the Most Out of Our
Proposal Teams

The APMP Fellows Award

CEO/COO Forum

Renovate Before Your Innovate: Why Doing the NEW Thing Might NOT be
the RIGHT Thing (by Sergio Zyman)

RFP Nation: How to Increase Your Firm's Win Rate in Our Proposal-
Driven Business (by Martin Andelman)

Comma Sutra: Position Yourself for Success with Good Grammar

(by Laurie Rozakis, Ph.D.)

APMP Corporate Sponsors

Article Frey, Robert S.
Article Herther, Jay
Article Keller, Chuck
Forum Webb, Kirste
Review-Book Granger, Lori
Review-Book Myerov, Jonathan
Review-Book Paskun, Ali
Review-Book Paskun, Ali

Sponsorship APMP

SPRING/SUMMER 2005
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Winning Federal Government Contracts Through Fact-Based Storytelling
The Difference Between Winning and Losing Capture Efforts

Extra, Extra! Read All About It! Using Newspaper Techniques
for Proposal Development

Association Spotlight

Awake at Work: 35 Practical Buddhist Principles for Discovering Clarity
and Balance in the Midst of Work’s Chaos

(by Michael Carroll)

Powerful Proposals: How to Give Your Business a Winning Edge

(by David Pugh and Terry R. Bacon)

Carolyn 101: Business Lessons from The Apprentice’s Straight Shooter
(by Carolyn Kepcher)

Successful Proposal Strategies for Small Businesses: Using Knowledge
Management to Win Government, Private-Sector, and International
Contracts (4th Edition)

(by Robert S. Frey)

APMP Corporate Sponsors



Announcement
Announcement
Announcement
Article
Commerce-
Products
Trends & Views
Review-Book

Review-Book

Review-Book

APMP

APMP

APMP
Bettinger, Joan
Jolly, Colleen

Smith, Russell
Winton, David

Paskun, Ali

Paskun, Ali

APMP 2005 Annual Conference

Welkom! Dutch Chapter of APMP
Attention All Editors and Proofreaders!
Creating a Proposal Services Department
Resources for Women Proposal Professionals

Proposal Departments: Whether to Use Permanent Staff or Consultants
Brunellschi’'s Dome: How a Renaissance Genius Reinvented Architecture
(by Ross King)

Eats, Shoots & Leaves: The Zero Tolerance Approach to Punctuation!
(by Lynne Truss)

Walking the Tightrope: Balancing Family Life and Professional Life

(by Dr. Tom Barrett)

To Wit Sokolow, Jayme A., Ph.D.  The Proposal Gene
Sponsorship APMP APMP Corporate Sponsorship
FALL/WINTER 2004
Article Jolly, Colleen Designing a Winning Proposal
Article Sokolow, Jayme A., Ph.D.  How Do Reviewers Really Evaluate Your Proposal?
What the Cognitive Science of Heuristics Tells Us About Making Decisions
Article Stewart, John Parker & Orals Coaching: The Secret Weapon for Winning Contracts
Stewart, Daniel
Award APMP The APMP Fellows Award
Call for APMP APMP 2005 Annual Conference Call for Presentations
Presentations
Forum Mills, Mary & CEO/COO Forum
Stephenson, Kelli
Invitation APMP APMP Invitation to Writers

Review-Book

Review-Book

Paskun, Ali

Paskun, Ali

The Capture Management Life-Cycle

(by Gregory A. Garrett and Reginald J. Kipke)
Changing Minds: The Art and Science of Changing
Our Own and Other People’s Minds

(by Howard Gardner)

Sponsorship APMP APMP Corporate Sponsorship
SPRING/SuMMER 2004
Article Parker, Richard A., Security: The Essential Partner in Proposal Management
Dufty, Eletha L., Esq.,
Williams, Jon
Book Excerpt Sant, Tom Why the Inuit Hunt Whale and Other Secrets of Customer Behavior
Case Study Shoulders, Reba L. Winning Business with International Lotteries:
SGI Discovers It's Not All Fun and Games
Forum Ross, Kristie & CEO Forum
Mills, Mary
How To Sokolow, Jayme A., Ph.D.  Developing a Performance-based Work Statement:
Morph Yourself Into a Performance-based Expert NOW Before It's Too Late!
Profile Green, R. Dennis Professor of Persuasion—Dr. Tom Sant

Review-Book
Review-Book

Review-Book

Hannigan, Joanna
Sheffler, Cathy

Williamson, Monica

Thinking for a Change: 11 Highly Successful People Approach Life and Work
(by John C. Maxwell)

The Human Organization of Time: Temporal Realities and Experiences

(by Allen C. Maxwell)

Winning Behavior: What the Smartest, Most Successful Companies Do
Differently (by Terry R. Bacon and David G. Pugh)

To Wit Green, R. Dennis Buzzword Bingo
FALL/WINTER 2003
Article Landgren, Theodora Successful Proposal Translation Strategies:
Proven Guidance for Approaching Multi-Language Bid
Article Munger, Roger, Ph.D. Information Design: Strategies to Make Your Proposal Reader Friendly
Article Williams, Jon Publish and Be Damned? The Powers and Perils of Pre-written Content

SPRING/SUMMER 2003

Focus on Basics

Forum
Products/
Commerce
Profile

Profile

Review-Book
Review-Book

Review-Book
Spotlight

Survey Report
To Wit

Trends & Views

Garrett, Gregory A. &
Kipke, Reginald J.

Ross, Kirste

Elder, John & Paskun, Ali

Green, R. Dennis &
Meehan, John
Green, R. Dennis &
Meehan, John
Hannigan, Joanna
Hannigan, Joanna

Smith, Maggie

APMP

Elder, John & Austin, Rick
Sokolow, Jayme A., Ph.D.
Frey, Robert S.

A Capture Management Life Cycle Primer: Learning to Dance with Customers

What'’s in it for Me?
Proposal Resources on the Web

David A. Franke — Champion for Air Force Acquisition Excellence

Alan Goldberg, An Inquiry into Effective Acquisition —

and Standing the Test of Time

Leap. A Revolution in Creative Business Strategy (by Bob Schmetterer)
Execution, the Discipline of Getting Things Done

(by Larry Bossidy and Ram Charan)

Good Work, When Excellence and Ethics Meet

(by Howard Gardner, Mihaly Csikzentmihalyi & William Damon)
Association Spotlight

Productivity, Sales Gains Reported by Users of Proposal Automation Software
The Proposal Professional as Primate: Lessons from the Jungle

Beyond Compliance: Towards Solution and Storyline Development as
Valuable Proposal Management Core Competencies
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Article

Article

Article

Article

Book Excerpt
Focus on Basics

Products/
Commerce
Profile
Review-Book

Review-Book

Sokolow, Jayme A. Ph.D.
Nutt, Howard

Lownie, B.J.

Bacon, Terry R., Ph.D.
Frey, Robert S.
Herndon, David &
Ransone, Robin K.
Wilson, Greg

Green, R. Dennis
Gaither, Joanna Hannigan

Spangler, Barry

Taking the Arrogance Out of Proposal Writing

Business Development Capability Maturity Model and Proposal Professionals
IMPROVing the Proposal Team (Improvisational Theatre Techniques)
Creating Preference

Packaging and Managing Proposal Information and Knowledge Effectively
Why, When, and How to Ask Questions on Government Solicitations

Proposal Training for Organizations

Always In Motion — Patty Nunn

Accidental Magic: Wizard's Techniques for Writing Words Worth 1,000 Pictures
(by Roy H. Williams)

Proposal Development — How to Respond and Win the Bid (By Bud Porter-Roth)

Spotlight Shaw, Karen & Association Spotlight
Nunn, Patty

Timeless Green, R. Dennis Looking Back with Edward ]. Velton

To Wit Fields, Barry When Par Isn’t Good Enough

Trends & Views  Devore, Chuck & Moler, T. US Department of Defense B&P on the Rise: What Does It Mean?

FALL/WINTER 2002

Article Cavanaugh, Tom Computer Security from a Proposal Perspective

Article Kelman, Suzanne Proposal Production: A Primer on Quality Drivers, Lead Times,
and Production Task Scope

Article Munger, Roger, Ph.D. Workplace-Classroom Collaborations: A Role for Service Learning in
Proposal Development

Article Pugh, David G., Ph.D. A Bidder’s Dozen: Golden Rules for Winning Work

Article Rhea-McKenzie, Denise  Proposal Security 101: Basics of Managing Competition Sensitive Data

Article Sokolow, Jayme A., Ph.D.  Fredrich Nietzsche? For Proposal Professionals?

Leadership Amrhein, Tom Failure to Lead, Leads to Failure: The Art of Proposal Management

Products/ Wilson, Greg Developing ‘In-house’ Proposal Tools

Commerce

Profile Green, R. Dennis The Proposal Industry Council

Review-Book
Review-Book

Review-Book

Parks, Jennifer
Peterman, Todd

White, Mark

Sales Proposals Kit for Dummies (by Bob Kantin)

Shipley Associates Proposal Guide for Business Development Professionals
(by Larry Newman)

Win Government Contracts for Your Small Business

(by John DiGiacomo and James Kleckner)

Spotlight Bol, David & Gregory, Eric Association Spotlight
To Wit Gregory, Eric Reeling in the Big Ones (Lessons from Fishing)
SPRING/ SummER 2002 Trends & Views  Amrhein, Tom Failure to Lead, Leads to Failure: The Art of Proposal Management

Article Eassom, Dick MS Word Power

Article Greer, Sherri R. Telecommuting and the Proposal Manager - A Natural Fit

Article Herndon, David H. RFP Response Mapping and Compliance Identification

Article Irby, Gay T. The Electronic Procurement Revolution: How Personal Initiative and
Innovation at NASA Became the Electronic Procurement Model for the
Federal World Wide Web

Article Ognibene, Peter J. Net-working the Web

Article Siskind, Jon Bidding for the Best and Brightest: Recruiting and Hiring Top Quality
Proposal Professionals

Article Sokolow, Jayme A., PhD.  Nineteenth Century Contracting Foibles in the Building of America’s Canals

CEO Forum Gregory, Eric What We Must Become

Products/ Wilson, Greg RFPMaster Product Demonstration Review

Commerce

Profile Green, R. Dennis Michael J. Ianelli — A Business Development Virtuoso

Review-Book
Review-Book

Bennington, Amy
Bielak, Susan

Government Proposals: Cutting through the Chaos (by Rebecca Shannon)
Successful Proposal Strategies for Small Businesses: Winning Government,
Private Sector, and International Contracts, 2nd Ed. (by Robert Frey)

Trends & Views  Dean, Roger Demise of Dinosaurs
FaLL 2001
Article Dempsey, David B. Best Value Proposals Under OMB Circular A-76
Article Mickaliger, Michael J. Best Value Contracting: Selection by Perception
Article Opyer, Darrell J. Developing Cost Estimates for Proposals to the Government
Article Snodgrass, Alan CAIV: Cost As an Independent Variable
Article Sokolow, Jayme A., Ph.D.  Nonprofit Lessons for the Business World: What Proposal Professionals in the
Private Sector Can Learn from Nonprofit Organizations
CEO Forum Gregory, Eric Characteristics Defining Success
Products/ Wilson, Greg Proposal Automation Products
Commerce
Profile Green, R. Dennis Perpetual Youth: Story of Lou Robinson and Gene Dawson
Proposal Guide  Newman, Larry Developing Cost and Price Data
Excerpt

SprriNG 2001
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Review-Book
Review-Book
Review-Book

Tips
To Wit

Casey, Ann Marie
Napolitano, Jennifer C.
Parks, Jennifer

Turnbull, Duane
Mar, Jen

Trends and Views Dean, Roger

The Strategy and Tactics of Pricing: A Guide to Profitable Decision Making

(by Thomas T. Nagle and Reed K. Holden)

Writing for a Good Cause: The Complete Guide to Crafting Proposals and Other
Persuasive Pieces for Nonprofits (by Joseph Barbato and Danielle S. Furlich)

The Great Wave: Price Revolutions and the Rhythm of History

(by David Hackett Fischer)

Tips to Cutting Proposal Costs

Proposal Phobias: Revelations and Cure

Dollars and (Non)Sense



FaLL 2000

Article
Article

Article
Case Study
Case Study

Focus on Basics
Informed
Comment
Products/
Commerce
Profile

Proposal History
Review-Book
Review-Book
Review-Book

Freeman, Rich &
Freeman, James S.
Freeman, Rich &
Freeman, James S.
Sokolow, Jayme A., Ph.D.
Mesing, Paul

Salamida, Marietta

Herndon, David H.
Martens, Mark
Wilson, Greg
Green, R. Dennis
Starkey, Walter S.
Beeler, Steve

Bragaw, Robert
Giguere, Paul

Proposal Writing Metrics: How to Apply the Tools in Today's Word
Processing Programs to Measure and Predict a Writer’s Productivity

A Metrics Toolbox - A Scoring System to Help Evaluate Proposals

and Processes

Lies, Damned Lies, and Statistics: The Use and Abuse of Numbers
Metrics at NCR’s Proposal Center

Process Improvement Methodology Performance Measurement Techniques
and Quality Improvement at Lockheed Martin Federal Systems (LMFS),
Owego, NY

Using Red Teams Effectively

Performance Measurement and Outsourcing Opportunities

A Competitive Intelligence Product Review (Knowledge Works from Cipher)

Divine Intervention [Charlie Divine]: Leadership in New Commercial
Proposal Paradigm

The Beginnings of STOP Storyboarding and the Modular Proposal
Technical Writing: A Practical Approach (by William S. Pfeiffer)

American Management Association — Self Development for Success Series
Proposal Writing: The Art of Friendly Persuasion (by William S. Pfeiffer and
Charles H. Keller, Jr.)

Trends & Views Dean, Roger Win Rate Mischief

Case Study Miller, Robert L. An Architectural Proposal in the Modern Vein: A Case Study from the
Semi-Automated World of A/E/P Procurement

Case Study Rhea-McKenzie, Denise A Virtual Private Network Case Study: How Litton PRC Defense Systems’
Approach Increased Efficiency and Reduced Cost

Article Nunn, Patricia A. Federal Electronic Procurement, Past and Future: Feeding ‘Need for Speed’

Article McFarlane, Eileen Luhta  Developing International Proposals in a Virtual Environment:
A Cultural and Personal Perspective

Article Jacobs, Barry E., Ph.D. How Electronic Handbooks are Changing the Way Federal Agencies
Manage Grants and Contracts

Article Sokolow, Jayme, A., Ph.D.  Pioneers in Virtual Reality: From Ancient Pompeii to Modern Baseball

Products/ Green, R. Dennis & Web Writing and Web Trends Affecting Proposal Management

Commerce Dickson, Carl

Profile Rider, Rick & Steve Shipley: CEO, Shipley Associates, Inc.

Review-Book
Review-Book

Green, R. Dennis
Maddry, Lisa M.
Parks, Jennifer

How to Write a Statement of Work -4th Ed. (by Peter S. Cole)
The Elements of Technical Writing (by Gary Blake and Robert Bly)

Small Business  Davis, John So What is SBIR/STTR?
Spotlight Green, R. Dennis Spotlight on Marianne Gouveia
Trends & Views Dean, Roger Virtual Teaming — The Proposal Siren Song
SeriNG 2000 Your Mail APMP Members Tell Us Their Favorite Web Sites
Article Green, R. Dennis Leadership as a Function of Power — Gary Yukl Research
Article Green, R. Dennis Profile — Steve Myers: Chairman and CEO, SM&A Corporation
Article Horton, William & Picture-Perfect Proposals: Putting Visual Literacy to Work
Horton, Katherine
Article Leech, Thomas The “Murphy Foiler” Checklist for Winning Presentations
Article Leeds, Dorothy Congquer Speaking Faults and Succeed as a Team
Article Pease, Gregory W. Persuasive Oral Proposal Presentations
Article Durack, Katherine T. 1t All Comes Out In The Wash: Persuasion in Technical Proposals —
19th C. Washing Machine Applications to the US Patent & Trademark Office
Article Sokolow, Jayme A., Ph.D.  The Darker Side of Persuasion: Stanley Milgram’s Experiments on
Obedience to Authority
CEO’s Message  Gregory, Eric Winners! — A Time to Lead
Products/ Green, R. Dennis Proposal Products: Another Great Proposal Automation Tool
Commerce
Products/ Nix-Karnakis, Nancy L. Proposal Room Wall Hanging Systems — Tailor to Suit
Commerce

FALL1999

Review-Book

Review-Book
Review-Book

Review-Book

Brome, Nancy J.

Giguere, Paul
Sokolow, Jayme A., Ph.D.

Sokolow, Jayme A., Ph.D.

Successful Proposal Strategies for Small Businesses: Winning Government,
Private Sector and International Contracts (by Robert S. Frey)

Franklin Covey Style Guide for Business and Technical Communication, 2nd Ed.
Visual Explanations: Images and Quantities, Evidence and Narrative
(by Edward R. Tufte)

Envisioning Information (by Edward R. Tufte)

SPrING 1999

Trends & Views Dean, Roger The More Things Change, the More They Stay the Same
Article Boren, Tom A Personal Look Back ... at Events, People and Organizations that Shaped the
Proposal Development Profession
Article Green, R. Dennis Storyboard Folklore: Can You Help Us Bring the Facts to Light?
Article Prescott, John E. The Evolution of Competitive Intelligence: Designing a Process for Action
Article Sokolow, Jayme A., Ph.D.  Renaissance Proposal Managers
Article Sokolow, Jayme A., Ph.D.  Wright Brothers’ 1908 Proposal for a Heavier-Than-Air Flying Machine
& Green, R. Dennis
Products- Green, R. Dennis Proposal Products: Review of Proposal Automation Tools
Commerce

Review-Book
Review-Book

Review-Book
Review-Book
Trends & Views

Brome, Nancy J.
Mitchell, Linda

Perri, Rich
Prichard, Beth M.
Dean, Roger

Handbook for Writing Proposals (by Robert . Hamper and L. Sue Baugh)
Show Me: The Complete Guide to Storyboarding and Problem Solving

(by Harry 1. Forsha)

The Anatomy of Persuasion (by Norbert Aubuchon)

High-Impact Presentations: A Multimedia Approach (by Jo Robbins)

From Cave Walls to the Internet: Lots of Progress, But Are We Any Better Off?
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