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Need to Win
More Business?

Shipley now offers business development leadership services. Blueprint to Winning™
offers executives and leaders the opportunity to find and fix gaps in their business
development organization and process. The new Decision Gates and Reviews
workshop teaches a disciplined approach to managing internal reviews across the
business development lifecycle. Shipley’s Capture Assessment service provides an
unbiased view of the state of progress toward positioning to win on key opportunities.

Blueprint to Winning™

A 1-day working session for BD leaders
and executives

wW 7 Some things you learn about your organization

N e LeaderShlp and about yourself may be tough to accept.

De Velopmen t, Expect straight talk. Leaders who take full
= om advantage of this session can expect to
increase their win rate by 20-30% immediately.
Training, and

28 Leaders develop their own blueprint that can

ASS@SS en t improve efficiency and effectiveness within their
Se/"\//ces BD organization.

Decision Gates and Reviews Capture Assessment Report (CAR)
A fast-paced two-aay workshop Shipley’s Capture Assessment service provides
Your organization can win more business an unbiased and independent view of the state of
by implementing a disciplined, scalable progress in positioning to win. Capture activities
approach to managing key decision gates such as research, analysis, strategy development,
across the BD lifecycle. You will also learn competitive position, and tactical execution move
how to conduct effective color team your company from an unknown position to a
reviews using proven tools and strategies. favored position and improves your pwin,

Consulting e Strategy e Proposal Support e Training

wWww.shipleywins.com
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FROM APMP’S

EXEGUTIVE
OIRECTOR

IT'S ABOUT THE PEQPLE, PEOPLE

fter managing associations the past 24 years, there is one
fact I know now, more than ever. Associations are about one
thing—the people in them and what they can do better by

standing together.

An association is not about a product, a membership category, or
a conference. A few weeks ago, we asked our APMP community

to tell us in 150 words or less what you were doing before you
became a proposal professional. The responses were overwhelming.
We learned humorous, touching, and fascinating backstories about

our APMP members. Their stories inspired us and are now the

cover story of this issue.

In my 2 years with APMP, I have learned so much about our
members. I know that Matt King of Shipley Associates speaks fluent
French and that Nigel Dennis of Bid Write was a former Australian Rules football player. Betsy Blakney of CACI has
a huge cookbook collection, and Jim Hiles of Landmark Technology recently helped plan his daughter’s wedding. I
know that Amy McGeady and her daughter are active in the Girl Scouts of America and that Mike Parkinson of the
24 Hours Company loves Comic-Con and goes whenever he gets the chance. Betsy Cummings of Elbit Systems plays
in a band and still gets excited about every gig as if it were her first.

APMP is about people. It is about the power of making a connection, a memory, and a

collection of moments that lead to something bigger than any one of us. Thank you for

being the people in APMP.

RICK HARRIS, AM.APMP

Executive Director
+ rick.harris@APMP.org

ADVERTISING

Patrice D. Scheyer

+ patrice.scheyer@APMP.org
(703) 281-1686

advertisements and articles. To
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+ APMPJournal @theYGSgroup.com.
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: Focus is Key

In a market clouded with uncertainty, maintaining a focused
core is key. Proposal Development Consultants can offer
imple solutions to help you win business. Our model allows us

0 provide vetted proposal pros to meet your proposal needs,
even at a moment’s notice.

Using our seasoned contractors will allow you the flexibility to
maximize your business efforts.

Avoid the burnout of your key players

Effective deployment of your limited B & P budget

Enlist targeted, specific skills to support your current
team effort

Call us today and make winning business simple.

www.proposaldc.com | 301.280.0303

proposal development consullants
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FROM APMP’S

Hil

very opportunity—and obstacle—in life comes about

through communication or the lack thereof. The more

we commit ourselves to open communication, the

more easily we can share information and collapse
barriers. As APMP’s 2013 CEO, I've declared 2013 the Year
of Communication for APMP.

APMP has more than 5,000 international members, and
we're committed to increasing communication and sharing
best practices with you via APMP forums and one-on-one
interactions.

You'll see increased quality and frequency of APMP communications via New Member Information
Webinars, Quarterly Chapter Enrichment Webinars, the new Chapter Liaison Committee comprising former
chapter leaders, publications, and live and broadcast events.

We're leveraging current technologies to revise our flagship APMP Journal and Perspective publications,
combining the best of both into our new digital APMP Journal—now easily accessible to all members
worldwide and poised to encourage member interaction and conversation. Introduced in mid-2012, our
APMP Reporter continues to provide weekly association and industry news.

Bid & Proposal Con 2013 affords multiple opportunities for increased communication. It’s the perfect place
to meet new people and communicate one-on-one while you learn best practices and new skills.

Throughout 2013, our Board of Directors has a number of projects planned—all aimed at opening and con-
tinuing communications with members, chapters, and prospective members, while we provide a home for
everyone involved in winning business for their organizations.

Now is the time to open yourself up to new communications. Get involved in your chapter, volunteer as a
presenter, join a committee, join us at APMP Bid & Proposal Con, attend regional conferences and chapter
events, and regularly read APMP and chapter publications. If you need help getting involved, email me at
beth.wingate@APMP.org or Rick Harris, executive director, at rick.harris@APMP.org, and we’ll be happy
to open communications with you!

BETH WINGATE
Chief Executive Officer

ffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffff + beth.wingate@APMP.org

APMP JOURNAL
SPRING + SUMMER // 2013



Do the right things and do things right

Training ® Benchmarking,/Assessments ® Process Improvement
Live Engagement Support @ Staffing ® Coaching/Mentorship

www.strategicproposals.com
603.880.6855

StrategicProposals
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WHAT’S YOUR SECRET
SUPER POWER?

With a full line of products that improve the speed, accuracy, and exchangeability of cost proposal data
FPROPRICER™ iz leading the way in streamlining t proposal creation b ian, and trac
ad for federal government contracting, this s hicated ar atura-r

industry players use to generate ther winming bids. From government contraclors o federal agenc
PROPRICER™ can support simple to extremely complex proposal requirements. Contact us today to learm how

we can help you!

Your Competitive Edge In Proposal Pricing Solutions
VISIT US AT WWW.PROPRICER.COM

—_— —
Exgciitive Bugineas Services
43358 Busingss Park Drive
Taumapouls, CA 52550
Fhono: (B00] 50749580
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CAPTURE

The art of early-stage identification and
qualification of new business

BUSINESS DEVELOPMENT

The practice of implementing reliable planning
and statistically sound data in order to deepen
long-term value propositions and relationships
with customers and markets

GRAPHIGS + PRODUGTION

The process of designing and combining images,
words, and specific treatments to effectively
convey information

PROPOSAL MANAGEMENT

The coordination and oversight of all elements
of the proposal development lifecycle from
capture to win

+ Www.apmp.org




HERE ARE A FEW TIPS FOR APMP
PROPOSAL PROFESSIONALS:

Understand the capture and
sales process—know what is being
represented to customers.

Add value to the sales process-
be proactive and stay customer
focused.

Always align your message with
the win strategy by focusing on
benefits.

Think like a customer: How much
do they know about us? Our solution?
Our discriminators?

APMP JOURNAL
SPRING + SUMMER // 2013

CUSTOMER-FOCUSED

Seller Bewarel

THE ART OF SELLING HAS CHANGED FOREVER

By Brad Douglas

THE OLD SLOGAN, “Buyer Beware,”
has almost become obsolete. Now it
is the seller’s turn to “beware.” Why?
What does this mean to me as a pro-
posal professional?

Consider your most recent expe-
rience as a buyer. Maybe you pur-
chased a vacation package. Or a
kitchen remodel. Or a set of tires, or
eyeglasses, or a new car insurance
package. Maybe you had to choose
new investment funds for your 401K,
or you just wanted to buy an eBook.

Chances are you did your home-
work—online. You probably knew
much more about the seller or the
seller’s company than you would have
in the “good ol’ days” ... say 5 years
ago. You researched competing prod-
ucts, services, and brands and created
your own version of “the short list.”

Our customers are no different than
you and I. Whether we are selling to

the government, another business, or
even our internal customers, it’s time to
beware! Our customers are armed with
information to help them make smart
buying decisions. Our competitors are
generally just as visible as we are to the
customer. Consider these tidbits from
the Huthwaite Center for Research:

» Buyers have access to 20 times
more data than they did just
5 years ago.

» Sales people (think capture)
will fail if they don’t adapt.

« Trust is still important, but it is
gained differently.

« Buyers often research the
actual “seller” in advance of
any engagement to learn about
them, their education, back-
ground, and expertise.

« A sales professional today must
be a researcher and have a
higher level of business acumen.



Consider the influence of social
media and Web-based marketing
on the selling process as reported
by HubSpot in a research study on
inbound marketing:

 Eighty percent of active
Internet users visit social net-
works and blogs.

« Eighty-two percent of LinkedIn
users are aware of ads on
LinkedIn sites.

« Eighty-nine percent of com-
panies are increasing their
inbound marketing budgets
(mostly Web and social media).

« The cost per sales lead is
61-percent lower for online and
social media promotions than
traditional advertising or mar-
keting campaigns.

So, how does this affect proposal
professionals?

A proposal is a sales document,
no matter who the customer is.
Proposals must align with the buyer’s
knowledge and understanding of our
solution and company and with infor-
mation available through electronic
media. We must reflect consistency
in our message, our brand, and our

KEY TO A WIN

Reflections

on Proposal

Writing!

A LOOK BACK AT A
GREAT WIN

By Muriel Thibaud, AM.APMP

value proposition to be credible to
the customer—in both the way we sell
and the way we write our proposals.

Excerpts from the July—August

2012 issue of the Harvard Business
Review state:

*  “The old playbook no longer
works. Star sales people now
seek to upend the customer’s
current approach to doing
business.”

»  “In recent decades, sales reps
have become adept at discov-
ering customers’ needs and
selling them ‘solutions.” This
has worked because customers
didn’t know how to solve their
own problems. But now, owing
to increasingly sophisticated pro-
curement teams and purchasing
consultants armed with troves
of data, customers can readily
define solutions themselves.”

o “Customers completed, on
average, nearly 60 percent of
a typical purchasing decision—
researching solutions, ranking
options, setting requirements,
benchmarking pricing, and so
on—before even having a con-
versation with the supplier.”

ON A BRISK December afternoon,
the marketing staff completed and
sent out three significant propos-
als and heaved a collective sigh of
relief. While waiting for UPS and

FedEx to whisk the documents (and

backup documents) away, several
staff members succumbed to the

sive proposal efforts and the “old
days,” when it was not unheard
of to work 3 days straight or have

dinner at the office several nights in
succession. Stories were exchanged

about a frantic search for a FedEx
deposit box (well-hidden at the
airport) on a rainy night, having
equipment jam—and jam again!—

. urge to reminisce about other mas-

Account executives, sales represen-
tatives, capture managers, and others
involved in positioning and selling
must adapt to these new buying
trends. Customers will see through
the fluff, glitz, and embellishments.
Our proposals must reflect our image
and must align with our customers’
perceptions based on publicly avail-
able information. We are all selling
something—internally or to our cus-
tomers. “Seller beware” is the new
normal. Make sure you know what
your customers know, in advance, so
you can compete and win. ®

Brad Douglas is COO and VP of Business
Development of Shipley Associates. He
can be reached at (801) 593-7111 or

+ bjdouglas@shipleywins.com.

References

1.+ http://www.huthwaite.com

2.+ http://www.hubspot.com/
marketing-studies

3. Adamson, Brent; Dixon, Matthew; Toman,
Nicholas. The End of Solution Sales. Harvard
Business Review. July—August 2012,
pages 3-10.

STORIES WERE
EXCHANGED ABOUT A
FRANTIC SEARCH FOR

A FEDEX DEPOSIT BOX
... AND THE CHALLENGE
OF DEALING WITH A
PROSPECT WHO YOU
KNOW HAS NOT READ
YOUR PROPOSAL AND
WILL AWARD THE JOB TO
SUMEONE ELSE ANYWAY.

+ WWW.apmp.org



10

and the challenge of dealing with a
prospect who you know has not read
your proposal and will award the job
to someone else anyway.

The conversation ultimately worked
its way around to the question of
what constitutes a really good pro-
posal. There was enough seniority
and success represented among those
gathered to guarantee an informative
and expert response. Through anec-
dotes and admonitions, some key
success factors emerged during the
conversation. Chief among them were:

Know the competition. What

are their weaknesses? How can you
address those weaknesses without
specific reference to the company?
Stay involved in the industry.
Attendance at industry sessions is
recommended for acquiring this
knowledge. The advice was, if per-
mitted, to send three people to such
sessions—one to take notes, one

to socialize, and one to listen and
observe for clues to future strategy.
Identify your own company’s
weaknesses. Defuse them. Don’t
ignore them.

Determine your company’s
strengths. Highlight them and
hammer them home.

Address the document to the
specified tasks as outlined by
the prospect. Their concern should
be yours, too. Put efforts propor-
tionately into the factors as they are
weighted in the RFP.

Don’t waste energy on bells and
whistles. Often these types of flour-
ishes—like the cover or the color of
text—won’t be considered.

Create an impressive beginning
and a compelling ending. The
first and last pages are often

the ones that are remembered.

APMP JOURNAL
SPRING + SUMMER // 2013

One personal story from years ago
emerged, courtesy of a seasoned pro-
posal manager, illustrating many of
these points. His team had apparently
been unable to secure any significant
Department of Defense remediation/
base closure contracts from one par-
ticular branch of the services. Despite
intense efforts, the same competitive
firm had locked them out again and
again. Nevertheless, a proposal was
prepared—one more time—in an effort
to crack open the client’s door. A
scant 1 hour before the proposal was
due to ship, a member of the proposal
team dropped a casual comment to
the effect that the key competitor had
been unable to achieve closure on the
many projects they had won to date.

The proposal manager’s antenna
shot up: No closures? How many?
Has anyone achieved closure on
these projects? The team asked
themselves: Do we achieve closure

on such projects? Despite the fact
that this was truly the eleventh
hour, the team created a table that
charted the chief competitor, other
competitors, and the proposing com-
pany in a comparison of closures
that revealed the proposing company
had, in fact, achieved the highest
rate of closure on such projects and
had done so many, many times. The
table was inserted into the proposal
as the last page. They won that
very contract—their first from this
client—as well as many others since
then. The client later confirmed that
it had been this table that swayed
the committee.

There’s no doubt that proposals are
a lot of routine and exhaustive work,
but as this story illustrates, they can
be positively exhilarating as well. ®

Muriel Thibaud, AM.APMP, can be
reached at + muriel.thibaud@tetratech.com.
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HITTING THE MARK

Ensuring Your Proposal
Themes Come Through

WRITE AND REVIEW THE WAY YOUR CUSTOMER READS AND EVALUATES

By Dan Janowski, PPM.APMP

ASSUME THAT EVERY competitor
who submits a response to an RFP,
whether it be a commercial or a
federal one, will claim at least full
compliance with all of the custom-
er’s requirements, if they are serious
about winning the award. And every
competitor’s proposal will likely fol-
low all the submittal instructions,
address all the requirements, provide
all the requested information and
appendices, and offer some unique
perspective on why their proposed
solution is superior to all the others
and why they should be chosen. Your
proposal will likely not be unique in
that regard. The winning proposal
then, assuming it is within the very
narrow price-to-win range, will be the
one that can distinguish itself from all
the others by correctly identifying the
key customer concerns and effectively
addressing those concerns through
appropriate marketing positional mes-
sages. Good proposals will emphasize
and reinforce these key messages
throughout, in every volume, major
chapter, and, ideally, every section.
The job of the pink and red
team reviewers is to ensure the
key messages are emphasized and
reinforced. Accomplishing this can
be problematic. With tight budgets,
rushed deadlines, and sometimes
voluminous, dry, technical writing

APMP JOURNAL
SPRING + SUMMER // 2013

to read, it is often very easy for
reviewers to become sidetracked and
bogged down in the editing and miss
whether or not the overall proposal
holds together and the important key
messages are coming through effec-
tively—not seeing the forest because
of the trees. This can be made worse
on large proposals that are split

into subvolumes or even chapters

for different reviewers to focus on.
Typically, a good reviewer can read
and edit 50 pages of new text per
day. For many companies, this is
considered a light day’s work. Color
team reviewers are often challenged
with examining hundreds of pages of
material in a single sitting.

To ensure that all the reviewers not
only have adequate time to cover their
respective sections and ensure the pro-
posal is making an effective marketing
pitch from a broader perspective, it
is beneficial if the proposal themes
are separately reviewed to ensure
continuity, consistency, and forceful-
ness. Although often overlooked, here
is one simple way to do just that.

Every major proposal section,
book, volume, or chapter should
have a strong introductory para-
graph, or even a single lead-in sen-
tence—a mini-executive summary
if you will—that summarizes what
the reader should expect to see in

[
!
!

/

the subsequent material, and most
importantly, what the vital take-away
messages are for the section. Those
messages must reflect and reinforce
the intended overall marketing posi-
tion. Some proposals use highlighted
proposal theme sentences or breakout
text at the beginning of each chapter
or section to do this. In others, it is in
the section’s introductory paragraph.
Let’s assume you perform a pre-
liminary pink team review of story-
boards, proposal mockups, or first
drafts or perform a red team review
of the final documents. Aggregate
just the theme sentences or lead-in
paragraphs from each section under
the chapter heading, and break these
out into separate documents down to
the second-level chapter indent. Even
in a large proposal, this distills to
maybe a few pages of material. Now,
provide the reviewers this summary



Team Colors

-------- Purple Team: Assesses
the probability of
winning and alignment
with organizational goals

------- Blue Team #2: Reviews
updated capture plan
and solution set

-------- Red Team: Reviews
final proposal draft—
including price—to
predict how the
customer will score the
proposal

document along with the intended
positioning messages to preview
before they start reviewing and edit-
ing their individual sections.

Such a breakout review can be use-
ful in many ways. First, at a basic level,
it ensures that every major section at
least has a take-away message. If the
section does not serve one up, you
have missed an opportunity. Secondly,
the breakout review will immediately
and clearly demonstrate if the proposal
does indeed articulate the intended
marketing position and whether or not
the overall proposal hangs together.
The breakout review will reveal vital
elements throughout—elements that
can make an overall winning proposal.
Thirdly, if any one section is weak,
lacking, or misguided in its message,
that too will stand out because of its
inconsistency. Highlight the weak
segment as one that might need more
focus or writing improvement. If done

-------- Blue Team #1: Reviews
initial capture strategy
and capture plan

-------- Pink Team: Reviews
storyboards and mockups
to confirm solution set
and to validate proposal
strategy

Approves
final proposal and price

------- Black Hat Team:
Predicts competitors’
solutions

------ Green Team: Reviews
cost/price solution

White Team: Compiles
lessons learned from
capture planning through
proposal development to
contract award

SOURCE + http://www.shipleywins.com/training-workshops-register.php?seminar=32

correctly, these messages will be logi-
cally organized in the proposal, build-
ing up in a manner that will justify
and prove the ultimate marketing posi-
tion. Lastly, these section reviews will
imprint on the reviewers and provide
them with a broader perspective on
the key concept or marketing message.
When the reviewers get down to the
actual editing, they will be less likely to
lose track of the point and rationale of
the proposal.

It is strongly suggested that a
breakout review be done early in
the proposal development cycle—
part of a pink team (or even a blue
team) review—as a useful tool for
ensuring that you have a strong
proposal message and that in your
final submittal that message is
coming through effectively. As an
added bonus, you will now have a
method for verifying that sufficient
thought has been given up front to

the proposal capture strategy, and
that the message is organized and
presented effectively in the proposal.
As an extra bonus, if you start with
a proposal outline and craft the
theme sentences for each section
first, you will deliver better direction
to the writers by pointing out what
to emphasize in their sections.

It would be a safe bet that your
customer may review your proposal
exactly the same way as in the sum-
mary, scanning the lead-ins to each
section before they start their own
detailed reviews. By making sure
your sectional theme sentences are
well thought out and well organized,
you improve the chances that your
customers will have a more favorable
first impression of your submittal—a
true edge over your competition. ®

Dan Janowski, PPM.APMP, can be
reached at + jdjanow@hotmail.com.

+ WWW.apmp.org
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COOL TOOL

RFPs Meet Google Docs

A NO-COST PROPOSAL MANAGEMENT TOOL YOU SHOULD TRY

By Kathleen Foley

IN DECEMBER 2012, The New York
Times published that over 5 million
businesses were using Google Apps
in 2012, up from 4 million in 2011.
While application of Google Docs—
the Google word processor—will not
result in submission-ready proposals
(we start proposals in Google Docs
and later refine them in Word), the
application is a very useful proposal
management tool for our team,
meets the majority of our needs, and
adds no extra cost to the bottom
line. Here’s an overview of some of
the benefits, challenges, and work-
arounds we discovered while working
in Google Docs.

USING GOOGLE DOCS FOR

PROPOSAL DEVELOPMENT

The primary benefit of employing
Google Docs is a simple but crucial
factor in the proposal management
process: collaboration in real time.

APMP JOURNAL
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Users can work in and update a doc-
ument while another user watches
the writing and editing as it is hap-
pening. You can control, too, who
has permission to “view” and “edit.”
A chat window allows for discussions
while work is in progress. This fea-
ture beats passing around a Word
doc any day and alleviates version
control concerns.

Next, there is the ability to “tag”
users by inserting a comment and typ-
ing the “@” symbol, followed by their
usernames. You can run through a
document and ping all of your subject
matter experts (SMEs) at once. Tagging
people for input on proposal sections
ensures content arrives faster. SMEs
can simply add answers where they
are tagged and comment back to you
if they need clarification. This proved
much easier than individually emailing
people and then pasting their responses
back into the Word document.

HIGHLIGHT AND PLACE YOUR
COMMENT (INSERT/COMMENT)
IN THE QUESTION, NOT THE
PLACE WHERE YOU WANT THE
ANSWER. GOOGLE DOCS WILL
SOMETIMES NOT ALLOW USERS
TO TYPE WHERE THE COMMENT
IS LOCATED.

KNOWN CHALLENGES AND SOLUTIONS
THE ISSUE: PAGINATION

THE SOLUTION: Insert page breaks
after transferring the document over
to Word. Pagination does not reflect
accurately in Google Docs. This is

a known issue, and Google has no
plans to fix it.

THE ISSUE: DESIRED FONT

AND COLOR

THE SOLUTION: For custom colors
and fonts, add text formatted in that
color or font from a Word doc, and it
will appear in the Google menu as a
custom color or font.

THE ISSUE: TABLES DO NOT
HOLD THEIR FORMATTING ONCE
TRANSFERRED FROM GOOGLE
DOCS TO WORD

THE SOLUTION: Format in Google
Docs to the best of your ability
because content, most notably tables,



Use a Google Docs Folder
as Knowledge Base

USE THE CHROME BROWSER
FOR THE BEST GOOGLE

DOCS EXPERIENCE.

are more difficult to format in Word
once downloaded from Google Docs.

THE ISSUE: MERGING CELLS

THE SOLUTION: This, too, should be
done later in Word. After adjusting table
properties and selecting background for
a cell, text shows up as highlighted in
white. Go to the text highlight box and
click “None.” If this doesn’t work, you
can also try Format/Clear Formatting.

THE ISSUE: GRAPHICS MAY NOT
IMPORT FROM WORD

THE SOLUTION: Save the graphic
and then use Insert/Image to add it.
Graphics may not be downloaded to
Word version. Make a note in red
that there is a graphic to follow, then
when you are in Word, go to your
Google draft and grab the image. ®

Kathleen Foley, proposal manager,
Appirio, can be reached at (925) 727-4617
or + kmfoley@gmail.com.

+ Www.apmp.org




Changing the Framework of the
Active/Passive Voice Debate:

ACTIVE VOICE AS AN ORGANIZATIONAL DISCRIMINATOR

By Dan Fulton, AM.APMP

passive voice.

THE ACTIVE/PASSIVE DEBATE

writing. I can trace this behavior
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AS A PROPOSAL MANAGER in the
management consulting industry, I
am often involved in discussions with
our consultants that focus on techni-
cal writing practices. While we gen-
erally tend to keep the conversations
casual, I cannot help but note one
subject that always seems to spark a
passionate debate: active voice versus

Many writers like myself cringe at the
overuse of passive voice in technical

to one of the most influential men

in my life—my 12th grade English
teacher, Mr. Lavelle. You see, until

I sat in Mr. Lavelle’s fourth period
advanced placement English class,

I had always thought of myself as

a good writer—maybe even a great
writer—compared to my peers. So I
am certain you can understand my
surprise when Mr. Lavelle returned
my first paper submission with the
following note on the front page,
written in the most pronounced
shade of red ink I had ever seen: “NO
NO NO NO NO—NO FORMS OF TO
BE: BE, AM, IS, ARE, WAS, WERE,
BEEN, BEING!!!” This was the exact

moment that I learned to
embrace active voice.

I tell the story of my
first experience with active/
passive voice not just out
of nostalgia but also to
illustrate the fact that writ-
ers do not inherently use
active voice. I try to keep
this fact in mind while
engaged in the active/pas-
sive voice debate.

Of course, I, too, under-
stand that certain situa-
tions require passive voice
and fully subscribe to the
APMP’s guidance to “Use
active sentences unless
you have a good reason
to choose passive.” In the
management consulting
industry, particularly with public sector
clients, some firms go so far as to pur-
posely use passive voice in client deliv-
erables and proposals as a tactic to
shift responsibility away from the firm.

While this is obviously an extreme
example, it does provide some context
to negative viewpoints of passive voice
in general. Think of it in this context:
In interviews and exchanges with media
leading up to his championship fight
with Sonny Liston in 1964, Cassius Clay
(Muhammad Ali) presented what is
perhaps his most recognizable line,

“... float like a butterfly, sting like a bee,
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his hands can't hit what his eyes can’t
see.” If Clay had used passive voice in
his delivery, it may have sounded sim-
ilar to, “Like a butterfly is how I will
float. Like a bee is how I will sting ...”
The passive voice version loses impact,
increases ambiguity, and is awkward to
say aloud—certainly not the intent of
the message Clay delivered.

To continue the boxing analogy,
when we use passive voice in pro-
posals and client deliverables, we, in
effect, pull punches from the evalu-
ator. While T am certainly not sug-
gesting interaction with evaluators
should equate to a fight, assertive-
ness and confidence in writing is an
important piece of the competitive
advantage. After all, in life, the boss
oftentimes rewards that assertive,
confident colleague with the promo-
tion or bonus you had your eye on.
Why should we expect a different
behavior from our clients?

I am a champion of active voice
usage at my firm and occasionally
face resistance within the organiza-
tion. Because I cannot take a red pen
and write “NO NO NO NO NO” on
our deliverables and proposals, I try
my best to gain active voice converts
through the debates. I have recently
found success by simply changing the
way our organization views the active/
passive voice debate.

THE CALL FOR CHANGE

In previous active/passive voice
debates, I have cited college pro-
fessors, textbooks, writing websites,
and the Shipley Proposal Guide. Of
course, thanks to the always accessible
Internet, we can easily locate count-
less examples of winning proposals,
important reports, and other docu-
ments written by notable writers who
use passive voice, and these exam-
ples consistently serve as significant
ammunition within the debates. After
several of these debates, I knew that I
needed a new strategy to increase our
use of active voice. I realized that the
employees at my firm—as is true for

APMP JOURNAL
SPRING + SUMMER // 2013

THE PASSIVE VOICE
VERSION LOSES
IMPACT, INCREASES
AMBIGUITY, AND

S AWKWARD T0
SAY ALOUD.

most firms—care more about grow-
ing the company than about writing
styles. When the firm wins business,
everyone wins. With this realization, I
quickly saw the opportunity to frame
the active/passive voice debate around
an idea in which all parties, regardless
of position on the active/passive voice
continuum, could agree. The debate
then took on a new look and feel.
Rather than using grammar guides and
boring professors, I framed the debate
as follows:

Think of active voice as a
discriminator.

Explain to writers that a statement
such as, “Our firm recommends x,”
promotes a different and stronger
stance than “Tt is recommended that
X ...” Many consulting firms use pas-
sive voice as a risk-avoidance tactic.
Because we promote ourselves as

a trusted advisor to our clients, we
should write in a way that is confi-
dent and highlights our expertise.

Use active voice in both client
deliverables and proposals.
Communicate to consultants that
by predominantly using active
voice in proposals to clients, you
provide tangible examples and
data. By continuing this practice,
the organization gains a repu-
tation as the firm that provides
confident and genuine recommen-

dations to clients. The more this
occurs, the more likely you are to
win contracts.

Celebrate wins that use the
active voice discriminator.
With each win that promotes the
active voice discriminator, highlight
the individuals who used active voice
in their writing and celebrate their
contributions to the proposal effort.
You may even opt to refer to them
as members of the business devel-
opment team. For some writers, the
celebration may serve as their own
moment to embrace active voice.

If your firm is one to engage in
the active/passive voice debate, this
framework can support your efforts
to gain adoption of active voice
across the organization. It may also
offer additional benefits, such as
all parties of the firm developing
a deeper support and interest in
the business development process.
The organization can increase unity
between business development and
service teams through the common
goal of winning business.

Given today’s competitive landscape,
organizations must find new ways
to develop discriminators. Clients in
all industries demand trust, confi-
dence, and quality from their vendors.
Changing the framework of the active/
passive voice debate to support these
desired traits offers a simple, inexpen-
sive path to promote your organization
to your customers. ®

Dan Fulton, AM.APMP, is manager of
marketing, research, and bid development
for Momentum, Inc., located in Camp

Hill, Pa. For more information, please visit
+ www.m-inc.com or email Fulton at

+ dfulton@m-inc.com.
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Stop Wasting

Precious
Proposal

By Chris Simmons

‘TIME" HAS BEEN one of the most
talked about topics since the ancient
Egyptians established the 24-hour
day over 3,000 years ago. Even
today, time continues to be a popular
and increasingly diverse topic. My
recent Google search yielded 35 mil-
lion “time management” hits, ranging
from time-and-motion studies to
self-help. It is no coincidence that,
when asked about the most signifi-
cant challenges proposal profession-
als face, the responses most often
mentioned are related to time: “Not
enough time to respond,” “no respect
for proposal schedule deadlines,”
“limited resources that increase time
pressures.” The list goes on and on.
It’s a fact that, before most pro-
posal efforts start, precious days
(sometimes weeks) are wasted.
Companies either struggle to get a
bid/no-bid decision, have difficulty
securing the appropriate resources,
or both. To make matters worse,
proposal schedules are getting
shorter—most are 10 to 30 days.
With so much time wasted and such
little time to respond, the challenge
of creating a compliant, compelling
proposal becomes a daunting task
seemingly doomed for failure even
before it begins. Proposal team mem-
bers have to sacrifice their nights,
weekends, and even their health just

Timel!

to get a competitive product out the
door on time. What’s a proposal pro-
fessional to do?

Unfortunately, there isn’t enough
time to describe all the ways you can
better manage your proposal time—
we all have time management chal-
lenges! But here are five high-impact
recommendations and related tips
that will help you get more out of
your next proposal effort in less time.
1. Set ground rules and plan.

Thorough planning is one of
the cornerstones of managing
time efficiently and effectively.
Most teams rush to kick off

the proposal before they have a
plan. Experts agree that up to
15 percent of the total proposal
development schedule should be
allocated to carefully planning
the kick-off meeting—that means
4 to 5 days after RFP receipt for
a 30-day response schedule.

TIPS:

« Structure a kick-off meeting
around capture and proposal
plans.

« Discuss proposal roles and
responsibilities, the outline,
evaluation criteria, solution
features/benefits/proof, pro-
posal themes, proposal sched-
ule, assignments, proposal
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infrastructure and logistics,
and RFP questions/issues/
assumptions/risks.

» Take the time to develop kick-off
meeting handouts, including sto-
ryboard and proposal mock-up
templates, writing guidelines/
tips, a detailed outline, a daily
proposal schedule, a style guide,
color team review processes, and
an executive summary draft.

2. Organize the work into
small, manageable steps.
One big time waster is letting
proposal teams go off for days
at a time to write. This is espe-
cially inefficient if analysis of the
RFP has not been discussed, a
compliant outline has not been
developed, or compelling solu-
tion features and proof points
that address customer evaluation
criteria and hot buttons have not
been identified.

TIPS:

« The proposal schedule should
include a number of detailed
steps to keep everyone on track
and on time.

» Specific proposal milestones
should include RFP review meet-
ings, RFP Q&A meetings, outline
reviews, solution development
meetings, storyboard/module
plan reviews, story map reviews,
interim peer/proposal manage-
ment reviews, and color reviews.

3. Conduct regular status
meetings. Let’s face it: Some of
us are still kids in adult bodies,
and proposal managers often
have to babysit their team mem-
bers. Like most kids, proposal
team members will test the lim-
its of authority to see how much
they can get away with. It’s the
proposal manager’s job to make
sure individual team members
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achieve milestone deadlines. It’s
the proposal team members’
responsibility to let the proposal
manager know if they can’t
make the deadline and why.

TIPS:

e Meetings should focus on the sta-
tus and issues/risk summary of
each proposal section/subsection.

« Use a simple, color-coded status
(scorecard) to indicate how each
section is tracking according to
plan.

» Include a review of action items
with specific owners and dates.

« Start on time, every time, at the
right time. Try a starting time
like 3:05 p.m. to avoid rush hour
traffic, to get caught up after a
late lunch, or to transition from
a meeting that ends at 3:00 p.m.

4. Keep interactions short and
to the point. Most people
dread the idea of going to meet-
ings. It’s not surprising. Most
meetings are either poorly man-
aged, take too much time, or are
altogether unnecessary.

TIPS:

o If a formal meeting is in order,
identify the target audience in
advance and check attendee
schedules before sending a
meeting invite.

« Include an agenda with specific
time allocations for each topic,
based on current priorities.

« Manage the meeting according
to the agenda and schedule with
enough time to review action
items, owners, and due dates.

« Finish the meeting early.

5. Make it better for the next
time. Even the most prepared
and organized teams with highly
qualified staff fail to win new busi-
ness. Why? There are too many

variables to be able to guarantee
success. This is true even in cases
where the proposal team remains
constant. Despite what might seem
like the same old people doing
the same old thing every time,
each proposal effort has important
and valuable lessons that can be
applied to the next proposal. A
rewarding proposal experience is
all about efficiency (getting it in)
and effectiveness (getting the win).
It’s up to you to do your part to
achieve these goals.

TIPS:

o Make the “lessons learned”
activity a standard process.

o Take the time to document
lessons learned throughout the
proposal effort.

» Look for opportunities to solicit
written feedback to determine
what can be done better (or
differently) and who should (or
shouldn’t) be considered for the
same assignments in the future.

e Summarize your thoughts in
action-oriented recommenda-
tions. Suggest a time to discuss
them with the appropriate deci-
sion maker(s).

Take action today. Stop wasting
precious time, and start managing
your time better. Write down the two
to three recommendations or tips that
resonate with you the most. Think
about how to incorporate these into
your everyday routine. Start now or
you may not have time to do it later.
When faced with his own mortality
after a pancreatic cancer diagnosis,
Randy Pausch may have said it best
in The Last Lecture: “Time is all you
have. And you may find one day that
you have less than you think.” @

Chris Simmons is founder and principal
member of Rainmakerz Consulting LLC.
He can be reached at (202) 255-2355,
+ chris@rainmakerz.biz, or visit

+ www.rainmakerz.biz.
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Managing Rapid
Response Proposals

By Mitch Reed, PPM.APMP

2

THE GOVERNMENT IS JOINING the
commercial world through the use of
Indefinite Delivery Indefinite Quantity
(IDIQ) contracts to more quickly
obtain goods and services. This has
resulted in the turnaround times for
request for proposals (RFPs) to be
shortened. The continuing customer
trend presents a significant organiza-
tional challenge to plan, coordinate,
and execute these requests in a com-
pressed time frame. In addition to
reduced response time frames, cus-
tomers are demanding smaller, more
concise proposals with minimum page
counts. As most experienced proposal
managers have learned, rapid response
proposals (RRPs) are time consuming
and very difficult to develop because
no words can be wasted.

Responding to page-limited, short-
turn proposals require proposal
professionals to shift closely held
personal philosophies about “how
things get done” to a focus on “exe-
cution excellence” and “work product
development.” This philosophical
shift means the proposal manager
takes on a much greater level of
responsibility to perform the initial
planning effort as well as produce
several of the work products needed
to conduct an effective kickoff all
within a shorter time frame.

DEVELOP AN RRP APPROACH

An effective RRP approach is built
around the following key capability
and competency areas:
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« RRP management plan: A
clearly defined, time-phased
approach that proposal man-
agers apply on Day 1 that
details how the team will work
together to get the job done.

« Standardized forms: A consis-
tent set of documents or work
products that present informa-
tion required to support the
proposal development effort.

« Roles and responsibilities:
Define who is responsible for
performing tasks and when.

« Trained proposal and support
personnel: Experienced person-
nel (proposal managers, writers,
subject matter experts, pricing
analyses, production, graphics,
etc.) trained to perform and exe-
cute the RRP management plan.

« Content database: Establish
vetted proposal response mate-
rials organized to allow for use
as baseline content.

The key goal of the RRP manage-
ment plan is to eliminate any and all
unnecessary tasks while accelerating the
use of best practice and project man-
agement techniques to plan and execute
the RRP development effort. The single
most significant barrier to an effective
RRP approach is often your “corporate
culture,” including your legal/contracts
review, extra review cycles, and signa-
ture approval scheduling policies.

While these types of policies
may be completely necessary under

normal operating scenarios, they
often contribute to an almost impos-
sible work schedule in which to
develop an RRP response.

RRP MANAGEMENT PLAN
The RRP management plan clearly
defines:

» Each task to be performed and
resulting work products due by
proposal development phase

«  When and in what order (time
phase) each task is to be per-
formed

» Task owners responsible for
performing developing work
products

»  Work product definition.

The RRP management plan must
be repeatable and capable of sup-
porting most types of RFPs and,
therefore, must be developed in
advance of receiving an RFP-type
proposal. The RRP management
plan addresses the four key pro-
posal development phases presented
in Figure 1: planning, initiation
and development, production, and
post-submittal activities. Each phase
has specific tasks and work products
that enable the proposal team to exe-
cute the proposal development effort.

Standardized forms and docu-
ments presented in Table 2 represent
proven industry best practices that,
when properly used, improve the
proposal team’s productivity and
support proposal compliance. The



Figure 1: Sample Rapid Response Activities and Work Products Time Line
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Planning Work Products Proposal Development Work Products Post-Submission Work Products
1. Project Notification 1. Initial/Final Proposal Content Sections 1. Archive Documents
2. RFP Analysis 2. Final Proposed Solution 2. Lessons Learned
3. Schedule 3. Issues Tracking Log 3. Content Management
4. Compliance Matrix 4. Customer Clarification Questions
5. Proposal Outline 5. Request Customer Debrief
6. Proposal Style Guide
7. Kick-0ff Package Pre-Production Work Products Proposal Production Work Products
8. Production Checklist 1. Production Materials (Paper, 1. Final Proposal Document
9. Initial Proposed Solution Binders, Shipping Materials, etc.) 2. Submission Receipt
2. Proposal Cover
3. Front Matter A comprehensive planning effort followed by an
4. Cover Letter R ) - .
effective kickoff is the primary determinate of the
5. Tabs . !
effectiveness of any RRP project
Table 1. Proposal Development Phases: Tasks performed in each proposal phase The proposal planning phase is the most important
directly support the team’s ability to effectively execute assigned tasks in follow-on and should be completed within 24 to 48 hours
phases. This table lists the recommended minimum tasks to be completed for an of the RFP release. An omission in the proposal
RRP effort by phase. planning phase will adversely impact the entire
proposal effort.
1. Develop and send Proposal Project Start 6. Identify and form the IPT
Notification with core project planning data 7. Develop a production checklist
2. Conduct RRP analysis 8. Create or update a proposal style sheet
PLANNING 3. Develop a proposal project schedule 9. Prepare the kick-off package
4. Create a compliance matrix 10. Manage questions to the customer
5. Develop the proposal outline
1. Facilitate proposal kick-off meeting ¢. Manage document and information exchange
INITIATION AND 2. Manage daily proposal development effort d. Schedule, plan, and facilitate key meetings
DEVELOPMENT a. Daily standup/status wrap-up meetings and reviews
b. Perform issues tracking and resolution 3. Facilitate team meetings/review teams
1. Order shipping and production materials 4. Confirming proposal has necessary approval/
2. Format/edit final proposal response signatures
PRODUCTION 3. Compile, review, and produce final 5. Submit proposal response package to customer
proposal response and package
1. Archive developed materials into content 4, Manage customer clarification questions
POST-SUBMITTAL management system 5. Request customer debrief
ACTIVITIES 2. Conduct lessons learned
3. Perform content management review
and update
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Table 2. Proposal Forms and Documents

Forms/Documents Description

PROJECT NOTIFICATION

Rapidly communicates the start of a

new proposal project and communicates
important information to key managers and
personnel at the same time

SCHEDULE

Contains key milestones, key activities, time
frames, and due dates

COMPLIANCE MATRIX

RRP requirements and instruction breakout

ANNOTATED OUTLINE

Based on customer instructions, provides
the writers a defined response

PROPOSAL STYLE GUIDE

Provides writers basic writing guidance

PRINTING AND
DELIVERY CHECKLIST

List of proposal deliverables, production
tasks, packaging, and delivery instructions

INITIAL/FINAL SOLUTION

Written operational or technical solution

KICK-OFF PACKAGE

Key proposal project information

REVIEW TEAM REPORTS

Recommendations, concerns, changes, etc.,
the proposal team must address in the RRP
response

LESSONS LEARNED REPORT

List of issues and action items to improve
future RRP efforts

Roles and Responsibilities in
an RRP Environment

A defined approach with standardized forms
reduces the time required by the proposal
manager to develop each work product.

goal of standardized forms and doc-
uments is to provide a consistent
presentation of critical information
required by the proposal team while
allowing for each proposal’s unique
differences.

A WELL-PREPARED TEAM CAN WIN AT RRPS
Taxing the team with training during

a time-constrained RRP effort is not
advisable. Perform all proposal develop-
ment and process training in advance.
The proposal staff must understand
core RRP best practices, when to apply
them for the greatest effect, and the
ultimate benefit they offer.

By developing in advance an RRP
development methodology combined
with sound project and proposal
management techniques, signifi-
cant productivity gains are possible,
allowing proposal teams to reduce
development time while maintaining
proposal product quality. ®

Mitch Reed, PPM.APMP, is principal
director of business operations at WBDS,
Inc., author of Developing Successful
Internet Request for Proposals, and an
APMP conference speaker. He can be
reached at + www.winningbds.com.

n an RRP environment, an Integrated Proposal Team ¢ Capture Manager/Sales Lead

(IPT) usually produces a successful proposal, with each -+ Program/Project Manager

member having responsibility for a specific portion -+ Technical Architect/Concept Operations Lead
of the final product. Under a time crunch, the proposal -+ Technical Writers/Subject Matter Experts
manager is responsible for focusing the team and creating """ * Contracts Lead

effective communication channels. The proposal manager

- * Pricing Lead

not only manages the coordination of team efforts, but """ ° Graphic Artist/Desktop Publishers
manages cooperation between all team members. The
rest of the IPT consists of the following core members: @
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In Search of the Gommercial Proposal
Professional’s Profile

By Jody Alves

In conjunction with its New York Metro Chapter, APMP held a pilot program
for commercial proposal professionals on February 19, 2013, at the offices
of Emnst & Young in New York City. Dubbed “Proposal Project: Commercial
Pilot,” the event germinated from an idea | had after the commercial “live”
seminar at the 2012 Bid & Proposal Con in Dallas, Texas.

The idea was to hold a small gathering
of commercial professionals to discuss
their roles, their proposal products,
their processes, and their best prac-
tices. We held the first pilot session
in New York City, and I moderated it
along with Melissa DeMaio, associate
director, communications and pursuits
strategic manager of Ernst & Young,
APMP board member and co-chair
of the New York Metro Chapter, and
APMP’s executive director Rick Harris.
While some may think APMP’s
Commercial Community is a relatively
new initiative, the effort to attract and
support the commercial arm of the
proposal profession has been ongoing
since APMP’s earliest years. This New
York pilot program attracted 27 profes-
sionals from across the proposal indus-
try spectrum, including accounting
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(Ernst & Young), finance (Plante
Moran), gaming (GTECH), insurance
(Guardian), corporate identity (Michael
C. Fina), telecommunications (Verizon),
utility (Con Edison), computer and
office equipment (Canon, IBM), legal,
travel (FCm), consulting engineering
(Hatch Mott MacDonald), health care
(CatamaranRx), proposal (APMP,
Strategic Proposals), and other indus-
tries (Urban Development Solutions).

So, what happens when 27 pro-
posal professionals from the “com-
mercial” side get together? We learn
a lot about our profession. Among
other things, the pilot focus group
determined:

« How these professionals arrived

at the proposal profession
«  What kinds of proposals they
produce

» How they handle their volume
and proposal turnaround times

» How large or small their
departments are

»  What challenges they face

»  How they find good talent

»  What best practices they use

Some preliminary commercial pro-

posal findings showed:

» 72 percent provide customized
(versus boilerplate) responses.

» 73 percent receive customer
feedback casually or through a
formal debrief; 89 percent of
internal feedback comes through
those methods.

e 16 percent are involved in the
capture process, while 53 per-
cent receive the fruits of the
capture/business development
process.

o The challenges most faced
by attendees include lack of
appreciation of the sales oppor-
tunity, updated content talent
(recruiting), time to dedicate to



pursuit, volume, feedback, con-
sistent executive-level support,
pricing, understanding of the
value they add, lack of respect
for their timelines/milestones,
and timely attention from sub-
ject matter experts (SMEs).
Ideas for resourcing include
involvement with local univer-
sities to promote the profes-
sion, a recruiting writing test,
an onboarding process, APMP
teaching opportunities, and
internal training/mentoring.
Attendees identified 43 indi-
vidual best practices, includ-
ing biography management,
field visits, helping the client
develop the RFP, locked
writer templates, opportunity
summaries, SME awards/
recognition, competitive intel-
ligence, executive summary
questionnaire, quality manage-
ment process, asking leading

questions, analytics/bench-
marks, automation, file man-
agement, intake forms, weekly
sales calls, and more.

The ultimate goals of this
Commercial Pilot focus group are
far-reaching and include:

Encouraging small gatherings of
APMP Commercial Community
members to meet regularly

to discuss the same kinds of
things discussed in the pilot.
Capturing and analyzing the
data in relation to the pilot data.
Engaging the entire Commercial
Community membership in the
data collection effort through
surveys.

Creating training programs and
documentation specifically for
the Commercial Community.
Creating a brand or identity for
the group with which all of its
diverse members can identify.

APMP is capitalizing on the pilot
program’s energy and knowledge
by surveying our entire Commercial

Community membership with
the same questions raised in the
pilot. We received a 20-percent

response rate, and 697 Commercial

Community professionals shared
their ideas with APMP!

If you participated in the APMP

Commercial Pilot Program, you

will receive an executive sum-
mary of the larger survey. If you
want to be a part of the vibrant
and growing APMP Commercial
Community, please reach out to
Lauren Williams, APMP Member
Coordinator and Chapter Liaison, at
lauren.williams@apmp.org or call

her at 443-691-8810. ®

Jody Alves is manager of proposal
writers at GTECH Corporation,

Providence, R.l., and she can be reached

at + jody.alves@gtech.com.
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LPTA: How to Win with TA

By Mike Parkinson, PPF.APMP

Lowest Price Technically Acceptable (LPTA) is a criterion used to select a
solution provider from a list of competitors in a federally governed proposal

competition.

Competitors that are graded “techni-
cally acceptable” (i.e., their proposals
meet the capability requirements
defined in the Request for Proposals
[RFP]) make it to the final round.
Among these finalists, price alone
dictates which proposal wins. Using
LPTA as the criterion for a proposal
proclaims the RFP issuer sees no
benefit from an offeror exceeding the
requirements stated in the RFP.
Excluding simple deliverables, LPTA
is not a wise strategy to use in select-
ing most proposals. Devaluing qual-
ity and experience raises risk levels.
Unfortunately, our country’s current
fiscal situation is contributing to the
increasing number of RFPs reliant
on LPTA to determine the winner.
Working within the limitations of LPTA
is the only option if we want to bid on
the growing number of LPTA RFPs.
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So, what can we do to increase our
chances of winning LPTA RFPs? Of
course, pricing is key. You will need
a “price-to-win” strategy executed
by an experienced professional who
understands the client. The pricing
specialist will build a price that can
win based on current costs, past
experience, the customer’s proposal
award history, and other variables.
But price-to-win is not the only strat-
egy to win an LPTA proposal because
there is no other interpretation of
“lowest price.” Meaning, if a “tech-
nically acceptable” proposal from
your competition is $1 less than your
price, then their proposal must win.
Additionally, if a proposal is priced
too low, there is an increased risk of
being found not technically accept-
able or the offeror may lose money
on the contract. For this reason,

price is not my only focus—and it
shouldn’t be yours either.

LPTA was not intended for bids
needing complex solutions, yet some
LPTA bids are far from simple. For
a complex bid, it is impossible for
the RFP to define every element that
makes a solution “technically accept-
able.” There is room for interpreta-
tion. By focusing on the parameters of
the “technically acceptable” (TA)