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It is hard to believe that another year has gone by; registration is open for the 22nd Annual 
APMP® International Conference and Exhibits at the Sheraton Denver Downtown, CO from 31 
May–3 June 2011. All the information you need, such as the conference schedule, presenters, 
and presentation abstracts, are available on the updated APMP Website (www.apmp.org). The 
focus of this year’s conference is “The Art of Winning.” Remember, if you have achieved APMP 
accreditation, you can earn up to 10 CEUs for attending.

While we focus on winning when working a proposal, losing is a real possibility. We would 
rather win every bid we pursue; however, that will never be the case. In her article, “Learning 
form Losing,”  Wendy Frieman, PPM.APMP points out, “Most proposals are losing proposals—a 
statistical fact that is often ignored.” She offers guidance using a  focused four-step process to help 
proposal professionals benefit from a loss because “…failure is a better teacher than success.” The 
four-step process is a tool that can turn every proposal into an opportunity to learn and improve.

Pizza and subs traditionally have been part of every proposal professional’s diet (especially during 
late nights and weekends). Now cake can officially be added. Michele Rochon shares a creative, fun, 
and tasty exercise in team building in which teams compete in a  cake-baking contest that parallels 
the proposal development process. I hope everyone who tries this exercise with their teams will 
share their experiences with the rest of us!

How many times a day do you hear the new catch phrase, “There’s an app for that”? Have you 
ever wondered if there are any apps that can make life easier for proposal professionals? Beth 
Wingate, AF.APMP answers that question with a list of products each of us can add to our toolkit 
to help with such activities as graphics development, online collaboration, or writing.

As I am sure everyone knows by now, we have a new Executive Director, Rick Harris. A change 
that has been made to The Journal is that Rick will contribute a column in each issue entitled 
“Executive Director Forum.” It will give all of us a view of APMP from Rick’s perspective and 
perhaps generate the sharing of ideas. In his first Executive Director Forum, Rick discusses viewing 
our membership numbers in a positive way as a sign of APMP’s strength and value to all members.

On behalf of the Journal staff, I would like to say “Welcome!” to Rick and a special “Thank you” 
to David Winton, who has assumed a new role as Chief Financial Officer, for his many years of 
dedication to APMP.  Want to join us and help move APMP to even higher levels of excellence? 
Join a committee in your chapter. Give a presentation at a local, national, or international event. 
Offer to peer review a submitted Journal article. Participate in a discussion on the Website, and 
share a technique you use to improve the proposal process where you work (and if that technique 
involves cake, you have to invite us to the demonstration!).

See you in Denver! 

Welcome
Ali Paskun, AF.APMP
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Our culture is obsessed with numbers, 
and we use those numbers to get to the 
bottom line as fast as possible.  Numbers 
are exciting to track when they are on the 
rise,  and  they make us nervous when 
they remain flat or decline. 

As the new Executive Director of 
APMP, a large part of my day is spent ana-
lyzing information, including the number 
of conference registrations, accreditations, 
and general members.   

We should be celebrating APMP’s 
membership number instead of viewing 
it as an indicator that we are not doing 
enough.  As of this writing, our associa-
tion has 4,332 members in 28 chapters 
across 68 countries.  It is true that some 
chapters are bigger than others and that 
is always going to be the case.  However, 
collectively, we are 4,332 members strong, 
and that is the way I prefer to look at it.    

APMP chapter chairs have told me that 
their biggest concern is how to increase 
their membership numbers. When asked 
why this is such a big concern, they have 
often mentioned that other nearby chap-
ters are larger and attract more members.  

They worry that they are falling behind 
or are not relevant simply because their 
membership number is not as strong as a 
neighboring chapter.

Some of the same chapters that worry 
about their membership numbers are 
holding high-quality, thought-provoking 
education and networking meetings for 
their local APMP members.  They are 
also partnering with other regional asso-
ciations to expand their reach.  They are 
delivering incredible value to the mem-
bers they have.  That is what we want.  
Is your chapter serving the majority of 
members in your chapter the best way 
that it can?  My advice is to not focus on 
your membership number itself, but rath-
er on the types of membership offerings 
that will deliver the greatest value to your 
current members. 

If you are an APMP member and you 
think your chapter can do more, I encour-
age you to volunteer by participating and 
you will get more out of your member-
ship. APMP membership is important for 
those who want to network with other 
professionals and share best practices. 

Rick Harris, Executive Director, APMP

Executive	Director	Forum:	
Quality over Quantity
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“ ”

One of APMP’s many advantages is 
that its membership dues cost only $125 
annually.  That is about $10 a month—
an incredible value for anyone who wants 
to stay connected to their peers, learn 
best practices, and be a part of a highly 
regarded association that serves the pro-
posal, business development, and capture 
professional.

About 60 percent of associations sur-
veyed said that their 2010 membership 
numbers increased, according to a recent 
Membership Marketing Benchmark 
Report for the American Society of Asso-
ciation Executives (ASAE).  The num-
ber one membership driver, according 
to the ASAE report, is the discount that 
members get at their association annual 
conferences or events. APMP’s member-
ship retention is better than the reten-
tion benchmark cited by ASAE, and we 
are doing a terrific job at enrolling new 
members.  

So why the worry about our member-
ship numbers, especially locally?  People 
always want to improve their perfor-
mance, and it is natural to make compari-
sons among chapters in terms of the total 
membership  as a bottom line.  

If you have an innovative idea for 
improving the quality of your chapter 
membership services that you would like 
to share with me, please send it to me 
at rick.harris@apmp.org or you can call 
me at 202-450-2549 to talk about it.  If 
you would like me to talk to your chap-
ter about improving the quality of your 
chapter membership services, just invite 
me and I will be on your next call. 

Let us work on improving the quality of 
our local membership services. Embrace 
your membership numbers locally; let  
us provide as much benefit as we can 
locally  and our numbers will grow inter-
nationally.  

collectively, we are 
4,332 members strong

mailto:rick.harris@apmp.org
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Conference Update

The focus of the 22nd Annual APMP® International Conference & Exhibits is The 
Art of Winning. Our global economies are changing. How we win business in these 
environments is also changing. Determining the markets and opportunities to pursue 
often demands intelligence gathering, increased expenditures, and the planning and 
commitment of resources as never before. Our battlefields often know no boundaries, 
crossing oceans, cultures, and economies. How we react and prepare for these business 
opportunities often determines whether we win or lose. The better we prepare, the better 
we understand the battlefield, the better we know our competition, the more business 
we win

Because you know our Business Development, Business Capture and Proposal Devel-
opment processes must adapt to these environments, you should come to our conference 
prepared to expand your knowledge and understanding of the operational art required 
to win consistently. Hear global leaders in the fields of Proposal Management, Capture 
Management, and Business Development offer their methods that position them for 
victory.

The entire Business Development lifecycle will be examined. Key leaders from around 
the world will present on a wide variety of topics to provide an arsenal of tools, processes, 
and competitive weapons that have led to successful battles in competitive procurements.

New for this conference is an Executive Track, where you can listen to and interact 
with industry Executives. These Executives have shaped and continue to lead their com-
panies’ efforts to achieve wins in today’s increasingly competitive market place, where 
strategy and tactics often take the form of classic battles, and where knowledge of the 
terrain, knowledge of the enemy, and logistics rule the day. Hope is not a strategy and 
luck is not a tactic.

Continuing Education Units:
A benefit of attending an APMP event is for earning continuing education units 

(CEUs) for maintaining Professional Accreditation. For those who are accredited, or are 
thinking of becoming accredited, maintaining CEUs is required. Up to 10 CEUs are 
available to earn for attending the Annual APMP International Conference & Exhibits.

22nd Annual APMP® 
International Conference 
and Exhibits
Sheraton Denver Downtown, Colorado

31 May–3 June 2011

History teaches us that the most 
significant battles throughout the 
ages that were won were well 
planned, staged, and executed. 
Battle victories were not based on 
hope but were fully prepared for. 
Significant time, money, lives and 
resources were spent to make these 
efforts successful.

Sun Tzu’s book, the Art of War, has 
survived the ages as a “must read” 
in all military training programs. 
As in war, winning proposals must 
be well planned, staged, executed 
and acted upon. Join us and our 
industry generals as we look at 
the new global battlefields through 
business development, capture 
management, and proposal 
management eyes and learn how 
to best position our resources and 
to develop our plans to win.

https://apmp.site-ym.com/?page=ConferenceHome
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Event CEUs
• 5–Local APMP Chapter, or 

other Business Development 
professional body meeting

• 5–Partial-day conference, 
symposia, seminar, meeting

• 10–Full-day (or more) conference, 
symposia, seminar, meeting   

Testimonials
“Very informative! While I use most 

tools that were reviewed there were 2 new 
ones I learned about and now am using.” 
(2010 APMP International Conference)

 “Great session, informative and enter-
taining and dense material presented in 
an intriguing manner.” (2010 APMP 
International Conference)

“Very good information provided. Prac-
tical and informational. Learned some-
thing new. Reinforced other learning.” 
(2010 APMP International Conference)

“Valuable information, even for those 
on the commercial side. Not government 
focused, which was a plus.” (2010 APMP 
International Conference)

“SO nice to hear from someone who’s 
not kneedeep in BD or Proposals, yet has 
something to contribute to our work/
life balance.” (2010 APMP International 
Conference)

“I greatly benefit and learn so much 
from these government/industry panel/
task force presentations. The panel par-
ticipants always do an exceptional job of 
preparation and presentation. Keep up 
the good work!” (2010 APMP Interna-
tional Conference)

“So many great tips, tools and take 
aways!” (2010 APMP International Con-
ference)

“I’ve been doing proposals for more 
than 20 years. I always come away from 
the conferences with something new – 
whether it’s a reminder on the basics of 
doing proposals, or a new tool or tech-
nique that I can apply.” (About APMP 
International Conferences)

“[The speaker] shared quite a bit of real-
world examples from her firm and gave us 
info that was useful in our daily work.” 
(2008 APMP International Conference)

“Teaming and subcontracting is becom-
ing a routine exercise in the MAC/IDIQ 
arena, and this presentation provided me 
with a good understanding of the basic 
criteria and how I could proactively imple-
ment them early in the proposal process.” 
(2008 APMP International Conference)

“Insightful yet down-to-earth, very 
well-balanced approach. So good I imme-
diately sought out the speaker’s publica-
tion and bought it. One of the best and 
useful presentations I saw this year.” 
(2008 APMP International Conference)

“Excellent content and excellent speak-
er. Some solid lessons given that can be 
implemented immediately.” (2008 APMP 
International Conference)

“I find that standing out in a crowd is 
always something I run into…This ses-
sion provided some new tricks and ideas.” 
(2009 APMP International Conference)

“This was THE most applicable pre-
sentation I went to. I will definitely run 
back to the office and make this happen!” 
(2009 APMP International Conference)
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Searching for a book? 

We got it.

Book Store
May 31–June 3, 2011 at the

22nd	Annual
APMP® International 
Conference & Exhibits 

Come explore a variety of 
proposal, graphical, and 
management literature to 
create or improve upon 
existing processes. 

Conference Update
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Mission
• Our mission is to “Advance the arts, sciences, 

and technologies of new business acquisition 
and to promote the professionalism of 
those engaged in those pursuits.”

• The core of our mission and our organization is 
proposal related. The broader mission of APMP 
includes the entire new business acquisition cycle, 
while maintaining proposals as the cycle core. 
New business acquisition encompasses marketing, 
business development, and acquisition activities from 
early marketing positioning through negotiations 
and award. APMP recognizes that, as proposal 
professionals, all members are dedicated primarily 
to the successful execution of one or more of the 
diverse activities involved with proposal execution.

• We further recognize that including new business 
acquisition as a part of our mission provides an 
opportunity to expand knowledge and capability 
for our members, providing them with information 
regarding the entire business acquisition cycle. 

Code of Ethics
Members of the APMP are expected to:
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 government liaisons.

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

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.

APMP Mission and Code of Ethics



10 ProposalManagement

For more information about how you can join The Journal staff, contact:

Managing	Editor,	Ali Paskun, AF.APMP
Assistant	Managing	Editor,	Jayme Sokolow

Managing	Editor
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APMP Foundation Level Accreditation Training
London, UK

May 2011

6

Writing Winning Proposals
Kettering, UK

May 2011

11-12

Solution Selling
Kettering, UK

May 2011

17-18

 

APMP Accreditation  •  Bid Training  •  Process Development  •  Proposal Consultancy

shipleywins.co.uk
+44 (0) 1935 434 333

Shipley is one of very few training and consultancy 
companies in the world that specialises in helping 

its clients in all aspects of business winning. 

Writing Winning Proposals
Surrey, UK

Jun 2011

14-15

Writing Winning Proposals
Netherlands

Jun 2011

15-16

APMP Foundation Level Accreditation Training
Netherlands 

Jun 2011

22

http://www.shipleywins.co.uk
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Chief Executive Officer 
Betsy	Blakney,	PPF.APMP

Chief Operating Officer 
Amy	McGeady,	Ph.D.,	AM.APMP

Secretary 
Colleen	Jolly,	PPF.APMP

Education Director 
Beth	Wingate,	AF.APMP

Strategic Initiatives Director 
Bobbie	O’Brien,	AF.APMP

Past CEO 
Kirste	Webb,	AF.APMP

Regional Director (Europe/Africa) 
Christopher	Kälin,	AM.APMP

Regional Director (Asia/Australia) 
Nigel	Dennis,	AM.APMP

Regional Director (North/Midwest US) 
Matt	King

Regional Director (Northeastern US) 
BJ	Lownie,	PPF.APMP

Regional Director (Southeastern US) 
Amy	Mills,	AM.APMP	

Regional Director (Southwestern US) 
Alison	Joiner,	PPM.APMP

Board Member Emeritus 
Stephen	P.	Shipley,	F.APMP

APMP Perspective and Professional Journal Editor 
Ali	Paskun,	AF.APMP

Executive Director 
Rick	Harris

Marketing Communications and Member Services Director 
Suzanne	Kelman,	AF.APMP

Chief Financial Officer 
David	Winton,	F.APMP

Accreditation Program Director 
Charlie	Divine,	PPF.APMP

Our mission is to advance the arts, sciences, and technology of new business acquisition 
and to promote the professionalism of those engaged in those pursuits.

https://apmp.site-ym.com/?page=apmpBoardOfDirectors
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Colleen Jolly
Managing Director
colleen@24hrco.co.uk
81 Oxford St
London W1D 2EU
United Kingdom

+44 (0) 7593 233348
www.24hrco.co.uk

Dennis Fitzgerald
President
Dennis@24hrco.com
6521 Arlington Boulevard
Suite 501
Falls Church, VA 22042

+1 703 533 7209 (t)
+1 703 533 3959 (f)

www.24hrco.com

US Services UK and the Rest of the World

New Location

from text or idea through concept to completion

Irit num venit vero con vendiam quisi blam ver si. Ecte verci tem ipsum nulputet ut iriustrud essit 
numsan henis alit landio conumsan utpat. Ullupta tissit am quat aut venim illandrer alismodigna feui 
blandre dolestisl incilit, consequat. Duip esequip suscilit num in henim ex ex eumsan vercilit ut 
lamconsequam ilisisi.
Accum ilisl eliquam quismod dolortio consed ea facipit lummy nulput dion ut aliquisl dolore molore 

tionulput wisisl ex etue verilluptat. Ut doloreet praesse uamcon sequatuer sis amcommy nonse molute 
et ullandrem digna feuisi. Pissi. Equis acidunt num dipismo dolorer amet alit landre vel ea at. 
Ut nostincilit ero eros nullaortio odipsum sandionsenim ex eugiat. Os dignis dolore volor aliquamet 

augue doloreet at iusto consequ atincipit, summodo odolorercil dolesto ea feu feuisl dolore deliquisis 
am, quiscidunt lut ut luptat, veraesequat lorer sequat aut alit praesed dipit wismodo lortie dolore 
faccum el er aut augue dolortie feugue do duisi tem erci tie magna faci tem quat. Unt nibh el del utat. 
Im eu facilissi. Tat. Re erostrud tet luptatu msandre delendre min henis augait praesto cor ipis dolutat. 
Ad tie tat dolenim nisl utem volore duisissi. Equat. Ut ut aliquatum accum illamet nos augiam in euis 
et, veliquam, siscini ssectem ipsusci liquat ex enibh esse verostie vullam dunt accumsan volutat 
nonulputem vullaor in et auguero commy nos dolorpe riuscid uissectem iriuscipit wisit augait essecte 
consenit prat amet dolum zzrit ullamet iuscin ullamco nsectet ummodolore do core magna con henis 
et velent acillan henim vero et vendit volorem illaoreet, 
voloborem vulput lam veriliquat verosto dolore feu facidunt lam inibh et adit acin veliquam, velenit 

wis ad doluptat, quip et, si. Magnismolor suscilis ad tem zzrit alit wis nonse mincidunt am dit la 
feugait praessequis at atin utat. Pat et eummodolor adit vel ulputet ute magna facilit veraesecte dit 
autpat nisim nonulla orpercil dolortie vel ulla consequi tat.niscipsum irillutpat. Im etum quat, 
consectet am iusting ex eu feuisim dolore mincipit am nim alit alisse feu feugiam consequatisi elit 
augiat. Si el erat venisi. Em duipit wis eriuscidunt nullaorper sum quatie magnit veliscipit ut ut adio 
commy nis num dolorem doloreet nim aliquip er sustrud magniat. Volute dio exerci blan hent aut 
nosto exerost ionsequatem del incillute doloboreet estie ver iusto consequisim eugue min vullan er 
iusciliquis et atin venit vulla at, quat acip exer alisi. Cummy nis er sumsan enim iurerit, sequamcore 
magnim nonse tem vel iurem dolorem dolummo loborer aestie del ulla augiam, veliquisci tat num 
vent wisismo  oloreratum zzrillu ptatummy nis nonummod molorperosto enis aliquipit vulla feuipit 
alis dolore exero core dolortis autem quisim amet, suscincip ex elesequ amconum quamet, venim zzril 
exeraesto odipis aut ulput iriure ex eratie velessecte tationsequis at alis ex exero odigniat. Ut ad do 
eum diamcommy nisi bla corper augait lortinim illaorper se magniscidunt am, vullandrer ipit niscipi 
sciliqu atuerosto exer si tie eugait ipit alit vulluptat.
Lamconsecte dolesent diam, consed molese dolorti onsequamet lummolessi. Iscin et ea feum quis 

nonum dit ero ex er iusciliqui eliquisis ad dionummy nulla feugiate miniatum deliquatie tio dunt 
veriureet, venismodit wis atum zzrillum dolobore commod eu feugiat. Olorer in veliquat, si.Veliqua 
mconsectet alisi et acilis euissenim quis ea atie velenim ip ea adiametum vel et adiam, sum ing esed 
magnism oloborperil ipismodolum quipit alit autat irilit utpat. Duisim dolorpercil do odipsum dipit 
wis autatem incin utpat. An ute ea aut atinibh euisl ip eu feummol ortincil erat nim doloreet velit 
pratie ex eu faccummy nos doluptatie digna augiamcorem essi blaor alit vullaore eraesendit nostrud 
tio consequ issectem vulla am ex eraesse volobor perciduisi.
Ecte feugait ullandre dunt lan utat, sed eugiat alismolorer seniatue et lor si. Feuguer iustie tat, 

vullummy nit nos augait nostie vero ex esequis alis ex et ad ming et, quam ea core magna faccum ing 

Ut nostincilit ero eros nullaortio odipsum 
sandionsenim ex eugiat.

xxxx

Ectem quat. 
Irit num venit vero con vendiam quisi blam ver si. Ecte verci tem ipsum nulputet ut iriustrud essit 

numsan henis alit landio conumsan utpat. Ullupta tissit am quat aut venim illandrer alismodigna feui 
blandre dolestisl incilit, consequat. Duip esequip suscilit num in henim ex ex eumsan vercilit ut 
lamconsequam ilisisi.
Accum ilisl eliquam quismod dolortio consed ea facipit lummy nulput dion ut aliquisl dolore molore 

tionulput wisisl ex etue verilluptat. Ut doloreet praesse uamcon sequatuer sis amcommy nonse molute 
et ullandrem digna feuisi. Pissi. Equis acidunt num dipismo dolorer amet alit landre vel ea at. 
Ut nostincilit ero eros nullaortio odipsum sandionsenim ex eugiat. Os dignis dolore volor aliquamet 

augue doloreet at iusto consequ atincipit, summodo odolorercil dolesto ea feu feuisl dolore deliquisis 
am, quiscidunt lut ut luptat, veraesequat lorer sequat aut alit praesed dipit wismodo lortie dolore 
faccum el er aut augue dolortie feugue do duisi tem erci tie magna faci tem quat. Unt nibh el del utat. 
Im eu facilissi. Tat. Re erostrud tet luptatu msandre delendre min henis augait praesto cor ipis dolutat. 

Ut nostincilit ero eros nullaortio odipsum 
sandionsenim ex eugiat.

xxxx

Gait wis er autem niscipsum irillutpat. Im etum quat, consectet am iusting ex eu feuisim dolore 
mincipit am nim alit alisse feu feugiam consequatisi elit augiat. Si el erat venisi. Em duipit wis 
eriuscidunt nullaorper sum quatie magnit veliscipit ut ut adio commy nis num dolorem doloreet nim 
aliquip er sustrud magniat. Volute dio exerci blan hent aut nosto exerost ionsequatem del incillute 
doloboreet estie ver iusto consequisim eugue min vullan er iusciliquis et atin venit vulla at, quat acip 
exer alisi. Cummy nis er sumsan enim iurerit, sequamcore magnim nonse tem vel iurem dolorem 

win more business

consulting:
• Direct consulting services for graphics conceptualization, graphic design/production and 

desktop publishing. We act as the production department for small to medium companies 
while also acting as surge or specialized support for larger companies. 

    

training:
• Instructional seminars and workshops designed to give your team a decisive edge in 

winning bids. We work with your team in a group or one-on-one environment to improve 
graphics and conceptualization as well as desktop publishing skill sets. 

...bid-winning proposal graphics

http://www.24hrco.com
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General Information

Membership
The people of APMP are some of the most resourceful profes-

sionals in the business world today. We invite you to join us and 
discover how we can help you pursue new horizons in proposal 
excellence. To access a New Member Registration Form, renew 
your membership, or find information on becoming a Corporate 
member of APMP, please visit the Website (www.apmp.org), and 
click on “Membership.”

Membership in APMP is $125.00 (USD) per year, renew-
able on the anniversary date of joining the Association. Retiree 
and (full-time) student membership dues are $75.00 (USD) per 
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By Wendy Frieman, PPM.APMP

No one wants to lose, and no one wants to talk about 
losing. It is like talking about death.  But failure can be an 
effective teacher.

Most proposals are losing proposals—a statistical fact that 
is often ignored. But this does not mean that the participants 
are losers. Consider the career of Mike Krzyzewski (Coach 
K), a basketball legend who inspires his players to greatness. 
Under his direction, the Duke University basketball program 
has become one of the most successful in the history of the 
sport. Coach K has been selected as National Coach of the 
Year 12 times and has been inducted into the Basketball Hall 
of Fame. By any objective standards, he is a winner. Yet 31 
of his 34 seasons at Duke have ended with a losing game. 
After all, at the end of any season, only one team wins. In 
proposals, as in basketball, there is just one winner. Even in 
the case of large contract competitions, which sometimes do 
result in more than one winner, the subsequent delivery or 
task order competitions narrow the field down to one. 

Learning 
From Losing
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Why Talk About Losing?
The reasons to study losing are numerous and compelling. The 

first is that uncomfortable statistic: most proposals lose.  There-
fore, all proposal professionals experience a loss at some point.  
In fact, corporations already accept the fact that losing is inevi-
table, and that is why the values of opportunities in the pipe-
line are weighted according to win probability. No one would 
believe a forecast if it assumed a 100-percent win probability 
for all opportunities in the pipeline. Of course, at the level of 
the individual deal and the individual proposal team, everyone 
involved has to believe that winning that particular deal is at 
least possible, if not likely.

If losing is inevitable, it is imperative that proposal profes-
sionals find a way to deal with it and ultimately benefit from it. 
Instead, many proposal professionals—and managers, executives, 
subject-matter experts, and production staff—bypass the oppor-
tunity to learn from a loss. Individuals and the organizations they 
work for try to forget about it, deny it, rationalize it, blame it on 
something, or engage in unyielding self-criticism. 

Moreover, losing is important because, for both psychological 
and cognitive reasons, failure is a better teacher than success. Most 
people know this instinctively from their own experience, and 
it is substantiated in empirical studies (Edmondson, The Hard 
Work, 2005; Ulmer 2006). Errors “provide a ‘clear signal’ that 

facilitates recognition and interpretation of otherwise ambiguous 
outcomes,” and failure “provides a ‘learning readiness’ . . . diffi-
cult to provide without a felt need for corrective action” (Sitkin, 
1996).  In a study of the neurological foundation of learning, 
Jonah Lehrer observes, “Unless you experience the unpleasant 
symptoms of being wrong, your brain will never revise its models. 
Before your neurons can succeed, they must repeatedly fail. There 
are no shortcuts for this painstaking process.”  (Lehrer 2009)  In 
the final analysis, proposal professionals are lucky because the 
events from which people learn the most—losses—are ones that 
they will inevitably experience.

Finally, losing merits attention because learning from failure 
is difficult and must be approached in a careful and sometimes 
counterintuitive way to be successful.

This article sets forth four steps that facilitate learning and 
growing after a loss. It examines the literature that documents the 
approach to failure in other contexts (health care, aviation safety, 
entertainment, foreign aid, and military training) and explores 
the reasons why organizations find these steps so difficult to 
implement. For each such reason, the article presents remedies 
and techniques that proposal teams can use. Finally, it addresses 
the need for a code of conduct after a loss. 

If losing is inevitable, 
it is imperative that 
proposal professionals 
find a way to deal 
with it and ultimately 
benefit from it. 
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The Four-Step Process
Proposal and capture teams need to go through four steps to 

benefit from a loss. These steps are based on common sense, 
observation of how proposal teams behave, and insights gleaned 
from literature from other disciplines. They are derived from, 
and align with, the following process developed at the Center for 
Creative Leadership: “exploring, reflecting, and projecting” (Ernst 
2006). The four steps are:
1. Find out what happened
2. Determine causality (i.e., determine which events, decisions, 

or thought processes were actually responsible for the loss)
3. Take action, if appropriate, based on lessons learned
4. Let go and move on.

Each step must be performed sequentially to be effective. When 
teams rush the process, they are likely to err in either their analy-
sis or their corrective measures. What actually happened must be 
determined before the question of causality is tackled, because of 
the many unfortunate events that can occur during a proposal 
only a subset constitute the actual cause of the loss. Taking action 
needs to be postponed until all the fact-finding and analysis are 
done; otherwise, teams are likely to take the wrong action. Try-
ing to move on without completing the first three steps leaves 
participants with a nagging sense that there are loose ends, and it 
saps energy from future endeavors.

Each step, though fairly simple in concept, is often performed 
in the most superficial way in both large and small companies—
if at all. 

Step One: Find Out What Happened
This step sounds straightforward. In fact, it is an emotionally 

challenging and intellectually demanding task. The team must 
dispassionately review the entire history of the procurement. 
They must ask detailed questions and dig into the specifics of 
the deal without assigning blame or trying to settle old scores. 
It means carefully examining the relevant documents, includ-
ing capture plans and briefings, the presentations prepared for 
gate reviews, teaming agreements, solution charts, color-team 
review inputs, and the proposal itself. It takes time and attention 
to detail, and it depends heavily on documentation. Without an 
audit trail, those conducting the assessment have to rely on inter-
views and the vagaries of human memory, and the process will 
take much longer.

Proposal professionals depend on best practices and repeatable 
processes, but each opportunity is unique, and each post-loss 
fact-finding exercise is also unique. Thus, although it is tempting 
to use a checklist to complete the post-loss analysis, overly rigid 
analysis will prevent the team from uncovering what really hap-
pened. A variety of approaches are worth considering, and which 
is best will depend on the specific opportunity. One approach is 
to assess events according to function:  pricing, customer rela-
tionships, solution, etc. Another is to approach the opportunity 
from a chronological perspective. A third is to look at critical 
decisions that were made along the way. This is a time to ask 
tough questions and challenge accepted wisdom about corporate 
policies and established routines. The best practice in the world 
might not have been the right one for this specific opportunity. 

Taking action needs to 
be postponed until all the 
fact-finding and analysis 
are done; otherwise, 
teams are likely to take 
the wrong action.

Find Out What 
Happened

Determine 
Causality

Let Go,
Move On

Take Action
(if appropriate)
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Step Two: Determine Causality
The second step is to determine the underlying reason or rea-

sons for the loss. This means going through the long list of events 
assembled in Step One and determining which actually caused 
the loss. Determining causality is not the same as conducting 
root-cause analysis. The distinction is subtle but important. 
Root-cause analysis gets to the core of why a specific event turned 
out differently than desired. But that particular event, however 
unfortunate, might be unrelated to the loss. Confusing correla-
tion and causation is a common error made by proposal teams 
after both wins and losses. Interestingly, it is also made when 
studying successes in general. Jerker Denrell highlights the pit-
falls of perceiving causation where it does not exist through an 
absurd example involving successful executives. All successful 
executives have one thing in common: They all brush their teeth. 
Of course, so do unsuccessful executives. So, tooth-brushing does 
not necessarily result in success (Denrell 2004). In the proposal 
environment, it is easy to assume that the team won because of 
a highly technical and well-documented solution. Yet the team 
might have actually overcomplicated the problem and won in 
spite of the solution and not because of it. It is even easier to 
jump to these types of conclusions after a loss.

How can teams determine causality? First, do the work required 
to get through Step One and do not stop until it is done thor-
oughly. Second, get a formal debrief from the customer and put 
that debrief in context. Most teams that do not do the analyti-

Get a formal debrief  
from the customer  
and put that debrief  
in context

Information from the debrief 
has to be weighed fairly and 
rigorously against all other 
data points collected during the 
post-loss analysis.

Former government contracting 
officers offer the following 
suggestions to maximize the value 
of the debrief:
• Be a good loser. Behave in a 

respectful, friendly manner. Hostility 
will work against the chance to get 
useful information. Let the Government 
know that you are there to learn. Not 
only will you stand a better chance 
the next time—you could distinguish 
yourself from the other losers.

• Remember that the decision will not 
be reversed at the debrief. If there 
are legitimate grounds for a protest, 
they need to be explored through 
legal channels in accordance with 
the FAR. Do not try to argue that 
your proposal should have been 
the winning one. It was not.

• Select the participants carefully (within 
the constraints established in the RFP).  
Bring people who will really listen 
rather than talk. Participants should be 
able to repeat what they have heard 
without filtering or exaggerating.

• Know your proposal intimately so 
that when the Government refers to a 
strength or weakness, you will be able 
to tie it to a proposal section. If you 
know the proposal well and cannot 
make the connection, ask for specifics. 

• If you have not been to a debrief before, 
role play and rehearse ahead of time.

• Prepare. Ask who will represent the 
Government at the debrief, and make 
sure that you are familiar with FAR 15.5, 
which stipulates what the Government 
is required to provide at a debrief.
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cal homework described in Step One rely disproportionately on 
the customer debrief. Information provided at a debrief might 
explain or lead to an explanation of the underlying reason for the 
loss, but it might not. Debriefs are inherently contentious events. 
Both sides enter the discussion with apprehension. Some bidders 
are tempted to defend their proposal; some argue with the gov-
ernment contract staff. Very few people, including mature pro-
fessionals, take criticism well. Even if everyone involved remains 
calm, it is not always easy to get to the underlying reasons. Some-
times the evaluation of the proposal appears to be based on gen-
eralities rather than specifics. And government customers are sub-
ject to the same psychological biases that affect proposal teams. 
Sometimes different government opinions have to be reconciled, 
and the final decision might not reflect the range of views on a 
proposal. At the same time, customer debriefs often reveal legiti-
mate shortcomings of the proposal or the solution. Nonetheless, 
even if all debriefing material can be taken at face value, it has to 
be carefully weighed.

Ultimately, the information from the debrief has to be weighed 
fairly and rigorously against all other data points collected dur-
ing the post-loss analysis. It is a set of data points. It can neither 
be entirely ignored nor taken entirely at face value.

Determinations of causality will always be partially subjec-
tive. Yet thorough documentation and careful analysis by indi-
viduals with both experience and good judgment can reduce the 

degree of subjectivity. 
Once the team has determined the cause of the loss, it is 

equally important to assess other perceived failures, errors, mis-
calculations, or problems with the process. Just because those 
events did not lead to a loss this time does not mean that they 
do not merit attention. They might cause a loss the next time. 
In assessing these other events, it is important to get different 
perspectives. Was the event a function of unique circumstances, 
or did it reveal a systemic weakness? The author and journalist 
Alan Beattie recalled a biologist telling him that all biologists 
could be categorized as either “lumpers” or “splitters” (A. Beattie 
2009). Lumpers tend to group things together and develop rules 
to explain that group; splitters see each event as unique and in 
a specific context. In a post-loss analysis, both perspectives are 
needed. Some events are flukes. Others are part of a pattern. 

Conversely, there are instances when a loss is not the result 
of a failure or mistake. This is a critical determination because, 
if this circumstance is not correctly identified, teams might try 
to fix what is not really broken, and they might discard valu-
able processes, techniques, and potentially reusable proposal 
content. Many proposal professionals instinctively assume that 
there is always a way to win in any situation. But this is not 
always true. No team has perfect knowledge and uncontrollable 
events do occur. 

Once the team has determined 
the cause of the loss, it is 
equally important to assess 
other perceived failures, errors, 
miscalculations, or problems 
with the process.

There are instances when 
a loss is not the result of a 
failure or mistake.
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Step Three: Take Action
The work entailed in Steps One and Two is demanding on 

many levels. Yet it is not worth doing unless the organization is 
prepared to follow through on the remaining steps. Investing the 
resources required to acquire knowledge but then failing to follow 
up on it has repercussions for organizational efficiency and team 
morale. Analysis must be followed by action. The most efficient 
way to approach this step is to examine all the events discovered 
in the previous two steps and categorize them. (This is when to 
get the “lumpers” involved.) Most proposal errors, failures, and 
weaknesses fall into one of the following categories:
• Weak leadership
• Errors in judgment
• Inadequate procedures
• Procedures not followed
• Having the wrong person fill a role
• Not assigning enough people to a particular function
• Inadequate technology (for collaboration, production, etc.)
• An insufficient proposal budget
• Poor planning and scheduling
• Insufficient or inaccurate customer knowledge
• Inadequate information about the competition.

Once this list is compiled, it is important to get the perspective 
of the “splitters.” This is because an action-item list, the output of 
Step Three, should be driven by systemic weaknesses or flaws, not 
one-time events that are unlikely to occur again. The splitters can 
identify the unique events. Some examples include:
• The competitor made two acquisitions that added 

critical capability late in the proposal cycle.
• Important decision-makers in the customer organization 

were removed from the process due to unforeseeable 
events after the proposal was submitted.

• A natural disaster, such as a blizzard or a flood, prevented key 
players in the proposal process from attending orals rehearsals.
No organization can develop processes that anticipate all con-

tingencies, and no organization can afford to go down that road. 
However, many proposal events reveal systemic flaws, and these 
form the basis for the action-item list. Although priority is neces-
sarily attached to the events that actually resulted in the loss, oth-
er weaknesses or problems can be of equal importance. Resources 
are finite, and not every flaw can be addressed. 

Items on the list can include training, hiring, firing, acquir-
ing new technology, reassigning personnel, and developing new 
approaches to customer intelligence gathering, to name just a 
few. A professional must take ownership of the action-item list 
and, for each action, identify the following:
• What needs to be accomplished
• What the interim steps are
• What the relevant milestones and deadlines are
• How the team will know when the problem has been fixed
• Who will be responsible.

Whoever owns the list needs to schedule regular meetings until 
all the action items are addressed.  Because taking action always 
demands resources above and beyond what was planned for, 
senior leadership buy-in and support are critical. 

Senior leadership 
buy-in and support 
are critical.
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Step Four: Let Go and Move On
Conscientious professionals always want to learn more, but the 

amount of useful knowledge that can be gleaned from revisit-
ing the same ground over again diminishes after a certain point. 
Strong leaders know when to stop. It will be easier to move on if 
the analytical work of figuring out what happened and the fol-
low-up work of changing whatever needs improvement are com-
pleted. Loose ends make it difficult to take on a new challenge. 

This is a good time to make sure that the housekeeping is done. 
Create any additional proposal copies required for the archives, 
consolidate and label files, close down Websites or collaborative 
work spaces, and so forth. Clear out the proposal room, just as 
the crew starts striking the set the same night of a play’s last per-
formance. Small symbolic actions reinforce closure and make it 
easier to turn to a new page. 

Finally, senior managers should recognize the hard work and 
sacrifices of the team. Losing is rarely the result of intentional 
error or negligence, and recognition is all the more important 
when there are no bonus pools or other tangible rewards. 

Obstacles and Remedies
Each of the four steps described above is based on logic and 

common sense: determine what went wrong, and fix it. Why 
do so few organizations take these steps? It is because there are 
serious obstacles fighting against them. In effect, proposal and 
capture teams have to climb steep mountains to accomplish each 
one. 

To understand why these mountains are so high and what 
has to be done to climb them (as opposed to circumnavigating 
them), it is useful to examine other arenas in which failure occurs 
and to see how people and organizations address them. These 
include the broader business world (Argyris 1990, Baumgard 
2005, Bazerman 2002, Cannon 2001, Denrell 2004, Fiske 1984, 
Garvin 2005, Huber 1996, Janis 1989, Michael 1977, Russo 
1990, Sutton 1987, Tavris 2007), health care (Deis, Edmondson 
2005, Edmondson 2004, Tucker 2003), the military (Depart-
ment of the Army, Army ROTC), foreign aid (US Agency for 
International Development), aviation safety (National Transpor-
tation Safety Board), manufacturing (Liker 2003), group dynam-
ics, (Bridges 2003, Ernst 2006) and engineering (Drucker 1985, 
Petroski 1992, Kelly 2001). Few other situations in business—or 
in life—are directly comparable to the experience of proposal 
teams, which operate in winner-take-all situations. Yet, concepts 
and ideas from these other fields and disciplines have much to 
offer if they are applied selectively. The fact that these concepts 
have been studied and tested on larger populations and over a 
longer period than would be possible in the proposal environ-
ment makes them all the more compelling and worthy of our 
interest. 

The experience of professionals in other fields suggests that 
there are at least eight different reasons why companies do not 
learn from losing proposals: 
1. Time and personnel constraints
2. Fear of exposing errors
3. Focusing on the symptom rather than the disease
4. “Workaround syndrome”
5. Cognitive and psychological biases
6. Focusing on how, rather than why
7. “Analysis paralysis”
8. Staying stuck in the past.

Each obstacle can be overcome once it is acknowledged and 
understood. Each is explained in brief and followed by a sug-
gested remedy below.

Senior managers 
should recognize 
the hard work 
and sacrifices  
of the team.
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Time and Personnel Constraints
One of the many reasons why so-called lessons-learned exer-

cises turn out to be neither lessons nor learned is logistical and 
practical: time constraints. Because each opportunity is different, 
understanding what happened demands attention to detail, and, 
if time is in short supply, that level of attention will be insuf-
ficient. According to Amy Edmondson of Harvard Business 
School, “conducting an analysis of a failure requires a spirit of 
inquiry and openness, patience...”.

However, most managers are rewarded for decisiveness and 
efficiency rather than for deep reflection and painstaking analysis 
(Edmondson, The Hard Work, 2005). The fact that failure is an 
unpleasant topic only increases the likelihood that participants 
will rush through the analysis. Lack of knowledge and experi-
ence are also very real challenges. Because each opportunity has 
to be seen in context, the details, some of which may be techni-
cal, matter. If a corporation assigns whatever senior staff member 
might be available to conduct the analysis, that individual might 
not have the requisite knowledge and experience. Root-cause 
analysis demands objective, rigorous thinking by people who are 
not afraid to question traditional wisdom. Furthermore, a careful 
analysis of everything that happened requires contributions from 
everyone who played a significant role, including the business-
development team, the capture team, finance, legal, engineering, 
and so forth. Time and personnel constraints are intensified by 
poor documentation. Often the key decision points in a capture 
and proposal effort are not recorded accurately in the records and 
have to be recreated based solely on human memory.

How can these constraints be overcome? There is no pana-
cea for a company unwilling to spend the time or assign the 
appropriate people to learn from mistakes. Time and resource 
constraints have to be addressed by senior management. Profes-
sionals will spend time on activities that are valued implicitly in 
the corporate culture and explicitly through tangible and intan-
gible rewards. Good records are not difficult to create, and this is 
one area in which proposal and capture teams can take corrective 
action that will help in the event of either a loss or a win.

The fact that failure is  
an unpleasant topic  
only increases the 
likelihood that 
participants will rush 
through the analysis.
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Fear of Exposing Errors
A second barrier to exposing the entire history of the oppor-

tunity, which is the first step on which all the subsequent ones 
depend, is the fact that people, reluctant to reveal their mistakes, 
devise elaborate ways to disguise them (Argyris 1985, Michael 
and Mirvis 1977, Sutton 1987, Michael 1977). Organizations 
face a difficult balancing act with respect to accountability. With-
out clear lines of responsibility, there is little incentive to avoid 
errors, and few organizations are willing to espouse a policy of 
tolerating error. However, if accountability and personal respon-
sibility become the basis for assigning blame, a culture of fear and 
finger-pointing develops and precludes identification of serious 
problems that need attention (Edmondson 1996). In many orga-
nizations, the lessons-learned process after losing a bid becomes 
an opportunity to assign blame.

The way to overcome a fear of exposing errors is first to rec-
ognize that corporations already tolerate some degree of error. 
Otherwise, everyone who worked on a losing bid would be fired, 
and all opportunities in the pipeline would carry a 100-percent 
win probability. But there is a difference between accepting errors 
implicitly and creating a culture where they come to light in a 
productive way. There needs to be enough acceptance of exposing 
errors that the facts will come to light without creating a climate 
where persistent errors are accepted as a matter of course. 

Three concepts from other fields can be adapted to address the 
fear of exposing errors: (1) the idea of just culture, a term used in 
the medical community to address errors; (2) a methodology for 
setting boundaries; and (3) the concept of small failures. 

Just Culture 
The just culture concept originated in aviation safety and has 

since been adopted by the medical community. It is a philoso-
phy that “seeks to balance system and individual accountability 
for patient safety and to base disciplinary action on behavioral 
choices. . . . A nurse misreads the label on a medicine vial and 
gives the patient the wrong drug. She is not incompetent, merely 
human. A just culture recognizes this and attempts to reorganize 
the system so human errors are trapped before they reach the 
patient” (Decker 2007).

Just culture classifies different types of errors and addresses 
them with appropriate responses. In medicine, these classifica-
tions are human error, at-risk behavior, and reckless behavior. In 
the proposal environment, an example of human error is the kind 
of mistake an author or desktop publisher makes after working 
too many consecutive hours without enough sleep. Introducing 
new concepts into a proposal without vetting them through the 
leadership team is an example of at-risk behavior. And leaving a 
copy of the proposal in a place where it could be seen by competi-
tors clearly constitutes reckless behavior. By classifying proposal 
errors, organizations can develop more effective responses instead 
of assigning blame and applying a standard remedy regardless of 
the classification or the context.
Setting Boundaries

Setting boundaries follows logically after errors have been clas-
sified. These boundaries have the paradoxical effect of reducing 
fear rather than increasing it. If people do not know where the 
boundaries are, they will be even more reluctant to reveal the 
facts about what has happened because they are unsure what is 
inside and outside the boundary of acceptable conduct. When 
unacceptable behavior is clearly defined, events that do not fall 
into that unacceptable category are more likely to come to light 
during a lessons-learned process. If it is not defined, errors that 
need to be corrected might remain forever hidden. For this rea-
son, it helps to publicize what constitutes punishable misconduct 
(Edmondson 2004). In the proposal environment, an obvious 
example of unacceptable behavior is getting lost on the way to 
deliver the proposal and failing to call for help. Another is failing 
to keep a backup copy of the proposal files.

Maintaining a just culture and defining limits provide proposal 
teams with what they really need in order to learn from mistakes: 
a safe place to fail. Implicitly we accept that there will be mistakes 
on a proposal. Otherwise there would be no need for quality con-
trol and color reviews. That acceptance needs to be made explicit 
if errors are to be uncovered in time to be fixed, whether during 
the proposal or before the next bid.

There needs to be enough acceptance of 
exposing errors that the facts will come to light 
without creating a climate where persistent 
errors are accepted as a matter of course.
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Small Failures
Creating a safe place to fail is consistent with the notion that it 

is more effective to learn from what Sim B. Sitkin, an organiza-
tional behavior expert from Duke, has described as “small losses.” 
Sitkin advocates finding small, contained failures or errors and 
using these as the basis for improving performance. Rather than 
waiting for a postmortem after the award, teams should con-
stantly look for failure and perform lessons-learned exercises on a 
smaller scale whenever there are errors that meet one or more of 
the following conditions: 
• They resulted from planned actions
• Their outcomes were uncertain 
• Their outcomes were modest in scale
• They resulted from short-duration activities
• They were relevant to the core business and 

core competency (Sitkin 1996).
In the proposal environment, the concept of small failures is 

inherent in the color-review process. If proposals were created 
perfectly the first time around, there would be no need for these 
reviews. Too often, however, the color-review process is elevated 
to the status of a large failure after which people assign blame 
rather than learn lessons. One remedy is to set clear expectations 
before the review starts and emphasize that the goal of the review 
is not for the team to come away with a perfect score but rather 
to identify areas for improvement.

Focusing on the Symptom  
Rather Than the Disease

Organizations engaged in a postmortem tend to focus on the 
symptom rather than the disease. If the proposal did not contain 
information relevant to the customer, it is easy to determine that 
the cause was an inexperienced proposal manager or proposal 
writer. In fact, the underlying reason might be that the business 
development team was never able to get good customer infor-
mation to pass along to the proposal team. This phenomenon 
of focusing on the symptom rather than the disease is compel-
lingly examined by Amy Edmondson, who writes, “When only 
the superficial symptoms of complex problems are addressed, the 
underlying problem typically remains unsolved, and even can 
be exacerbated if the solution feeds into a vicious cycle (such as 
providing food as direct aid, which relieves the starvation but 
perpetuates the problem of population growth in inhospitable 
climates)” (Edmondson 1996). 

Specific tools for performing root-cause analysis can be applied 
to get past the symptom and focus on the disease. Here again, 
the scholarly literature is useful for learning from a proposal loss. 
The root-cause analysis concept originated in manufacturing and 
is often referred to as “the five whys” because Toyota discovered 
that, on average, it took on average of five “whys” to get to the 
root cause (Casey 2008). Masaaki Imai proposed this approach 
at Toyota in the 1970s to improve the diagnosis of production 
problems. It entails continuing to ask why each event occurred 

Toyota discovered that, 
on average, it took an 
average of five “whys” 
to get to the root cause 
–Casey 2008
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until the root cause is identified. The consulting firm Critical 
Thinking defines root-cause analysis as “uncovering how the cur-
rent problem came into being. . . . You know you are done gath-
ering information when you see the complete picture of how this 
particular problem came into being and are ready to consider 
what to do about it” (Critical Thinking).

For example, perhaps the post-loss analysis reveals that the pro-
posed management team was not experienced enough to be cred-
ible to the customer. This is the time to ask the first “why.” Sup-
pose the answer is, “The top two candidates for the management 
positions were not available and could not be bid.” Then the team 
would ask the second “why.” If the answer is something like, 
“They could not get approval to get time off from their ongoing 
contracts,” it would be time to ask yet another “why.” Suppose 
the answer to that is, “Their managers did not see the value in 
their participation in the proposed project when compared with 
keeping them billable on current work.” Now it would be time 
for one more “why.” The answer to that might very well be, “No 
one from senior management called the supervisors to explain 
that this was a ‘must-win’ or offered any assistance in filling the 
gap that would be created by the candidates’ absence.” This is a 
real-world example of a root cause, and it is a problem that can 
be addressed or avoided the next time. Ironically, many proposals 
include a detailed description of root-cause analysis, as it is used 
in the management of information technology resources, but the 
same teams that developed those very proposals do not use the 
technique to analyze their own experiences.

The U.S. Army has a detailed manual that prescribes the steps 
for an after-action review  (Department of the Army HQ 1993, 
Army ROTC), as do other US government agencies (Edmondson 
The Hard Work 2005, National Transportation Safety Board, U.S. 
Agency for International Development 2006, Deis). 

Because of biases that the members of the proposal teams them-
selves might not recognize, it helps to have an experienced facili-
tator manage the root-cause process. Moreover, conversations 
about personalities, work habits, competencies, skills, knowl-
edge, and experience can enter into the root-cause analysis. These 
are sensitive topics, and the entire exercise can easily degenerate 
into assigning blame unless there are clearly stated and enforced 
rules of the road and one or more neutral observers. 

The Workaround Syndrome 
Proposal professionals become adept at addressing the immedi-

ate problems, even to the point of not recognizing whether those 
problems are related to an underlying root cause. When I worked 
in an office where the humidity was so high that it warped the 
paper, I regularly bought paper just before the proposal was print-
ed and kept it at home. After a while, it was just part of the rou-
tine, and I stopped seeing it as a problem. This phenomenon is 
also seen in the hospital environment, where nurses pride them-
selves on acting independently to find whatever the patient needs 
rather than taking action to identify, much less fix, underlying 
organizational problems. A study of one hospital found that, 
rather than raising questions about their hospital’s linen-delivery 
service, nurses paid for taxis to deliver the laundry when there 
was no clean linen in the hospital closets (Tucker 2003 p. 60). 
Inherently valuable qualities in a professional, including commit-
ment to a goal, vigilance, accountability, and independence, can 
work against identification of areas where the organization could 
improve (Tucker 2009).

Addressing the workaround syndrome is not inherently dif-
ficult once it is recognized. One approach is to create a “park-
ing lot” where people can document their workarounds. This 
could be a Website or simply a bulletin board. When members 
of the team have downtime during or between proposals, they 
can address the underlying problems that resulted in the need 
for a workaround. The proposal business has peaks and valleys, 
and virtually everyone has downtime. Workarounds will not get 
addressed unless there are incentives for team members to use 
downtime in a productive way.
Cognitive Barriers

Even if an organization has promoted a culture of honesty 
where mistakes are dealt with openly and fairly, other deep-seated 
cognitive and psychological tendencies make it extremely diffi-
cult to gain a clear understanding of what transpired. One bias 
that is easy to observe and understand, and has long been studied 
by psychologists, is cognitive dissonance. When a person’s firmly 
held beliefs are contradicted by actual events, that person tends 
to not change his or her beliefs but rather to rationalize them 
and find ways to reinforce them. Reviewing what has happened 
to us is not “like replaying a tape. Rather . . . it’s ‘like watching 

create a “parking lot” 
where people can document 
their workarounds
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a few unconnected frames of a film and then figuring out what 
the rest of the scene must have been like. . . . If mistakes were 
made, memory helps us remember that they were made by some-
one else’” (Newham 2008, Tavris 2007). Another example is the 
hindsight bias. Knowing the outcome of an event (we lost) colors 
our perception of what happened. When an unknown manifests 
itself as something tangible, it becomes knowledge; before then, 
it was one of many unforeseen possibilities. In the proposal envi-
ronment, it is easy to assume that the team should have known 
things that were perhaps unknowable and unpredictable. It is 
only in hindsight that a customer’s shift in perception appears 
obvious and inevitable.

Dietrich Dorner uses the term ballistic behavior to describe a 
very human tendency to continue on a predefined course without 
stopping to examine consequences, just as a cannonball proceeds 
to its destination without there being any opportunity for us to 
control its course. Ballistic behavior preserves our sense of com-
petency. However, because our knowledge is always imperfect, 
“we have to be able to adjust the course of our actions after we 
have launched them; analyzing the consequences of our behavior 
is crucial for making these ex-post-facto adjustments” (Dorner 
1997). This behavior regularly plays itself out in the proposal 
world, since time pressures add to the desire to stay on a pre-
defined course of action even if it is not the right one. 

Other biases, well documented in the management-science and 
organizational-development literature, include denial, presumed 
associations, irretrievability, misconceptions of chance, overconfi-
dence, positive illusions, egocentrism, and the confirmation trap. 

Each of these can contribute to a misperception and misrepre-
sentation of what actually occurred (Bazerman 2002). Although 
these biases have traditionally been studied from a behavioral per-
spective, neuroscientists, through the use of magnetic resonance 
imaging, are now starting to understand the parts of the brain 
that contribute to decision-making. The physiological research is 
certain to offer more effective ways of understanding these cogni-
tive processes. 

Biases and preconceptions can preclude an accurate depiction 
of the actual proposal events. Everyone has attended a meeting 
or observed an event only to find later that their own recollec-
tion of the same occurrence differs markedly from that of other 
attendees. The high stakes in a proposal environment, when jobs, 
revenues, careers, promotions, and the financial future of the 
organization may hang in the balance, undoubtedly intensify the 
likelihood that one or more of these biases will color the analysis. 

What can proposal teams do to compensate for cognitive 
errors? There is no simple remedy for overcoming thought pat-
terns that are deeply established in our subconscious. Awareness 
is the first step. Recognition of the cognitive and psychological 
biases that color our judgment can minimize their influence. 
Involving neutral (but experienced and knowledgeable) observ-
ers in the post-loss process can also partially offset many of the 
analytical biases that result in incorrect conclusions. Thus, when-
ever possible, it is advisable to have a qualified professional from 
outside the organization complete an independent audit of all the 
proposal documents and conduct interviews with participants. 
Although no account of what transpired will ever be completely 

(ballistic) behavior regularly 
plays itself out in the proposal 
world, since time pressures 
add to the desire to stay on 
a predefined course of action 
even if it is not the right one.
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free of bias, an outside observer is less likely to share the biases 
and preconceptions of the proposal team and the managers inside 
the organization. Of interest to organizations truly committed to 
learning is the formal “metacognition” process, which is aimed at 
educating decision-makers to improve their ability to recognize 
and correct their biases. Another approach is to ensure that key 
players on the team get regular feedback, a concept consistent 
with the notion of small losses. My own practice entails asking 
one or two people on the team to comment and critique my per-
formance along the way. At first, I do not always get a lot of com-
ment or criticism, but, if I keep asking, I do eventually receive 
feedback about my own blind spots, biases, and preconceptions.

Focusing on How, Rather than Why
It is very tempting to create new processes after a loss with 

the idea that the right process will fix all problems. The proposal 
business is, in fact, notorious for its worship of process, often at 
the expense of everything else. It is worth noting that the man-
agement-science literature shows that learning organizations tend 
to embrace principles rather than focus exclusively on detailed 
processes. Both principles and processes are important, but prin-
ciples are particularly relevant to the competitive proposal envi-
ronment because each deal is unique in its requirements, staffing, 
technology, customer preferences, and pricing, and it is unlikely 
that detailed processes can cover all the possible forms that a deal 
might take. In addition, the process without the principle is the 
“how” without the “why.” It is much easier to gain support and 
promote compliance when people understand the reasons behind 
what they are being asked to do. Principles enable a culture that 
promotes learning and improving. As Jeffrey Pfeffer and Robert 
Sutton note in The Knowing-Doing Gap, “Operating on . . . a set 
of core values and an underlying philosophy permits . . . orga-
nizations to avoid the problem of becoming stuck in the past or 
mired in ineffective ways of doing things just because they have 
done it that way before” (Pfeffer 2000). 

On my proposal teams, we often work together to create a list 
of principles. Honesty is a core value for me, and it operates at 
many different levels. It entails honesty in my communication 
with others, honesty in the assessment of the proposal by the 
review teams, and honesty in the proposal document itself, where 
we do not ever make statements we know to be false. Honesty is 
equally important in developing the price proposal. The estimates 
have to reflect an honest judgment about what it will take to 
accomplish the work. Once people understand this principle, the 
processes (e.g., the requirement for a detailed basis of estimate) 
start to make sense. Such principles may not be universally liked, 
but they cease to appear arbitrary and meaningless.
Analysis Paralysis

Walt Disney was well known for saying, “The best way to get 
going is to stop talking and begin doing.” Principles come to life 
through actions. Errors and shortcomings discovered after a loss 
can only be fixed through action, and action means activity, not 
talking or writing or briefing. The tendency to fall prey to “analy-
sis paralysis” is particularly prevalent in knowledge-intensive 
industries, where senior managers are often well-educated, intel-

ligent, and inclined to over-think, over-model, over-brief, and 
over-talk without ever taking action. Learning by doing is proven 
more effective than any other teaching method for perfecting 
job-related skills. As Pfeffer notes, “Both the evidence and the 
logic seem clear: Knowing by doing develops a deeper and more 
profound level of knowledge and virtually by definition elimi-
nates the knowing-doing gap” (Pfeffer 2000). Anyone who has 
taken proposal courses has experienced the difference between 
classroom learning and the reality of a live proposal environment, 
so learning by doing is imperative in our business. Neverthe-
less, it poses certain challenges. Apprenticeships, mentoring, and 
shadowing can be expensive. Trial and error is not an acceptable 
approach when time and budgets are constrained, as they tend 
to be during a proposal. This means that organizations have to 
find ways to take action, to test-drive new approaches, and to 
effect organizational and personnel changes before the next big 
bid and before time constraints make it difficult to contemplate 
or implement change. The implications are clear: An organiza-
tion that goes from one proposal to another without taking time 
to implement corrective actions is destined to continue repeating 
the same mistakes.
Staying Stuck in the Past 

Some teams have trouble letting go. Since organizations are 
reluctant to examine losses in detail in the first place, it seems as 
though moving on would be the easiest part of the cycle. Why 
not rush to get past something that is so unpleasant? Oddly, 
people often stay stuck, even in counterproductive and undesir-
able places. In his analysis of the creative process, Robert Fritz 
notes, “Shortly before prisoners are released, they often experi-
ence sleepless nights, anxiety, loss of appetite, and a host of other 
unpleasant feelings. This experience comes, paradoxically, after 
years of looking forward to the day when they will be released” 
(Fritz 1984).  Some people and some groups have trouble bring-
ing events to closure. Several guidelines are helpful here.

First, as noted earlier, it is easier to move on if the analytical 
work and the resulting action plans are complete. In other words, 
finish the first three steps. Second, the work must be recognized 
as complete. It might even be necessary to mark completion for-
mally with a banner, a statement, a short ceremony, or, at the very 
least, a message to all the participants. Time pressures and a lack 
of formality and ritual in the business world (and in life more 
generally) make it difficult to treat important milestones with the 
respect they deserve. 

Summary of Obstacles and Remedies 
This list of obstacles, as daunting as it sounds, is not exhaustive, 

and further research in other disciplines will certainly uncover 
more challenges. Techniques identified in this article are sum-
marized in Table 1. 

A Code of Conduct
Anyone can be magnanimous and gracious after a big win. 

It takes an extraordinary individual to demonstrate dignity and 
grace after a big loss. This is what separates the leaders from the 
managers. The leaders in other fields, such as Coach K, adhere to 
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a code. We know the right code of conduct when we see it, but 
one has never been articulated for proposal losses. Since losing is 
inevitable, it makes sense to establish a formal code. My own first 
draft of such a code consists of the following guidelines:
• Use an elevated level of courtesy and formality in all written 

and verbal communications, especially during the debrief.
• Notify everyone promptly of the loss, including 

all subcontractors and support personnel.
• Provide as much information as appropriate about 

the reason for the loss as stated by the customer.
• Initiate the four-step process immediately, and let the team 

and senior management know what is going on at each step. 
• Accept responsibility publicly for errors that have been  

accurately identified.
• Get back in the fight. Soon. 

Conclusion
Losing proposals are a fact, a reality of competition. The sci-

ence about the potential to learn from losing is equally clear: 
Failures are more effective teachers than successes. The inevitabil-
ity of proposal losses provides regular opportunities to grow and 
learn, opportunities that are often squandered. No silver bullets 
exist to reduce the amount of time, attention, energy, and skill 
that it takes to complete a true lessons-learned process. Com-
mitment to this endeavor has to come from the top, and there 
are mountains of resistance to be climbed. However, like many 
difficult undertakings, the rewards are commensurate with the 
investment required.
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Barrier Suggested Strategies

Likely to 
Occur During 
Which of the 
Four Steps?

Time and 
personnel 
constraints

• Get leadership engaged.
• Keep accurate records.
• Recognize the time and 

cost involved up front.
• Assign the best people, 

not the available people.

One and Two

Fear of 
exposing errors

• Create a safe place to fail.
• Understand and apply the 

concept of small failures.
• Clearly define 

unacceptable behavior.

One and Two

Focusing on the 
symptom rather 
than the disease

• Apply root-cause 
analysis tools.

• Use professional 
facilitators.

One and Two

Workaround 
syndrome

• Create a “parking lot” and 
return to it after the event.

One and Two

Cognitive 
barriers

• Educate for awareness.
• Implement metacognition 

processes.
• Ask for feedback 

along the way.

One and Two

Focusing on 
how, not why

• Articulate principles.
• Make sure processes 

flow from principles.

Three

Analysis 
paralysis

• Learn by doing.
• Establish apprenticeships.
• Encourage shadowing.

Three

Staying stuck in 
the past

• Finish the work.
• Use ceremony.
• Embrace formality.
• Recognize participants.

Four

Biases and 
preconceptions 
can preclude an 
accurate depiction 
of the actual 
proposal events.Table 1: Summary of Obstacles and Remedies
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Can you use baked goods to improve your proposal teamwork?   
While it did not work for Marie Antoinette, it may work for you.

This tasty and fun team-building exercise is especially for proposal writers and managers. As 
an unconventional technique for establishing a process in an “ad hoc” business development 
environment, it involves a process launch session using a cake-baking competition as an 
analogy for proposal development.  Participants compare the steps of baking a cake to 
producing a winning proposal. The comparison and competition enhance learning and the 
emotional experience increases learning retention. The entertainment value and participatory 
nature of the exercise supports the forming of consensus for a new proposal process.

Let theM   eAt CAke
Proposal Process for Your Starving Masses
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Let theM   eAt CAke
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Process Revolution
The challenge lies largely in the cultural shift the seller’s organi-

zation must make.  The effort is usually spearheaded by a minor-
ity and slowed by a majority that privately doubts its value.  This 
group resists the long process of habituation and prolongs it by 
leaving less time for proposals and defaulting to “ad hoc” to get 
them out the door.  

What if we had a quicker way to habituate process?  What if 
it was actually fun and created among staff permanent, pleasant 
associations with the steps?  What if it leveled the playing field 
for senior and intermediate proposal writers and their production 
support, and empowered them all?

Let them eat Cake
Popular history records that Marie Antoinette made her mark 

by over-simplifying a complex problem, proving herself so insu-
lated from the plight of the masses that she could not grasp the 
idea of their starvation.  

Picture the Process Manager, the Senior Proposal Manager, or 
whatever role might be at the helm of organizational change in 
a growing corporation.  This person is assailed daily with real-
ity. People hate change. The new processes are unpopular, the 
paperwork dismissed as redundant.  Passive aggressive behavior 
abounds.  The road is long and uphill.  This regent is painfully 
aware of the plight, perhaps too aware. What this needs is some 
over-simplification.

Taking a complex sales process from “ad hoc” to “repeatable and quality controlled” is sometimes said to be 
the most daunting step on the road to full optimization.  

At “ad hoc” the seller is, at least formally, unsystematic. The line of attack relies on oral tradition upheld by 
the hands-on principals and veterans who have cultivated a long history of success, failure, and techniques 
tried, then kept or abandoned.  This is small business nimbleness at its best.  But we all know that growth 
quickly shakes that nimble foundation and demands the elastic reinforcement of processes to stay standing.

When at “repeatable and quality-controlled,” the seller begins to respond systematically to customer need.  
Quality control starts to show faint glimmers of self-sustainability and the work environment, signs of a truly 
repeatable capture procedure. The jump seems undemanding, but personnel from companies who have gone 
through it report that it rarely proves that way in reality.
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Do not allow any teams 
to use the same recipe.

Proposal Cake: A New Recipe
Send out a notice of a process launch session titled, “Proposal 

Cake: A New Recipe.” Guard secrecy carefully.  Ask participants 
to bring an apron, a notebook, and a sense of humor.  

On the boardroom table provide mixing bowls, whisks, spatu-
las, spoons, and cake pans.  Flour, sugar, eggs, butter, berries, and 
chocolate can line the counter at the back wall. 

Form the teams
Break the group into proposal teams.  A group of 20 with 4 

groups of 5 is recommended; anything larger is unmanageable, 
anything smaller is not as textured with competitive spirit or a 
group atmosphere. 

Have teams identify from among their members a proposal 
manager, production support person, or any other roles your 
organization might recognize as part of proposal development.  
If there are more members, the teams can add more writers, pro-
duction assistants, or a director, who would be a senior principal 
or VP providing strategic peer review.

Have participants choose a role that differs from the one they 
normally fulfill.  This gives them the chance to experience the 
roles of other proposal team contributors.

With the teams formed, draw attention to a series of prepared 
flip charts, the first of which is titled, “Form your Proposal Team.”  
After forming proposal cake teams, participants discuss the roles, 
tasks, decisions, and tools that characterize this step in the pro-
posal process. The facilitator records the group’s comments on the 
flipcharts. This participatory technique can help create consensus 
for change in the early stages when it really counts.  See the Steps 
and Rules of the Game for further detail.

Interview the Judges  
(um…Customers)

Step 2 includes interviewing the cake judges, also known as the 
proposal evaluators.  The judges should be briefed beforehand on 
how a customer might evaluate a proposal and asked to evaluate 
cakes similarly.  They should come ready with evaluation criteria 
to save time.  Cakes can be judged on flavor and presentation.  

Teams can be judged on teamwork, role fulfillment, and cleanli-
ness or efficiency of their operation.

The judge interview should model a customer interview.  The 
challenge for the teams becomes making the best use of the time 
(which should be limited) with each judge and asking the ques-
tions that will obtain the right information about the judges’ 
tastes in cake.

Then discuss and record critical success factors for an effective 
customer interview process on the flip chart.   

Choose a Recipe
At Step 3 the groups choose their cake recipe.  Allow flexibility 

in this step so that the teams can experience the many layers of 
group decision-making.  You can provide some recipes and the 
ingredients for them, but you can also give them the option of 
finding other recipes to spice up the decision process.  

Inspire Strategy
Do not allow any teams to use the same recipe.  This restric-

tion will encourage strategic thinking, which is the beauty of the 
exercise. Judges can be encouraged to assert their own tastes in 
the process so the choice of recipe draws inspiration from the 
interview process and becomes a split-second decision requiring 
strategy.  This demonstrates the importance of understanding 
customer needs and shows how acting strategically can be urgent.  

This may turn out to be the first breakthrough moment when 
teams relate cake-baking to proposal development. 

From here the group can populate the flipcharts for the next 
three steps in proposal development: (1) choose the project (Go/
No Go), (2) define your offer, and (3) develop a win strategy.  
The facilitator should encourage the teams to absorb the judges’ 
preferences and adjust their approach to position themselves for a 
win.  Watch as competitiveness and ideas begin to flow.

Preparing the cake batter is when the real fun begins.  Give 
them only 15 minutes so the teams feel the pressure to organize 
fast.  Require them to “buy” their ingredients and record costs so 
that they can price their cakes to make a profit, also a critical step 
in the proposal process.  Consider running Red Team Reviews 
where a tasting is conducted with impartial reviewers.  



40 ProposalManagement

Baking and Wrap-up
If you can bake the cakes in your office, it reduces time and 

logistics.  A nearby bakery might be willing to help.  If you are 
working in a hotel conference room, the hotel staff might be 
equipped to help. If any participants live nearby, they can also 
be recruited to volunteer their home ovens.  Ovens can also be 
rented from caterers or appliance suppliers, but they will have to 
be set up by someone with some electrical know-how.

The 30 to 45 minutes it will take for the cakes to bake is per-
fect for wrapping up the proposal process discussion.  Identify 
the final steps, including: (1) planning the proposal, (2) writing 
the proposal, (3) reviewing and revising the proposal, (4) pricing, 
and (5) conducting a proposal debrief. 

the Use of Analogy in Adult Learning
In the ideal Proposal Cake session, you will see teams manag-

ing their win through conditioning the judges, careful pricing, 
and extras in presentation (icing, whipped cream, candies, or a 
glass of milk).  The exercise by nature encourages the forming of 
analogy, something that has been used in adult learning since the 
beginning of time, from parables to case studies. With analogy 
there is a source and a target.  By recognizing similarities between 
them, we better understand and assimilate learning of the target. 
In this case, the cake baking is the source, and proposals are the 
target.  

By compressing the process into approximately two hours, the 
technique produces an interesting effect.  Participants see a dis-
tilled flow of work and begin to understand what value each step 
has, from planning an effective customer interview to a successful 
Red Team review.  They witness decision-making, planning, and 
execution in condensed terms along the same unbroken progres-
sion, thus learning how tasks flow into each other to produce a 
predictable result.  Understandably, this demystifies the need for 
proposal process standards and reduces the fear of using them.

entertainment, emotions, and Memory
The entertainment value cannot be understated.  The friend-

ly competition with colleagues creates an emotional experience 
that amplifies learning potential and retention. Enthusiasm and 
excitement will build at about the same time the teams begin 
interviewing their judges and feeling pressured to manage their 

win.  As the facilitator you must keep this momentum going.  
The more laughter the better.  This makes the steps more memo-
rable and creates pleasant mental associations a dry flow chart 
could never produce.  After a session like this, do not be surprised 
if you catch people smiling when planning proposals.  They are 
remembering the fun they had baking “Proposal Cake.”

“Memorable” is a key word in this technique.  Looking back 
on our professional lives, we can recall few details of our for-
mal learning experiences.  An emotional experience solidifies 
memories inside our minds. In this case we are creating a positive 
memory, for which your “starving masses” will most definitely 
thank you.

The experience will prove highly valuable for both senior and 
junior participants. The veterans will see things in a new light; 
the young-uns will have the mysteries unraveled in a fun and 
humorous way.

Fun is the Name of the Game
Your Proposal Cake facilitator should be prepared to respond 

to challenges on the fly.  Depending on the number of people 
participating and the details of your session, you may have to 
provide extensions in the time limits.  The pressure of time and 
its similarities to the proposal process will be felt even if you make 
these concessions. You do not want to spoil the fun by eliminat-
ing any of the teams for missing the deadline.  Fun is truly the 
name of the game.

Have the judges provide a public debrief of their award deci-
sion, complete with each team’s performance according to their 
evaluation criteria.  This can coincide with an entertaining wrap-
up celebration and dining on the spoils at the close of the busi-
ness day. 

the Process Initiative Guillotine
In the path to business development maturity, a company must 

formalize its proposal process (and yes, must also endure change).  
How effortlessly the change is adopted and how well it is received 
are functions of specific learning efforts within individual busi-
ness units.  

Why not make it fun?  Your people need some good news for 
a change. Try letting them eat cake.  It might actually spare your 
flowchart the guillotine, where dry process initiatives go to die.
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the Steps and Rules of the Game
Welcome 
(15 minutes)
RULeS:
• Form teams
• On your team you will have directors, department and 

BD managers, writers, and production assistants
• Each team will be judged by four judges on things like 

teamwork, role play, efficiency in process, cleanliness of 
your work station, and the quality of the end product

• Your objective: to bake a cake that the judges will select as 
the winner (not to bake what you think is a good cake)

Step 1 – Form your teams 
(5 minutes)
RULeS:

Identify roles.  These could include directors, department or 
proposal managers, writers, and production assistants, whatever 
is appropriate for and recognized in your operation.  Instructions 
for each step below show how each role should have different 
duties in the baking process.

Step 2 – Interview the Judges 
(22 minutes)
(5 minutes to prepare, 12 minutes to interview, 5 
minutes to share results with the team)
RULeS:
• Directors – suggest interview questions to your team
• Managers – take suggestions from your team 

on questions to ask, conduct the interview, 
and share the results with your team

• Proposal Managers – lead the discussion on interview 
planning and support the Manager at the interview

• Writers – suggest questions to ask
• Production assistants – record the questions and answers 

Step 3 – Choose your Cake Recipe 
(10 minutes)
RULeS:
• No two teams can use the same recipe
• You can modify recipes or even use a different 

recipe not provided in the recipe package, but 
you are still under the same time limits

• You can use ingredients or tools not provided 
here, but remember the time limits

• You all have the same length of time to prepare 
your cake for baking—15 minutes

• Directors - provide strategic direction for a win strategy
• Managers - provide strategic direction for a win strategy
• Proposal manager - lead the discussion and 

encourage participation and a timely decision
• Writers - contribute to the discussion
• Production assistants - record the discussion, and 

make sure you have the right ingredients and tools

Step 4 – Prepare your Cake Batter  
15 minutes
RULeS:
• Directors – provide suggestions for baking a better cake 

based on the recipe and what you know about the judges
• Managers – lead your team through the 

process and decide who does what 
• Proposal Managers – Make sure the team is doing everything 

according to the recipe and judges’ preferences, and 
make sure people are doing their jobs at the right time

• Writers – mix, chop, whisk, stir, pour, grease the pan, etc.
• Production assistants – measure the 

ingredients; manage clean up

friendly competition 
with colleagues creates 
an emotional experience 
that amplifies learning 
potential and retention
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Step 5 – taste your Cake Batter (Review) 
5 minutes
RULeS:
• Directors – decide whether the cake should be 

submitted to the judges or not, suggest changes
• Managers – suggest changes
• Proposal Managers – make sure changes are 

made within the 5 minute time limit
• Writers – make the changes
• Production assistants – help with the 

changes, manage clean up

Step 6 – Price your Cake
5 minutes
RULeS:
• Directors and Managers – make sure the 

team recovers costs and makes a profit
• BD Managers – lead the pricing process
• Writers – do nothing 
• Admin Assistants – record the pricing structure

Step 7 – Bake your Cake 
5 minutes
RULeS:
• Proposal Managers – identify someone to bake the cake
• Writers – do nothing unless you are delivering
• Production Assistants – package the cake for delivery and 

baking, make sure it is baked properly, and present to judges

Step 8 – Wrap Up 
30-45 minutes
RULeS:
• Reflection and Lessons Learned
• Teamwork
• Roles
• How do you think your cake is going to perform?
• Judges debrief
• Enjoy the cakes!

Michele Rochon is a business development and marketing professional with 12 years’ experience leading marketing, capture, 
and proposal processes for the consulting engineering industry.  Educated in marketing and communications at the University of 
Manitoba, she has worked for four prominent multinational engineering firms: Stantec, AECOM, TetraTech, and GENIVAR.  A 
three-year member of the Association of Proposal Management Professionals, Ms. Rochon has trained groups from numerous market 
sectors to use her proposal and process techniques in their operations.  She can be contacted at michele.rochon@genivar.com
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Proposal Software  
Swiss Army Knife

Doing a Proposal?  There is an App for that.
Most of us have owned or coveted one of the famous red 

Swiss Army knives at one point in our lives. Over the years, 
the many versions of the knives that have shown up in my 
Christmas stocking have ranged from a huge 50-plus-blade 
that needs its own rolling case to a micro-fit-in-my-eve-
ning-bag size and everywhere in between. Last year when 
my daughter expressed a desire for one, I opened a drawer 
and said, “Take your pick! Grab one that has the tools you 
need in a size that is comfortable to carry.” 

I could say the same thing about the software applica-
tions I have collected over the years to make the job of pre-
paring for, developing, and getting winning proposals out 
the door easier, more efficient, less stressful, and in some 
cases—more fun!

My favorite programs and tools—many of which I have 
used for years through multiple updates—are listed and 
described below. Some are fairly new additions to my “Pro-
posal Swiss Army Knife,” and I have attributed those rec-
ommended by APMP members. All are suitable for anyone 
from small, one-person proposal operations to large, mul-
tinational corporations with “casts of thousands.” Unlike 
proposal-specific packages like Privia, Sant, Meridian, and 
PMAPS, each app listed below fits niche requirements at 
various stages in the proposal-development lifecycle, from 
pre-RFP through proposal delivery. Many are free or, at 

minimum, have fully functional demos so you can evaluate 
them for your particular needs. I encourage you to “kick 
the tires” of any application that interests you. 

The latest major addition to my Proposal Swiss Army 
Knife is my new Apple iPad (64GB, 3G). I am absolute-
ly enamored with it and have already spent days, nights, 
and weekends demoing apps and figuring out ways to 
use it to support proposal development and my APMP 
work.  Sleep? Who needs sleep? There are so many cool 
apps to research, add, and test!  I have added a column to 
my spreadsheet listing comparable iPad apps that I have 
discovered and tested successfully along with notes about 
which of my favorite online tools work well already on the 
iPad. I have also added a list of my favorite iPad apps so 
far. However, while developers are transforming many PC-
based applications into apps that you can purchase for the 
iPad, iPad apps do not run on PCs.

Feel free to email me with questions about how I use 
these PC and iPad applications or with suggestions for 
additional apps that you find particularly useful in your 
Proposal Swiss Army Knife. I will update this list frequent-
ly on my Website (www.LohfeldConsulting.com) and 
provide additional information and recommendations in 
upcoming issues of APMP’s Journal and Perspective.

By Beth Wingate, AF.APMP, APMP International Director of Education
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Product Vendor Cost Similar Tools (iPad Apps in Italics)

Graphics Development
Do-It-Yourself  
Billion Dollar Graphics

Mike Parkinson
http://www.billiondollargraphics.com

Book – $49.95
Website has Free and 
Pay Content

Dia Diagram Editor 
for Windows

http://dia-installer.de Free Download Open Office Draw

Imagination Cubed

PhotoPad by Zagg

ColorSplash by Pocket 
Pixels Inc. 

SketchBook Pro by 
Autodesk Inc.

Qvik Sketch Pro by Qvik

Sketch Me! by Bluebear

GE Imagination Cubed 
Online Whiteboard

General Electric Company
http://www.imaginationcubed.com

Free–Web only

Gantt Project http://www.ganttproject.biz Free Download MS Project

Google Earth Google
http://www.google.com/earth/index.html

Free Download w/ Pay 
Content

Periodic Table of 
Visualization Methods

www.Visual-Literacy.org
http://www.visual-literacy.org/periodic_table/periodic_table.html

Free–Web only

Wordle IBM
http://www.wordle.net

Free–Web only

Graphics Development – Color Palette
ColorSchemer and  
ColorPix

ColorSchemer
http://www.colorschemer.com

Free and Pay Versions Palettes by Rick Maddy, (iPhone app) 

Vibrant by Tobias Cohen

myPANTONE X-Ref by PANTONEKuler Adobe
http://kuler.adobe.com

Free–Web only

Graphics Development – Screen Capture
SnagIt 10 TechSmith

http://www.techsmith.com/screencapture.asp
$49.95/person  
(free 30-day trial)

iPad and iPhone screen capture by holding home 
and power button for 4 seconds

Snipping Tool Microsoft Free, Built into Microsoft 
Windows OS

Mind Mapping
Freemind Christian Foltin

http://sourceforge.net/projects/freemind
Free iThoughts HD

iMindMap
Inspiration

Compendium
Freeplane
XMindMind Manager Mindjet

http://www.mindjet.com/products/mindmanager-9-win/overview
$349/person  
(free 30-day trial)

Online Collaboration
GE Imagination Cubed 
Online Whiteboard

General Electric Company
http://www.imaginationcubed.com

Free–Web only

Goto Meeting Citrix Online, LLC
http://www.gotomeeting.com

$49.00/month 
$468.00/year 
(free 30-day trial)

WebEx
DimDim
(Skype apps available on multiple platforms)
(GoToMeeting, free, participant apps onlySkype Skype

http://www.skype.com
Free and Pay Service 
Available
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Product Vendor Cost Similar Tools (iPad Apps in Italics)

Writing
Acronym Finder http://www.acronymfinder.com Free

AcroWizard 2.1 Anvil Logic
http://www.anvillogic.com/products

$79.99/person  
(free trial version)

Computer Desktop 
Encyclopedia

The Computer Language Company Inc.
http://www.computerlanguage.com

$10/year Web-based 
$4.99 iPod Touch/iPhone
(free trial version)

AP StyleBook Online

Chicago Manual of Style The University of Chicago Press
http://www.chicagomanualofstyle.org

$35/year for a 1-year 
individual subscription 
$65 for paperback

Google Translate Google
http://translate.google.com

Free Babelfish

Philips 660  
Digital Voice Tracer
(with Nuance v10)

Philips
http://www.philips.com
Nuance
http://www.nuance.com

$140 – Recorder and 
Dragon v10
$199.99 - $299.99 – 
Dragon v11 software

Writing – Dictionary
DoD Dictionary of Military 
Terms

Department of Defense
http://www.dtic.mil/doctrine/dod_dictionary

Free U.S. Military 
Acronyms and 
Abbreviations by 
Inner Four

Military Dictionary by 
Inner Four

The Free Dictionary Farlex
http://www.thefreedictionary.com/dictionary.htm

Free

Merriam-Webster 
Dictionary

Encyclopedia Britannica Company
http://www.merriam-webster.com

Free online (abrdiged)
$29.95/year 
(unabridged) 
$25 hardback with CD

PDF Conversion
ABBYY PDF Transformer 
3.0

ABBYY
http://pdftransformer.abbyy.com

$79.99/person (free 
15-day/ 
50-page trial)

Primo PDF Nitro PDF Software
http://www.primopdf.com

Free
(Nitro Pro $84.99)

Pages 

iAnnotate PDF by Aji

Additional Resources
Dogpile dogpile

http://www.dogpile.com
Free Mamma

SurfWax
WebCrawler

metacrawler
search.com
ICEROCKET.com

dtSearch dtSearch
http://www.dtsearch.com

$199/seat (discounts 
for multiple licenses)
$999/single server 
$2,500/3-server pack

ISYS Personal Edition
Google Desktop
Windows Search 4.0

Life Hacker Gawker Media
http://www.lifehacker.com

Free

Reader Digital Book Sony
http://www.sonystyle.com  (search “reader”)

$129.99 - $299.99 Nook $149 - $249
Kindle $139 - $189
iPad $499 - $829

What Time Is It What Time Is It
http://whattimeisit.com

Free Multiple Apps Avialable
Time Zone Converter
The World Clock
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I use this “free library of business and 
information visual solutions” to explore 
potential graphics types with my pro-
posal teams. Instead of trying to sketch 
out a concept, I pull up this Website and 
click on any of 50 different graphic types 
(e.g., puzzle, dashboard, funnel, or bridge 
graphics) to see several examples of that 
type. My team can point to the type of 
graphic they want to develop, and we can 
either purchase the template or develop 
our own from scratch (depending on the 
team’s graphical abilities!).

Billion Dollar Graphics, 
www.billiondollargraphics.com/
businessgraphiclibrary.html

Cost: Book – $49.95  
Website has Free and Pay Content

Similar Tools: 
• Information design article on 

Wikipedia (http://en.wikipedia.org/
wiki/Information_graphics) - many 
links to graphics types, other articles

• Edward Tufte’s Website,  
www.edwardtufte.com/tufte/

GanttProject is a cross-platform desk-
top tool for project scheduling and man-
agement (poor man’s MS Project). It runs 
on Windows, Linux, and MacOSX, and 
is open source. You can create MS Proj-
ect-compatible project plans, work break-
down structures (WBS), draw dependen-
cies, define milestones, assign resources to 
tasks, create Gantt and PERT charts, and 
export as PNG images, spreadsheets, and 
MS Project-compatible output. You can 
also generate PDF and HTML reports. 

I find it very handy to open MS Proj-
ect files and manipulate them without 
spending a fortune to put MS Project on 
all three of my laptops. I can also use this 
free program to create detailed proposal 
schedules pre-RFP and then update them 
automatically with “real” dates once the 
RFP arrives. Suggested by: Dick Eassom, 
APMP

GanttProject  
(collaborative development effort) 
 www.ganttproject.biz

Cost: free
• iPad Apps: Have not yet found a 

project management app for iPad.
• Templates: many project templates 

available online that you could import
• Similar PC Tools: MS Project

You can use Dia to draw simple struc-
tured diagrams (free versus $559 for MS 
Visio Professional.) While not as fluid 
and powerful as MS Visio, it is a nice 
little program that you could use in a 
pinch in conjunction with a GoToMeet-
ing/WebEx type of application to develop 
graphics collaboratively with someone in 
another city versus traveling—especially 
useful during simple storyboard graph-
ics development. The program includes 
30 symbol libraries and supports multiple 
layers. Note: Dia cannot open MS Visio 
diagrams and cannot save in HTML.

Open Source 
http://dia-installer.de/index_en.html

Cost: free

Similar Tools:
• PhotoPad by Zagg – Free
• ColorSplash by Pocket Pixels 

Inc. – Free SketchBook Pro by 
Autodesk Inc., $3.99, “professional-
grade paint and drawing app” that 
uses the same paint engine as its 
desktop counterpart. Supports layers 
and can export as a PSD file. 

• Qvik Sketch Pro by Qvik, – $.99
• Sketch Me! By Bluebear – Free

Do-It-Yourself  
Billion Dollar Graphics

Dia Diagram Editor 
for Windows Gantt Project

Graphics Development

http://www.edwardtufte.com/tufte/
http://dia-installer.de/index_en.html
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Wordle generates “word clouds” online 
(also known as weighted lists) using text 
that you copy and paste into the appli-
cation. Wordle’s clouds make words that 
appear more frequently in your source 
text bigger in relation to other words. 

The Website allows you to change font 
styles, colors, and layouts. You can tweak 
your clouds with different fonts, layouts, 
and color schemes. After you create a word 
cloud, you can print it, post it online, or 
take a screenshot using a tool like Snagit 
and then save it or copy it into another 
document. 

Proposal uses: See how many times par-
ticular words appear in an RFP or pro-
posal. Quickly check to see if a proposal 
section is “client-centric” and “win-theme 
centric” or “you-centric.” You can also 
see an exact count of the various words 
in your documents—this could be rather 
handy in some circumstances. 

You can print and post the Wordles for 
folks to see “improvements” over time by 
section or the proposal as a whole. 

You can develop graphics using this 
technology—could get pretty creative 
depending on your industry and clients!

Suggested by: Amy Barden, NCA 
Chapter Templates: Examples provided 
online. Can save your favorites to share 
online.

Jonathan Feinberg 
www.wordle.net 

Cost: free

GoogleEarth is a great tool for getting 
views of where work you are proposing is 
going to be done. It lets you view satel-
lite imagery, maps, terrain, and 3D build-
ings. You can take screen shots and use 
them in your proposals or other materi-
als. I also use the program to do recon-
naissance before new consulting engage-
ments or meetings in other cities to locate 
restaurants, shops, and interesting places 
surrounding where I will be working or 
meeting. 

Google 
http://earth.google.com

Cost: free

Similar Tools: 
• iPad Apps: GoogleEarth, free, iPad-

specific version works wonderfully! 
• Similar PC Tools: NASA World 

Wind, free, (http://worldwind.
arc.nasa.gov/download.html) 

VisualLiteracy.org offers e-learning 
tutorials on visualization for communi-
cation, engineering, and business. The 
Periodic Table of Visualization Methods 
graphically shows 100 different data rep-
resentation formats.

It is a great tool to use with your pro-
posal teams during solutioning sessions, 
storyboarding, and graphics development 
to show folks what types of graphics are 
“out there” and what kinds of informa-
tion you can show using the various 
graphics types. 

I also encourage you to get a login set 
up for this site and to go through the 
various demos and tutorials available to 
improve your visual-literacy skills.

Visual-Literacy.org, www.visual-
literacy.org, www.visual-literacy.org/
periodic_table/periodic_table.html 

Cost: free

Google Earth Periodic Table of 
Visualization Methods Wordle

http://www.wordle.net
http://earth.google.com
http://www.visual-literacy.org
http://www.visual-literacy.org
http://www.visual-literacy.org/periodic_table/periodic_table.html
http://www.visual-literacy.org/periodic_table/periodic_table.html
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ColorPix is a useful little color picker 
that analyzes the color under your mouse 
cursor and transforms it into a number 
of color formats (including RGB, HEX, 
HSB, CMYK). I use it to determine the 
color formulas for specific colors used in 
client/agency logos or graphics and then 
develop complementary color palettes 
using ColorSchemer or Adobe Kuler 
(reviewed below).

Color Schemer 
www.colorschemer.com/colorpix_info.
php

Cost: free

Similar Tools: 
• Palettes by Rick Maddy, (iPhone app 

that works on iPad), free demo (10x 
use of pro version before app reverts 
to “Lite” version), $5.99 for basic and 
$9.99 for pro version, creates and 
maintains color palettes from images, 
camera, Website, or color scheme. 
Imports/exports palettes to Photoshop 
and other apps. Has RGB, HSV, 
HSL, CMYK, and Gray scale sliders.

• Vibrant by Tobias Cohen, $.99, 
iPhone app that lets you take a photo 
with your phone an d then select a 
color and use the color wheel to save 
the color in a palette. View colors 
as RGB, HSL, and HTML code.

• myPANTONE X-Ref by PANTONE, 
$1.99, pick a Pantone color and 
find closest matches from other 
PANTONE libraries or use an RGB, 
HTML, or CMYK color value and 
find the closest PANTONE color.

I use Adobe Kuler for developing color 
schemes for proposals, artwork, market-
ing pieces, and presentations. I can see 
and use color palettes developed and 
posted by other uses online, and I can 
use them “as is” or as a starting point and 
refine the scheme for my purposes. I take 
screen shots using Snagit and then use the 
color scheme as mentioned in my Col-
orSchemer review.

Adobe
http://kuler.adobe.com/#themes/
rating?time=30

Cost: free

I use this tool to develop color schemes 
for proposals, artwork, marketing pieces, 
and presentations. I start with a “specific 
color” I determine using ColorPix and 
then quickly develop a whole color pal-
ette around that color. Next, I use SnagIt 
screen shot application (or another screen 
shot application) to capture the color pal-
ette and copy it into another document 
or print it for future reference. I also use 
the application to play around until I 
develop a color scheme I like. I like how 
I can lighten or darken a color scheme by 
simply pushing a button!

Color Schemer
www.colorschemer.com/online.html 

Cost: free

Color Pix Color Schemer Kuler

Graphics Development – Color Palette

http://www.colorschemer.com/colorpix_info.php
http://www.colorschemer.com/colorpix_info.php
http://www.colorschemer.com/online.html http://kuler.adobe.com/#themes/rating?time=30
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This has quickly become one of my 
all-time favorite programs! This screen-
capture utility enables you to capture any-
thing you see on the screen and then edit 
the images and apply a number of useful 
effects, including cutting out content that 
you do not need from the middle of imag-
es and combining screen captures. 

You can insert captured images (and 
text) into other applications and you can 
use the image capture library to organize 
your captures and reuse them for future 
projects. Image Capture mode allows you 
to capture multiple aspects of your win-
dow depending on how you set it. Text 
Capture mode can capture any text, e.g., 
Windows Explorer file listing, and con-
vert it automatically to text—handy for 
preparing lists of files for your printer/
service bureau, preparing a list of files 
for editing, or preparing a file listing for 
inclusion with your proposal. Web Cap-
ture mode allows you to capture quickly 
all the images from a Website by typing 
the URL. Video Capture mode can record 
from a video playing on the Web or record 
a series of screen shots.

Per Amy McGeady of the APMP Inter-
national Board of Directors, “My busi-
ness partner uses [it] to grab and mark up 
screen shots to help guide teams through 
using new technology (e.g., we helped a 
client implement eRoom, and she used 
this as she developed the guide). Suggest-
ed by: Amy McGeady, APMP Regional 
Director, and by Wendy Frieman, NCA 
Chapter.

TechSmith
www.techsmith.com/screen-capture.asp

Cost: $49.95/person (30-day free 
trial version)

Use this free utility to capture images 
from your screen and use them in docu-
ments, presentations, user guides, etc. The 
tool is available on PCs running Vista, 
Windows 7, or XP Tablet edition (no ver-
sion for Windows XP computers). It is 
different from the “CNTL + Prnt Scrn” 
keyboard shortcut because it allows you to 
save your snips as .PNG, .JPG, and .GIF 
formats. I added a copy to my Quick 
Launch menu for easier access.

Microsoft 
(already on your PC), Start Button>All 
Programs>Accessories>Snipping Tool

Cost: “free” – already on your PC

SnagIt 10 Snipping Tool

Screen Capture

http://www.techsmith.com/screen-capture.asp
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MindManager allows you to organize 
and manage information visually in a 
mindmap construct. Of the dozen or so 
mindmapping programs I have tried over 
the years, MindManager has the best 
functionality with a very intuitive user 
interface. 

I frequently use mindmaps with pro-
posal teams to brainstorm features and 
benefits, win themes, proposal sections, 
presentations, graphics, tables, literally 
any kind of writing assignment. I also 
find it very useful for developing SWOT 
analysis. I have created proposal “lessons 
learned” presentations for clients and 
used MindMapper’s presentation mode 
to present the content in a riveting, non-
PowerPoint format. 

I use it to review RFPs and to create 
visual summaries of the subject matter 
and related requirements. I can usually 
fit the entire contents of complex SOW 
onto one page with enough detail to allow 
me to explain the client requirements 
and challenges to another team member 
quickly. 

With MindMapper, I can attach hyper-
links, graphics, spreadsheets, notes, and 
other content to my mindmap. Once I 
create my mindmap, I can easily export 
the contents into MS Word, MS Power-
Point, and many other formats and begin 
finalizing my documents into final prod-
ucts.

MindJet
(415) 229-4200, www.mindjet.com/
products/mindmanager-8-win/overview

Cost: $349/person (free 30-day 
trial)

For application uses and functionality, 
see mindmapping description in Mind-
Manager. APMP International’s Board 
of Directors also uses it during our meet-
ings to brainstorm and assign next-step 
actions. 

I can export mindmaps as Open Office 
Writer documents and then open them in 
MS Word to show the hierarchical out-
put. I can also save mindmaps as HTML 
and various graphics formats, e.g., .PNG, 
and then insert into my MS Word docu-
ments.

Suggested by: Kirste Webb, APMP 
CEO

Christian Foltin
http://sourceforge.net/projects/freemind/

Cost: free

Similar Tools: 
• iPad Apps: (See iThoughts 

HD app review.)
• Templates: Found many 

available on the Web, along 
with blogs and user groups

Freemind Mind Manager

Mind Mapping

A mind map is a graphical repre-
sentation of words, ideas, or other 
items organized around and linked 
to a central work idea. Sub-topics/
ideas “branch off” of the central 
idea and surrounding first-level 
ideas. Mindmapping encourages 
brainstorming and non-linear 
thinking. 

http://www.mindjet.com/products/mindmanager-8-win/overview
http://www.mindjet.com/products/mindmanager-8-win/overview
http://sourceforge.net/projects/freemind/
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I use this free, face-to-face, Internet-
based communication versus using a 
telephone when I do not have access to 
GoToMeeting. I can show my desktop 
(resolution is not terrific, but sometimes 
it is “good enough”). I can also send text 
messages while talking. Colleen Jolly, 
APMP-NCA Secretary, suggested the 
program to me and said it is the “easiest 
and cheapest way to talk to international 
folks. Particularly with the video confer-
encing—it is easy to read people’s facial 
expressions and to literally hold up pieces 
of paper or whiteboards to say “is this 
what you mean?” I find it essential when 
dealing with different cultures to see the 
people I am talking to. A lot gets lost in 
translation in email or even in words over 
a telephone.” 

I also use Skype when I am traveling for 
APMP meetings or spending time away 
from home on a proposal to talk with my 
daughter “face to face.” We both enjoy the 
more “interactive” format.

Skype requires a headset or a built-in 
microphone and speakers on your com-
puter as well as a Web camera to make 
free video calls. 

The Apple AppStore has a Skype app 
available, but will start charging a month-
ly fee for 3G use at the end of 2010. Pre-
sume my “wireless” connection at home 
will still be free, but the iPad does not 
come with a camera, making this just a 
“free phone call.” 

Skype
www.skype.com

Cost: free

I found this useful program recently via 
a mention on Lifehacker. 

This interactive, online whiteboard 
allows you to collaborate using a Web 
browser. You invite folks to join you via 
an email link from within the Webpage. 
You do not have to register or add any 
software to your computer. Once your 
team joins, just start drawing using the 
intuitive tools provided.

The system records all of your drawing 
movements. When you are finished, you 
can save or print your drawing. Simply 
visit ImaginationCubed.com, invite a few 
friends and start drawing. Invitees will 
automatically be added to the page and 
the built-in recorder will track your every 
movement (for future playback). When 
you are done, replay your drawing ses-
sion, send the drawing to your friends or 
print it. I also grab a copy using Snagit so 
I can easily copy and paste it into another 
document.

GE
www.imaginationcubed.com

Cost: free

I use GoToMeeting to hold online 
meetings and demos and to collaborate 
with teammates on particular documents 
or presentations. I use it for solution-
ing, RFP reviews, storyboarding, writ-
ing, planning meetings—any time I need 
to work on a document with someone 
but cannot be there in person (I used it 
extensively during our blizzards this win-
ter when I was trapped at home with no 
snowplows in sight!).

I can schedule meetings ahead of time 
and send email invitations or send an 
email invitation for a spontaneous meet-
ing. I can share control of my screen with 
any or all participants so we can all use the 
included document highlighting/markup 
tools or edit the document on my screen. 
Since I am running the native program on 
my computer, e.g., Illustrator, MS Word, 
drawing program, participants can view/
make changes to any kind of file that I 
share with them.

Citrix
(1-800-263-6317)
 www.gotomeeting.com

Cost: unlimited online meetings 
with up to 15 attendees, $49.00/
month or $468.00/year;  
(free 30-day trial)

Similar Tools: 
• iPad Apps: GoToMeeting, free for 

participant apps, works on iPad 
as a participant, but currently you 
cannot initiate a meeting from 
the iPad. Bobbie O’Brien, APMP 
Director of Strategic Initiatives, told 
me that she uses WebEx successfully 
on her iPad for online meetings.

GE Imagination Cubed 
Online Whiteboard

Goto Meeting Skype

Mind Mapping Online Collaboration

http://www.skype.com/
http://www.gotomeeting.com/
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Use this Website to find the definition 
of any acronym or abbreviation (integrates 
with AcroWizard). It contains more than 
4 million acronyms and abbreviations. 
You can also type in any U.S. or Canadian 
zip/postal code and see the corresponding 
city name, area code, time zone, popula-
tion, housing, land area, water area, map, 
and surrounding zip/postal codes.

AcronymFinder
www.acronymfinder.com

Cost: free

Similar Tools: 
• Multiple acronym-related apps 

available in the AppStore.

This is another of my “I never want to 
be without it” tools—it is been around 
since 1981. It provides definitions of all 
major hardware and software technologies 
using understandable language. The guide 
contains more than 25,000 definitions 
and 3,000 illustrations, photos, charts, 
and diagrams. Content is cross-referenced 
extensively. (You can also enter terms 
phonetically if necessary!)

I use it to determine correct placement 
of technologies, languages, hardware, 
software, and buzzwords while develop-
ing resumes and past performances. I use 
it when writing/editing proposal sections 
to be sure I am explaining concepts clear-
ly. I use the graphics as reference materials 
for my graphic artists and reviewers.

There are no current plans to develop 
an iPad-specific version, but the develop-
ers told me that they will be releasing an 
app for Android-based smart phones.

Computer Language Company
(215) 297-8082, 
www.computerlanguage.com/

Cost: $10/year Web-based product 
with automatic monthly updates); 
$4.99 from iTunes Store for iPod 
Touch/iPhone; free download 
demo version with 250 terms

AcroWizard proves its worth the first 
time you use it. It analyzes any MS Word 
2003 (Word 2007/newer save down to 
2003 first) compatible document (or a 
group) and builds a table of acronyms 
that you can insert into a new or exist-
ing document. It identifies defined and 
undefined acronyms. It indicates multiple 
definitions for an acronym. 

With this tool, I can develop an acro-
nym table to insert in my proposal at 
the last minute versus spending hours 
pre-production pulling this information 
together. When developing resumes or 
past performances for a proposal, I gener-
ate a large acronym list from the subject 
resumes, past performances, RFP docu-
ments, and similar-content proposals/
previous competition proposals and then 
index the acronym list in dtSearch. I can 
then just type the acronym I am looking 
for into my acronym list(s) dtSearch index 
and find the definition in milliseconds—
extremely useful when I am working on 
hundreds of resumes or other documents.

You can set up your software so that you 
can right-click your mouse on an acro-
nym and see its definition from AcroWiz-
ard’s 35,000-word database—and you can 
add your own acronyms to the database 
as you work on documents. AcroWizard 
also integrates with AcronymFinder.com 
so you can access 4 million additional 
acronyms and abbreviations.

Anvil Logic, Inc.
(703) 519-8045,  
www.anvillogic.com/products/

Cost: $79.99/person (free fully 
functional evaluation version)

Acronym Finder AcroWizard 2.1 Computer Desktop 
Encyclopedia

Writing

http://www.computerlanguage.com/
http://www.anvillogic.com/products/
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I bought this product to take digital 
audio notes safely during daily standup 
meetings while I was driving my daugh-
ter to school. With the voice activation 
feature, the tracer recorded my comments 
and action items. Once I arrived at the 
client site, I plugged the tracer into my 
computer, transferred my file, and the sys-
tem automatically transcribed my verbal 
notes. I could then email assignments to 
team members. Although I had to spend 
about an hour setting the system up and 
training it to recognize my voice, the time 
investment was well worth it, and I am 
impressed with the accuracy of transcrip-
tions.

Phillips/Nuance
www.consumer.philips.com/c/
dictaphone/speech-recognition-edition-
lfh0660_10/prd/us/

Cost: $140 for recorder with 
software

Although I have an expensive copy of 
this style guide sitting on my office book-
shelf, it is too big to fit easily into my 
laptop bag or to carry to meetings. This 
Web-based subscription works wonder-
fully wherever I am, whenever I need it. 
I can quickly find answers to style‐related 
questions or “show a client” why I edit-
ed a document the way that I did, e.g., 
putting the comma (or a period) inside 
the final quotation mark or outside the 
final quotation mark. The guide contains 
the same content as the hardcopy, but 
unlike the hardcopy, I can quickly copy 
and paste particular grammar and punc-
tuation “rules” into my own online “mini 
style sheets” for a particular proposal or 
client (and then post, print, or email to 
proposal teams with my writers’ guide). 

iPad Apps: Website works well via iPad 
browser. Maintains bookmarks and views 
graphics in guide. Also allows access to 
my saved “style sheets” and proofreading 
marks.

The University of Chicago Press
www.chicagomanualofstyle.org/contents.
html

Cost: $35 for a 1-year individual 
subscription (free 30-day trial)

This Web-based app provides quick, 
short translations to many common lan-
guages. I can compose quick bits of text 
for emails to colleagues in other coun-
tries who may not speak/write in English 
easily. For example, if I am trying to get 
basic details for a meeting with colleagues 
in Mexico City, but my primary contact 
(who speaks English) is not available, and 
I am corresponding via email with the 
Spanish-speaking proposal coordinator, I 
can go to the Website, type in questions I 
want to ask in my email like, “What time 
will the meeting start? Who will attend 
the meeting? Which documents will you 
need for me to email to you?” and paste 
the translations into my email. When I 
receive the reply, I can paste it into the 
app and translate it back to English. It 
is not perfect, but using this tool, I am 
able to prepare for the meeting and get 
my documents ready instead of having 
to wait to talk with my primary contact. 
Suggested by: Kirste Webb, APMP CEO

Vendor: Google
http://translate.google.com/#

Cost: free

Chicago Manual of Style Google Translate Philips 660  
Digital Voice Tracer

http://www.consumer.philips.com/c/dictaphone/speech-recognition-edition-lfh0660_10/prd/us/
http://www.consumer.philips.com/c/dictaphone/speech-recognition-edition-lfh0660_10/prd/us/
http://www.consumer.philips.com/c/dictaphone/speech-recognition-edition-lfh0660_10/prd/us/
http://www.chicagomanualofstyle.org/contents.html
http://www.chicagomanualofstyle.org/contents.html
http://translate.google.com/
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From this page, you can browse the 
DoD Dictionary of Military and Associ-
ated Terms. The master database is man-
aged by the Joint Doctrine Division, J-7, 
Joint Staff. It contains all approved joint 
definitions as amended through October 
2009. I also downloaded the .PDF ver-
sion from www.dtic.mil/doctrine/new_
pubs/jp1_02.pdf ) so I can easily search 
for information when I am not online.

DoD Dictionary of Military Terms
Type/Purpose: Dictionary
www.dtic.mil/doctrine/dod_dictionary/

Cost: free

Similar Tools: 
• Website works via iPad browser.
• U.S. Military Acronyms and 

Abbreviations by Inner Four, Inc., free, 
very comprehensive listing of DoD 
acronyms. Also, check out the Military 
Dictionary by Inner Four, Inc., $1.99.

I have this program loaded on my com-
puter, and it is much easier than carrying  
a heavy dictionary around to client sites 
and meetings! It has better word choice 
than MS Word’s dictionary/thesaurus, 
and it is also available online, so I can use 
it from any computer, including my new 
iPad.

Merriam-Webster
www.merriam-webster.com/dictionary

Cost: (free online dictionary and 
thesaurus) http://www.merriam-
webster.com/dictionary/; annual 
subscription to unabridged 
dictionary/thesaurus $29.95; buy 
$25 hardcopy dictionary with CD 
copy included to take anywhere on 
your computer)

Similar Tools: 
• Merriam-Webster Dictionary 

Website works via iPad browser.
• Dictionary.com (based on Random 

House Unabridged Dictionary), 
free, basic dictionary app that resides 
on your iPad for times when you’re 
not hooked to the Internet.

• Advanced English Dictionary and 
Thesaurus by Mobile Systems, free, 
“lexical database of English with up 
to 140,000 entries and 1.4 million 
words…organized with an innovative 
and convenient approach…grouped 
into sets of cognitive synonyms, 
interlinked by means of conceptual-
semantic and lexical relations.”

This Website is very useful because the 
home screen is set up with tabs containing 
an English dictionary, medical dictionary, 
legal dictionary, financial dictionary, acro-
nym listing, idiom listing, encyclopedia, 
and Wikipedia encyclopedia link. Besides 
providing the definition in the resource 
you select, the tool tells you where else 
it found the word, e.g., legal dictionary, 
acronyms, and Wikipedia, with a one 
click link to the other locations. It has 
an audio pronunciation feature (with 
choice of U.S. and U.K. accents!) and a 
translation feature for English to Spanish, 
French, German, and Italian.

The dictionary is also available in mul-
tiple languages, including Spanish, Ger-
man, French, Italian, and Portuguese, 
with other languages in the works.

freeDictionary
www.thefreedictionary.com/dictionary.
htm

Cost: free

DoD Dictionary of 
Military Terms

The Free Dictionary Merriam-Webster 
Dictionary

Dictionary

http://www.dtic.mil/doctrine/dod_dictionary/
http://www.merriam-webster.com/dictionary
http://www.merriam-webster.com/dictionary/
http://www.merriam-webster.com/dictionary/
http://www.thefreedictionary.com/dictionary.htm
http://www.thefreedictionary.com/dictionary.htm
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ABBYY PDF Transformer is another 
of my “life saver” programs that I have 
used for years through multiple versions. 
It converts any type of PDF into editable 
formats and retains the original layout 
and formatting—even tables and multi-
column formats with graphics. From 
within MS Office apps, I can create PDFs 
with one click. ABBYY also combines 
multiple docs into one PDF. It allows sup-
ports document redaction and a number 
of other functions.

Vendor: ABBYY
(408) 457 9777, 
http://pdftransformer.abbyy.com/

Cost: $79.99/person (15-day/50-
page free trial)

This free utility creates PDFs from more 
than 300 file types, and the PDFs open in 
any PDF viewer. You can specify varying 
levels of PDF quality, e.g., screen, print, 
eBook, and pre-press so you can create a 
file that is optimized for your needs, e.g., 
to be read on an eReader device like my 
Sony eReader. You can use the program 
online to convert files to PDFs (up to 
10MB in size) and email them to your-
self! PrimoPDF is the #1 “PDF Software” 
utility on CNET® Download.com. 

Nitro PDF, Inc.
http://www.primopdf.com/index.aspx

Cost: free

Similar Tools: 
• Pages, $9.99, the app that basically 

stands in for MS Word on the iPad 
can save docs as PDFs so you can 
upload them to your PC or email 
them. Other selected applications 
can export PDFs as well. 

• iAnnotate PDF by Aji, LLC, $9.99, 
is a PDF reader and an annotation 
tool for your PDFs that allows you 
to open docs from email, highlight 
text, underline text, add notes, 
copy text, create new toolbars 
for the app, and review multiple 
PDFs in a “tabbed” format.

ABBYY PDF  
Transformer 3.0 Primo PDF

PDF Conversion

http://pdftransformer.abbyy.com/
http://www.primopdf.com/index.aspx
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With a metasearch tool such as Dog-
pile, you can do Web searches across 
multiple search engines at the same time, 
and you will end up with a better cross-
section of results than by searching one 
search engine at a time. You can search for 
documents, images, and videos. Dogpile 
searches across Google, Yahoo, Bing, and 
Ask at the same time.

Dogpile
www.dogpile.com 

Cost: free

Interesting eclectic Website that has 
useful/interesting software suggestions, 
tips, tricks, social networking info— 
worth a bit of surfing around (that is how 
I found the new GE online whiteboard 
product).

Gawker Media
www.lifehacker.com

Cost: free

dtSearch has an extensive product line 
for searching terabytes of text across a 
desktop, network, Internet, or intranet. 
Basically, you can create and automati-
cally update indices of every word in 
every file in locations you specify. Indicies 
can be set to update automatically and 
searched for particular words/phrases/text 
across one or multiple indices using Bool-
ean or Google-like searches. “Hits” appear 
in a two-part window with the file names/
paths/other info in the top window, and 
the hits highlighted in yellow shown in 
their original document format in the 
bottom window. 

Any of the “hit” documents can be 
opened or emailed from dtSearch. Search 
reports can open automatically in MS 
Word and show the term(s) you searched 
for along with the resulting hit file names 
and document info and surrounding text 
(if desired). Unindexed searches can also 
be performed. 

I used dtSearch at MSD/Lockheed 
Martin to search for resumes, past perfor-
mances, proposal boilerplate, and graph-
ics. I also use the program to index and 
search RFPs (single or multi-part RFPs) 
for content and quickly see them in con-
text (and print a report of my hits). Doing 
this, I can search hundreds of pages of 
text and/or Q&As for specific references. 

dtSearch
1-800-IT-FINDS, 
www.dtsearch.com 

Cost: $199/single seat (free 30-day 
trial); Network version $160/seat 
for 5 seats

dogpile dtSearch Life Hacker

Additional Resources

http://www.dogpile.com
http://www.lifehacker.com/
http://www.dtsearch.com/
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If I could only grab three possessions 
out of a burning building, my Sony 
eReader would definitely make the cut! 
I use my eReader to store/read RFPs and 
then search for content during meetings. I 
borrow books from the library (Overdrive 
Software) and carry my favorite reference 
books with me. I read the APMP Journal, 
Perspective, chapter newsletters, and body 
of knowledge papers on it. 

The pocket edition holds up to 1,200 
books. I can buy the latest novel and 
read it wherever I am in the world. I also 
download travel guides from Trip Advisor 
and other sites for use on business trips 
and vacations.

The Sony Reader Library contains 
thousands of free and payfor books and 
newspapers. The Library of Congress now 
offers free ebooks for download!

Sony
• Reader Library: ebookstore.

sony.com/download
• Overdrive Media Console: www.

overdrive.com/software/omc/, free

Cost: Sony eReader: $169-$349

This handy Web‐based tool helps to 
determine time in another city/continent. 
It is great for planning meetings with 
folks in other time zones, e.g., setting up a 
virtual proposal kickoff meeting for folks 
around the world and trying to figure out 
the best time of day to hold the meeting 
so that everyone can attend. Suggested by: 
Kirste Webb, APMP CEO

WHAT TIME IS IT
http://whattimeisit.com/
Cost: free

Similar Tools: 
• Website works well via iPad browser. 

Various apps available from AppStore.
• Similar PC Tools: 
• Time Zone Converter, free, (www.

timezoneconverter.com/cgi-bin/tzc.tzc)
• The World Clock, free, (www.

timeanddate.com/worldclock/) 

Reader Digital Book What Time is It

If I could only 
grab three 
possessions out 
of a burning 
building, my 
Sony eReader 
would definitely 
make the cut! 

Beth Wingate, AF.APMP, is the 2010–2011 APMP Director of Education and a member of the 2010 Class of APMP Fellows. 
She served as 2008–2009 APMP National Capital Area (NCA) President and was awarded APMP’s 2008 Chapter Chair of 
the Year. She is a Managing Director at Lohfeld Consulting Group and has 23 years’ experience managing, writing, illustrating, 
and producing winning proposals. She managed a Proposal Center and trained and mentored proposal/BD staff in industry best 
practices. She presented at APMP’s 2008, 2009, and 2010 Conferences, APMP-NCA’s 2008 Proposal Basics Boot Camp, 
APMP-NCA’s 2010 Mid-Atlantic Proposal Conference and Expo, APMP Northwest’s 2010 Conference, APMP Nor’easters 2010 
Conference, APMP Georgia Chattahoochee, Carolina, and Florida Sunshine Southern Proposal Accents Conference. Beth wrote 
and teaches proposal development classes for Lohfeld Consulting Group and FedSources. You can reach her at Beth.Wingate@
APMP.org, www.LinkedIn.com/in/BethWingate, Twitter @Beth_Wingate, and www.facebook.com/LohfeldConsulting. 
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http://www.overdrive.com/software/omc/
http://www.overdrive.com/software/omc/
http://whattimeisit.com/
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Book Review

Advanced Facilitation Strategies: Tools and 
Techniques to Master Difficult Situations
Ingrid Bens
Jossey-Bass, 2005

$37.79

by: Jim Hiles

Ingrid Bens, the author of Advanced 
Facilitation Strategies: Tools & Techniques 
to Master Difficult Situations, is a Certi-
fied Professional Facilitator by the Inter-
national Association of Facilitators. She 
has authored a number of books about 
facilitation and has accumulated close to 
30 years of experience as an organization-
al development consultant and workshop 
leader. Her companion book, Facilitating 
with Ease!, is intended to put forth core 
skills for facilitation. In Advanced Facilita-
tion Strategies, Ingrid shares strategies to 
deal with complex facilitation dilemmas 
and provides insights into how to increase 
your competency as a facilitator. 

A common thread in the proposal man-
agement profession is the need to get ad 
hoc groups to come together quickly; 
explore options; make critical decisions; 
and advance a proposal from an idea to 
a complete, compliant, and compelling 

submission. It has been my observation 
that successful proposal management pro-
fessionals meet many or all of the assump-
tions that the author makes regarding the 
readers of this book, including: that you 
have had first-hand experience designing 
and leading meetings, that you want to 
improve your ability to diagnose facili-
tation assignments, and that you want 
to become more resilient and confident 
when dealing with difficult situations and 
dysfunctional people. 

Many specific behaviors and strategies 
are presented in Advanced Facilitation 
Strategies. Immediately recognizable to 
proposal management professionals are 
the challenges of members giving assign-
ments to individuals who are not at the 
meeting or of witnessing reliable work-
horses volunteering while others evade 
responsibility.  

Advanced Facilitation Strategies is pre-
sented in five well-organized chapters. 
While there is no index provided, the 
table of contents is very thorough, mak-
ing it easy to find a particular topical area, 
to go straight to a specific issue or chal-
lenge you are facing, and to find suggest-
ed strategies and tools to overcome that 
challenge. A welcome item is a bibliog-
raphy of references, something not often 
provided in a professional how-to book. 
There is also a CD included that contains 
all of the book’s tools and surveys. Many 
of these tools and surveys are provided as 
Word documents, and all are provided as 
PDFs. For the price, the inclusion of the 
CD with all of the tools and surveys is a 
bargain.

The opening segment of the book walks 
the reader through the competencies of 
facilitation and a self-assessment to gauge 

Throughout the book, ideas are presented 
crisply, in a format that enables ready 
conversation to action in practice.

“
”
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your own level of competency as a facilita-
tor. This opening or overview chapter then 
goes through types of consultants (expert 
and process) and types of interventions 
(content and process). Other overview or 
foundational items are also covered, such 
as managing the roles of leaders in your 
group and advanced skills observation. 
This chapter closes with the five rules of 
facilitation that nicely dovetail with the 
levels of competency, and with the open-
ing discussion that includes an important 
segment on developing your personal phi-
losophy of facilitation.

The second chapter focuses on decision 
making, the third on conflict manage-
ment, and the fourth on consulting strat-
egies. Chapters two and three hone in on 
two categories of common issues encoun-
tered during facilitation, and chapter four 
is process oriented. 

Throughout the book, ideas are pre-
sented crisply, in a format that enables 
ready conversion to action in practice. For 
example, the author defines an interven-
tion, speaks to the importance of making 
an intervention, and then provides sound 

tactical advice on knowing when to inter-
vene. The groundwork is laid; important 
considerations are covered; and specific 
strategies, tools, and methods are pro-
vided, including questions to ask yourself 
when considering an intervention and 
suggested wording to use to check the 
pace, progress and pulse of a meeting.  In 
the course of the book, 30 common facili-
tation dilemmas are covered. In chapter 3 
on conflict management, nine interven-
tion strategies are provided to directly 
address various dilemmas.

In the fifth and final chapter, the author 
starts with the observation that advanced 
facilitators “know the steps of the most 
pervasive processes and are aware of how 
they unfold.”  Sections of this chapter are 
devoted to 14 process maps that are in 
one of three categories—planning pro-
cesses, problem-solving processes, and 
relationship-building processes. In addi-
tion to her advanced facilitation skills, the 
author’s advanced organizational skills are 
also evident in this chapter, which adeptly 
uses this classification scheme to succinct-
ly present and make sense of the three 

Jim Hiles is an avid consumer of business development-related books and materials. He is an independent thinker with deep 
experience in the buying and selling of goods and services, predominantly by the Federal Government. Jim manages Public Sector 
Business Development for the MorganFranklin Corporation and is The APMP Journal Book Review Editor.

pervasive processes. One pervasive process 
that proposal management professionals 
will immediately recognize is that of Team 
Launch. The author’s insights into setting 
a clear framework for the team, build-
ing buy-in, and fostering strong working 
relationships at the Team Launch will be 
valuable to anyone chartered with ensur-
ing proposal success.

Ingrid Bens speaks to the reader in a 
conversational voice that is not in any way 
condescending or overbearing. Advanced 
Facilitation Strategies is a comfortable 
read, akin to having a long thoughtful 
conversation with an expert facilitator 
who has paid attention throughout a 
comprehensive career and a large number 
of successful facilitations. 

Illustrations depicting conversations 
during facilitation and numerous pro-
cess flows, bullet lists, and tools are also 
provided.  Some books are criticized for 
over-reliance on bullet lists and graphics. 
This is not one of them.  The book offers 
a conversation that you will enjoy having.

Immediately recognizable to proposal management 
professionals are the challenges of members giving 
assignments to individuals who are not at the 
meeting or of witnessing reliable work-horses 
volunteering while others evade responsbility.

“

”
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Book Review

Optimisez vos Propositions commerciales:  
Méthodes et outils du Proposal Management
Giandra de Castro and Frédéric Vendeuvre
Paris:  Dunod, 2009.

by: Jayme A. Sokolow

This is a clear, thoughtful, and informative study 
that will help French companies become more 
skilled in managing and developing proposals in 
the private sector.

“

”

France would seem to be a wonder-
ful country in which to write commer-
cial proposals.  It is one of the G8 and 
its economy is sixth worldwide.  It ranks 
fourth in the world in imports and fifth 
in exports.  In terms of per capita Gross 
Domestic Product, France leads all other 
G8 countries and has a higher standard of 
living than the United Kingdom.  France 
also has a high life expectancy, the best 
healthcare system in the world according 
to the World Health Organization, and 
a rather remarkable equality of personal 
incomes in comparison to most other 
countries.

However, according to Giandra de Cas-
tro this is the first book-length systematic 
analysis of commercial proposal devel-
opment to be published in France.  The 
previous 10 books on the subject were 
designed to help beginners or small busi-
nesses get started.  

De Castro and Vendeuvre are well-
qualified to write a sophisticated book on 
developing winning commercial propos-
als.  Castro is the co-founder of Jack in 
the Box (http://www.jitb. typepad.com), 

a French proposal management com-
pany.  Readers of Proposal Management 
may remember her lively 2008 article on 
“Proposal Management in France.”  Ven-
deuvre is the co-founder of Halifax Con-
sulting and has published three previous 
books on selling and negotiating.

Optimisez vos Propositions commercia-
les:  Méthodes et outils du Proposal Man-
agement [Optimize your Commercial 
Proposals:  Methods and Tools of Proposal 
Management] has two major goals:  (1) to 
provide the best information about how 
to improve commercial proposals; and (2) 
to increase the reader’s skills and motiva-
tion to sell more effectively.  De Castro 
and Vendeuvre succeed admirably in their 
goals in a compact and well-organized 
book that sparkles with Gallic wit and 
charm.  This is probably the first book on 
proposals to quote Victor Hugo and to 
have deliberately humorous and off-beat 
bulleted lists about organizing and writ-
ing proposals.

Optimize your Commercial Proposals 
is divided into nine chapters.  The first 
chapter discusses the importance of pro-

posal management in the commercial 
sector.  Here De Castro and Vendeuvre 
explain the basic themes of their book.  
Chapter two examines the importance of 
cultivating commercial clients before sub-
mitting proposals.  While this may seem 
obvious to Americans in business devel-
opment, de Castro and Vendeuvre believe 
that French management is surprisingly 
handicapped:  “most French employees, 
particularly in large companies (with rare 
exceptions), have no practice selling in 
their profession.”

Chapter three is designed to help pro-
posal professionals develop a vision and a 
strategy before responding with a written 
proposal.  It contains such practical advice 
as how to differentiate yourself from your 
competitors and how to prepare the 
groundwork for a competitive bid.  

A lengthy chapter four discusses the 
“ingredients” of a good proposal.  These 
subsections—which cover topics like the 
letter of inquiry, the cover page, the table 
of contents, executive summary, and bud-
get with a focus on developing an inte-
grated and compelling document—will 
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be very familiar to American proposal 
professionals.  

Chapter five emphasizes writing style 
and visual design.  Missing in chapters 
four and five is a thorough discussion of 
how pictures, diagrams, charts, tables, 
and action captions promote understand-
ing and foster persuasion.  In addition, 
the black-and-white visuals are bland and 
difficult to read.  Because the authors are 
well-informed about American proposal 
practices, they might have helped their 
readers by discussing the work of Edward 
Tufte on visual intelligence.

In chapter six, the authors provide a 
framework for business professionals to 
understand the commercial context of 
their proposals.  Chapter seven continues 

this theme with a description of proposal 
management from different perspectives.  
The authors recognize that companies, 
managers, and marketers may see propos-
al management very differently and may 
have conflicting goals.

The last two chapters look at the bid/no 
bid decision, organizing to win, and using 
a proposal center to increase a company’s 
competitiveness.  Throughout these chap-
ters, the authors urge their readers to con-
sider the return on investment as they bid 
on commercial proposals.

De Castro and Vendeuvre end their 
book with a series of helpful questions 
that companies need to ask themselves 
about their capacity to develop competi-
tive proposals.  In good French fashion, 

they advise their readers to become more 
“introspective” about developing com-
mercial bids.  

Evidently their colleagues are taking 
heed.  At the launch of their book, 50 
sales directors met and decided to form 
the French equivalent of APMP:  La 
Association Française du Proposal Man-
agement.  De Castro and Vendeuvre hope 
that AFPM will establish a partnership 
with APMP.

This is a clear, thoughtful, and infor-
mative study that will help French com-
panies become more skilled in managing 
and developing proposals in the private 
sector.  Optimize your Commercial Pro-
posals may become very influential in the 
Francophone business world.

Jayme A. Sokolow is the founder and president of The Development Source, Inc. a proposal services company in the Washington, 
DC metropolitan area.  He can be reached at JSoko12481@aol.com.

mailto:JSoko12481@aol.com
http://www.propelconsulting.net/
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Book Review

The Strategy and Tactics of Pricing:  
A Guide to Growing More Profitably 5th Edition
Thomas T. Nagle, John E. Hogan, and Thomas Zale
Pearson Prentice Hall, 2010

$57.95

by: Jim Hiles

What is the one thing that every buy-
er considers when making a purchase 
decision? Price. Government clients are 
required to consider price, and in most 
cases require a separate cost or price vol-
ume in addition to technical or business 
proposals. 

In their book The Strategy and Tactics of 
Pricing: A Guide to Growing More Profit-
ably 5th Edition authors Nagle, Hogan, 
and Zale provide a succinct yet compre-
hensive guidebook to “developing more 
systemic processes for creating, com-
municating, and capturing value.” This 
is the primary message of The Strategy 
and Tactics of Pricing. The message is not 
delivered by exhortation alone. Instead, 
15 chapters provide depth and detail on 
the whys and hows of pricing, and include 
numerous examples, formulas, and work-
outs of presented formulas based on case 
studies presented.

The Strategy and Tactics of Pricing starts 
with the strategic pricing pyramid, and 
explains in detail the foundational ele-
ments of a pricing strategy. This is not 
a pricing strategy for a specific proposal 
or bid, but rather a pricing strategy for a 
firm or profit center. Longtime consum-
ers of proposal-related books and train-
ing courses have likely been exposed to 
a variety of expositions on price volume 
presentation and differentiating offers on 
value versus lowest price strategies. Read-
ers crossing over into the more compre-
hensive treatise on the subject contained 
in The Strategy and Tactics of Pricing will 

find these tactics covered in much greater 
detail, and will follow a roadmap to trans-
form an enterprise from tactical to strate-
gic pricing. 

The authors’ foundational elements of 
the strategic pricing pyramid start from 
a base of value creation and price struc-
ture, move up through price and value 
communication and pricing policy, and 
reach the pyramid’s peak of price level or 
price setting.  An entire chapter is devoted 
to each of the five levels in the pyramid. 
These chapters are well organized, as each 
starts with an introduction to the pyra-
mid level and key concepts; includes case 
studies, illustrations, and examples; and 
closes with an executive level summary 
that captures the essence of the chapter 
and provides a logical linking segue to the 
next chapter.

While The Strategy and Tactics of Pricing 
appears upon initial cursory inspection to 
be geared toward the C-suite level, bigger 
picture thinkers, or expert/academic pric-
ing specialists, there are many concepts, 
ideas, and illustrations of tremendous 
value to pricing tacticians, capture leads, 
proposal managers, and pricing profes-
sionals. One example from the book 
starts with an easily followed discussion 
of the differences between cost-based and 
value-based pricing. This concept is devel-
oped using an illustrated step-through of 
formulas provided with data from a case 
study for estimating the economic value 
of the benefit that a product or service 
can offer, “Economic Value Estimation®” 

in the authors’ parlance.
The authors note that “in many indus-

tries, the current profit leader is a com-
pany with a very explicit pricing strategy 
supported by its product and promotion-
al strategies.” The sequence of chapters 
immediately following the pyramid build-
out are devoted to a profit leader’s strate-
gic pricing ideas and activities, as opposed 
to a volume leader’s metric of success. 
Remaining chapters are primarily devoted 
to implementing the presented ideas. 

Current business and economic con-
ditions and customer perspectives are 
addressed throughout the book. Unlike 
other “subsequent editions” The Strategy 
and Tactics of Pricing authors succeed in 
incorporating current themes and condi-
tions (such as customers influenced by 
environmental or green considerations or 
shifting global demand) throughout the 
book, as opposed to revised editions that 
present the same earlier edition content 
and add a disjointed appendix or chapter 
as an update. 

This reader is fully immersed in the 
world of pricing in a business-to-govern-
ment arena, where the spotlight on com-
panies is generally held firmly on market 
share, volume, and growth. Commenta-
tors speak to who is the biggest, top 100 
lists are generated based on sales revenue 
(volume), and high-growth firms are 
exalted. The Strategy and Tactics of Pricing 
takes readers like me outside of this indus-
try myopia to a higher plane of pricing 
consciousness. 

continued on page 66
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Some readers will undoubtedly be 
put off by a volume that contains many 
examples that are not obviously appli-
cable to their daily activities, such as 
evoked anchoring, a business-to-business 
interview technique to help determine 
the financial benefits to a customer that a 
product or service could influence.  How-
ever, taking the time to pay attention to 
such examples and ideas will expand the 
reader’s repertoire and increase under-
standing of profitable business growth.   

The authors are well qualified. Tom 
Nagle holds a PhD from UCLA and has 
worked as a professor of marketing and 
strategy at the University of Chicago 
and at Boston University. He is a sought 
after commentator and expert on pric-
ing.  John Hogan is a partner at Monitor 
Group and leader in their strategic pricing 
practice, where he focuses on developing 
more effective pricing strategies in tech-
nology, software, distribution, manufac-
turing, financial and professional services, 
and pharmaceutical sectors. Joseph Zale is 
a Partner and Global Account Manager at 
Monitor Group, where he leads the pric-
ing strategy practice. Tom Nagle founded 
the Strategic Pricing Group and pub-
lished the first edition of The Strategy and 
Tactics of Pricing in 1987. John Hogan co-
authored the 3rd and subsequent editions, 
and Joe Zale joined in on the 5th edition. 

Together, these experts have provided 
a thought-provoking and comprehen-
sive guide to profitable growth that has 
remained in step (or even ahead of ) our 

evolving business climate. The book 
would be a welcome addition to any busi-
ness developer’s bookshelf. 

out are devoted to a profit leader’s 
strategic pricing ideas and activities, as 
opposed to a volume leader’s metric of 
success. Remaining chapters are primarily 
devoted to implementing the presented 
ideas. 

Current business and economic con-
ditions and customer perspectives are 
addressed throughout the book. Unlike 
other “subsequent editions” The Strategy 
and Tactics of Pricing authors succeed in 
incorporating current themes and condi-
tions (such as customers influenced by 
environmental or green considerations or 
shifting global demand) throughout the 
book, as opposed to revised editions that 
present the same earlier edition content 
and add a disjointed appendix or chapter 
as an update. 
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takes readers like me outside of this indus-
try myopia to a higher plane of pricing 
consciousness. 

Some readers will undoubtedly be 
put off by a volume that contains many 
examples that are not obviously appli-

cable to their daily activities, such as 
evoked anchoring, a business-to-business 
interview technique to help determine 
the financial benefits to a customer that a 
product or service could influence.  How-
ever, taking the time to pay attention to 
such examples and ideas will expand the 
reader’s repertoire and increase under-
standing of profitable business growth.   

The authors are well qualified. Tom 
Nagle holds a PhD from UCLA and has 
worked as a professor of marketing and 
strategy at the University of Chicago 
and at Boston University. He is a sought 
after commentator and expert on pric-
ing.  John Hogan is a partner at Monitor 
Group and leader in their strategic pricing 
practice, where he focuses on developing 
more effective pricing strategies in tech-
nology, software, distribution, manufac-
turing, financial and professional services, 
and pharmaceutical sectors. Joseph Zale is 
a Partner and Global Account Manager at 
Monitor Group, where he leads the pric-
ing strategy practice. Tom Nagle founded 
the Strategic Pricing Group and pub-
lished the first edition of The Strategy and 
Tactics of Pricing in 1987. John Hogan co-
authored the 3rd and subsequent editions, 
and Joe Zale joined in on the 5th edition. 

Together, these experts have provided 
a thought-provoking and comprehen-
sive guide to profitable growth that has 
remained in step (or even ahead of ) our 
evolving business climate. The book 
would be a welcome addition to any busi-
ness developer’s bookshelf. 

Jim Hiles is an avid consumer of business development-related books and materials. He is an independent thinker with deep 
experience in the buying and selling of goods and services, predominantly by the Federal Government. Jim manages Public Sector 
Business Development for the MorganFranklin Corporation and is The APMP Journal Book Review Editor.

Some readers will undoubtedly be put off by a 
volume that contains many examples that are 
not obviously applicable to their daily activities... 
however, taking the time to pay attention to 
such examples and ideas will expand the reader’s 
repertoire and increase understanding of profitable 
business growth. ”

“
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Book Review

Delivering and Measuring Customer Service:  
This Isn’t Rocket Surgery! 2nd Edition
Richard D. Hanks
Duff Road Endeavors, 2010

$21.95

by: Purvi Shah, APM.APMP

Richard Hanks summarizes his experi-
ence in Delivering and Measuring Custom-
er Service using two main principles:
• The first principle states that the 

major drivers of financial success can 
be traced back to loyal customers 
who recommend your business 
over and over, and loyal employees 
who become increasingly more 
productive, providing better service 
and contributing more to the 
company’s bottom line over time.   

• The second principle states that a 
company that continuously measures 
their customers’ experience will 
improve exponentially.  He also 
highlights that your customers’ needs 
and wants change continually—you 
must measure their experiences 
in real time, be flexible, and try 
to anticipate their needs.
Richard Hanks recommends that we 

measure customer perceptions of service 
quality on the five dimensions of reliabil-
ity, responsiveness, assurance, empathy, 
and tangibles like atmosphere and appear-
ance.

In Part II - Cultural Catalysts of Ser-
vice, the author echoes a platinum rule of 
customer service: ‘We do for our custom-
ers as they would have done for them.’  
I agree strongly with this rule as it per-
tains to proposal development. I believe 
that a responsive, compliant proposal will 
resonate how our capabilities and techni-
cal solution meet a customer’s needs and 
challenges. 

He states in Part III – Gathering Cus-
tomer Feedback that you can engage the 
customer in providing feedback in all 
five dimensions through various kinds 
of surveys (automated phone, Web, and 
mobile-device surveys). These surveys 
will make customer feedback convenient, 
anonymous, unbiased, immediate, and 
actionable and give you a complete pic-
ture of your performance.

I did not find the detailed informa-
tion on survey incentives, methodology, 
and design to be useful for my current 
role as Sr. Engineering Project Manager 
in Global Services Sales. Typically at my 
company, the marketing department 
designs and conducts surveys and market-

ing events to gather customer feedback. 
I was also uninspired by Part IV – Ana-
lyzing the Results of customer feedback.  
The information in this section might be 
useful to people in marketing or business 
operations that are usually tasked with 
analyzing such results.

One of the most important keys to con-
tinuous improvement in customer service 
is to institutionalize customer feedback 
and measurement and make it a “Brand 
Standard” of your company.  In Part V – 
Using Customer Feedback to Improve, 
he says that the best results come from 
employee involvement in developing 
and executing against customer service 
improvement action plans after we get 
feedback from our customers.  A compa-
ny must use customer feedback to reduce 
internal variation between locations.  It 
is not enough for a company to be bet-
ter than the competition, it needs to be 
better than itself, by making customer sat-
isfaction measurement a required part of 
doing business.

I agree with Richard Hanks that 
employees should be recognized and 

continued on page 70

 the author echoes a platinum rule of 
customer service: ‘We do for our customers 
as they would have done for them.’ ”
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rewarded for delivering exceptional cus-
tomer service.  The company I work for 
rewards the top performing sales people 
with a five-day vacation each year.  Such 
rewards create healthy competition 
among the sales people to belong to the 
exclusive ‘President’s Club’  and help my 
employer increase sales and meet annual 
revenue targets. 

The main thrust of Part VI – Customer 
Recovery and Follow-up is that it is much 
more expensive to acquire a new customer 
than to keep an existing one across multi-
ple industries. A company must treat every 
customer as someone who brings long-
term value.  If there is a lapse in service, 
the best time for the company to recover 
a customer is immediately after the mis-
take is made and before they lose them 
forever.  It is important for a company to 

empower employees with the authority to 
fix customer issues where and when they 
happen.  The author provides a detailed 
list of recovery steps that a company can 
take when a mistake is made with a cus-
tomer, including taking responsibility for 
the error or the inconvenience, explaining 
why it happened, and telling the custom-
er what was “fixed” (transparency).  

I agree wholeheartedly that it is impor-
tant to retain existing customers even 
while we stake out new markets to find 
new customers. 

A striking point that resonated with 
me in Part VII – Tips and Tricks is that 
achieving high quality is not enough; 
actual quality must be translated into 
perceived quality. The perception of a 
product is shaped to a large extent by the 
things a consumer can comprehend with 

his five senses.  
I think it is funny how simple customer 

service is, yet how even the most simple 
of principles can go unlearned or just 
unpracticed for so long. Richard Hanks 
does a great job reminding us how impor-
tant, and how simple, it is to treat your 
customers right and measure the results.

I found his book to be a refreshing 
primer on delivering customer service 
with additional sections on measuring 
customer service. I would recommend 
this book to anyone who interacts with 
people in their business on a daily basis.  
The comics in each chapter were also 
painfully funny.

Purvi Shah, APM.APMP is a Sr. Engineering Project Manager in Global Services Sales at Verizon Business.  She has been in a 
hybrid role of Proposal Manager and Information Security SME for the last five years.  She is a member of APMP and achieved 
APMP Practitioner-Level Certification in November 2010.  You can reach her at purvi.shah@verizonbusiness.com.

A striking point that resonated with me 
in Part VII – Tips and Tricks is that 
achieving high quality is not enough; 
actual quality must be translated into 
perceived quality.

it is much more expensive to acquire a 
new customer than to keep an existing 
one across multiple industries.

”
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The industry’s leading bid & proposal solution helps you:

• drive informed bid decisions and strategic planning

• streamline collaboration internally and with teammates

• boost your organization’s productivity and win rates

Privia by SpringCM is the leading bid and proposal management solution for government 
contractors to manage the complete opportunity lifecycle.

Learn more at www.springcm.com or by calling 877.362.7273.

With Privia by SpringCM
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The following organizations are approved by APMP to 
conduct training anywhere in the world to support the APMP 
Accreditation Program.
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http://www.strategicproposals.com
http://www.shipleywins.co.uk
http://www.bid-to-win.eu/
http://www.shipleywins.com
http://www.lohfeldconsulting.com
http://shipleysqc.com
http://www.cskmanagement.com
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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 excellence and service.

2010	Recipients	Inducted	June	3,	2010,	Orlando,	Florida

Ed Alexander (2009)
Tom Amrhein (2002)
Holly Andrews (2007)
Art Bass (2004)
Ruth Belanger (2009)
Tony Birch (2006)
Betsy Blakney (2009)
David Bol (2002)
Tom Boren (2002)
Mitchell Boretz (2008)
Mark Ciamarra (2005)
Neil Cobb (2006)
Nancy Cottle (2001)
Cathy Day (2008)
Charlie Divine (2003)
Richard “Dick” Eassom (2004)
John Elder (2006)
Barry Fields (2003)
Robert Frey (2006)
Daniel Fuller (2008)
Alan Goldberg (2006)
Dr. Bob Goldstein (2007)
Marianne Gouveia (2001)
Dennis Green (2003)
Eric Gregory (2001)
Margaret Helsabeck (2009)
Jay Herther (2008)
Michael Humm (2004)

Prior	Award	Recepients

Richard Buijs 

Richard Jenkins 

Colleen Jolly 

George A McCulley
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rdMike Ianelli (2002)

Steve Jensen (2003)
Chuck Keller (2002)
Suzanne Kelman (2008)
Nancy Kessler (2004)
BJ Lownie (2007)
Jessica Morgenstern (2007)
Marilyn Moldovan (2009)
Steve Myers (2001)
Sherrill Necessary (2002)
Larry Newman (2007)
Patricia Nunn (2001)
Howard Nutt (2002)
Bill Painter (2001)
Mike Parkinson (2008)
Ali Paskun (2009)
Keith Propst (2009)
David Pugh (2001)
Tom Sant (2001)
Karen Shaw (2002)
Steve Shipley (2001)
Dr. Jayme Sokolow (2003)
David Sotolongo (2008)
Dana Spears (2005)
Kelli Stephenson (2007)
Kirste Webb (2009)
Jon Williams (2006)
David Winton  (2007)

Bobbie O’Brien 

Joseph C. O’Neill 

Beth A. Wingate
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Index of Articles
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& O’Toole, Nora & Levin, Ginger Just Say No? Nah! Best Practices for No-Bids
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Spring/Summer 2010
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Article Green, Dennis R. Talk Time with Jon Williams
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Review-Book Hiles, Jim Beautiful Evidence

Review-Book Hiles, Jim Exceeding Expectations: Reflections on Leadership
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Award APMP The APMP Fellows Award

Forum Bol, David CEO Forum

Review-Book Blakney, Betsy Benchmarks in World-Class Proposal Writing Capability: How Leading Companies Produce Winning 
Proposals

Review-Book McGeady, Amy It’s Not What You Sell, It’s What You Stand For: Why Every Extraordinary Business is Driven by Purpose

Review-Book Paskun, Ali Selection Success! How Consultants, Contractors, and Other Professionals Can Increase Their Success in a 
Qualifications-Based Selection Process

Review-Book Blakney, Betsy Contracting with Uncle Sam: The Essential Guide for Federal Buyers and Sellers

Sponsorship APMP 2009 Corporate Sponsors and Alliance Partners
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Index of Articles

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

To access all past issues of the Journal of the Association of Proposal Management, 
log on to the APMP Website at www.apmp.org, and click on Publications.

Spring/Summer 2009
Article Gaines, Katie The Six Golden Rules of Proposal Writing

Article Jolly, Colleen Yoga for Proposal Professionals: A Guide and Case Study

Article Kaelin, Christopher Agile Methods for Proposal Managers: An Idea Whose Time is Here
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Review-Book Morton, Bruce GunnSights: Taking Aim on Selling in the High-Stakes Industry of International Aerospace

Review-Book Simmons, Chris Winning Government Contracts

Review-Book Hoffmann, Richard The Back of the Napkin

Review-Book Malkus, Susan Charting a Path to Project Management Sophistication

Review-Book Payne, Lisa Proposal Development: A Handbook for Proposals Submitted to the U.S. Government

Sponsorship APMP 2009 Corporate Sponsors and Alliance Partners

Fall/Winter 2008
Article Keller, Chuck The Proposal Exorcist: Attacking 12 Proposal Demons

Article Herther, Jay Smooth Hand-Offs from Capture to Contract

Article Boretz, Mitch and Jolly, Colleen The Clothes that Words Wear: Evolving Communications Technology is Driving Proposal Tyopgraphy and 
Formatting

Award APMP The APMP Fellows Award

Forum Eassom, Dick CEO Forum

Review-Book Whitley, Mark Life's a Pitch

Review-Book Blakney, Betsy Cracking the $500 Billion Federal Market: The Small Business Guide to Federal Sales

Review-Book Paskun, Ali Successful Proposal Strategies for Small Businesses: Using Knowledge Management to Win Government, 
Private-Sector, and International Contracts (5th Edition)

Review-Book Simmons, Chris Why We Talk: The Truth Behind Word of Mouth Marketing

Review-Book Paskun, Ali The Power of Body Language: How to Succeed in Every Business and Social Encounter

Review-Book Lohfeld, Robert Shipley Capture Guide Winning Strategic Business

Review-Book Witt, Chris How to Wow: Proven Strategies for Presenting Your Ideas, Persuading Your Audience, and Perfecting Your Image

Sponsorship APMP 2008 Corporate Sponsors and Alliance Partners

Spring/Summer 2008
Article Herther, Jay The 3-Ring Model for Motivating, Recognizing, and Rewarding the Proposal Management Team

Article Moss, Ann L. and Parkinson, Mike Visual Proofreading: Three Steps to Proofreading Proposal Graphics

Article de Castro, Giandra Pioneering Proposal Management in France

Article Sokolow, Jayme A. Proposal Professionals and the Pursuit of Happiness

Article Glueck, Kellie Strong Branding in Proposals Increases Success

Award APMP The APMP Fellows Award

Forum Eassom, Dick and Taylor, Paul CEO/COO Forum

Review-Book Vogel, Kerriann Managing Externally–Funded Projects

Review-Book Blakney, Betsy Bids, Tenders & Proposals: Winning Business Through Best Practices

Review-Book Frey, Robert S. Do-It-Yourself Billion Dollar Business Graphics: 3 Fast and Easy Steps to Turn Your Text and Graphics into 
Graphics that Sell

Review-Book Paskun, Ali What People Want: A Manager's Guide to Building Relationships that Work

Review-Book Paskun, Ali The Language of Success: Business Writing that Informs, Persuades, and Gets Results
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