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Preface

In the 1990s, a record number of people are going into business for themselves,
either on their own or with others. To survive, they must learn quickly how to at-
tract and win clients.

If you have launched your business, are thinking about doing so, or simply
want to improve your proposal process—Handbook for Writing Proposals is for you.
In this book, you will discover how to find bids, how to evaluate which bids you
have the best chance of winning, and how to develop winning proposals, including
personal client presentations.

How to Use This Book

You can work straight through this book—from Chapter 1 to Chapter 8—or find the
chapter that provides the specific information you need. We cover eight essential
topics;

1. How do you know where to start? Chapter 1 explains that the real start-
ing point is developing your marketing strategy. What business are you in and why
are you in it? By knowing your business strategy, you will be able to target cus-
tomers and bids that support your strategy and increase your chances of building a
successful business.

2. What is the proposal process? Chapter 2 provides an overview of the
9-step proposal process. This chapter briefly describes the steps you need to take
from the moment the RFP arrives through the final proposal production and client
presentation stages.

3. How do you select a project and choose a proposal team? Chapters
1 and 3 give you general guidelines for making a bid/no-bid decision to avoid go-
ing after too many bids or pursuing bids you have little chance of winning. Chapter
3 also shows you how to build an effective proposal team. The final section in this
chapter describes how to find market research information easily and quickly by
setting up computer searches. We provide a list of major databases available to any
firm.

4. What is your unique selling point? What do you have to offer the client
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that will make you stand out from your competition? Chapter 4 discusses ways to
find the client’s stated and unstated needs that can inspire your unique selling
point.

5. How do you create the best program design? Clients want to know what
you can do for them and why you, in particular, should be hired. Chapter 5 ex-
plains in detail how you can develop a solid, powerful program design that shows
potential clients that you understand their needs, have the best solution to their
problems, and are the best company for the job.

6. What goes into a complete proposal? The body of the proposal is only
part of what makes up a winning document. Chapter 6 shows you how to develop
an effective cover letter and an executive summary and how to establish a format
for your proposal design. Clients must be able to find their way through your pro-
posal easily.

7. How do you use graphics and illustrations? With today’s graphics soft-
ware and laser printers, even small companies can produce impressive documents.
Chapter 7 focuses on producing your proposal, particularly the effective use of
graphics and illustrations.

8. How do you make an effective client presentation? Translating your writ-
ten proposal into a winning presentation is as much art as science. Chapter 8 cov-
ers the process from initial planning, organization, and practice to the actual pres-
entation itself setting up for success and handling troublesome questions from the
client.

Special Features of This Book

Whether you are new at writing proposals or an experienced hand, you will find
these features helpful.
® Forms and checklists. Each chapter offers sample forms, checklists, and
questions to stimulate your thinking and help you develop forms tailored to
your particular company.
® Samples of proposal formats. Throughout this book, you will find samples
of refusal letters, cover letters, proposal tables of contents and title pages,
executive summaries, resume boilerplates, and proposals themselves.
® Samples of graphics and illustrations. Chapter 7 provides clear examples
of how and why different types of graphics are used and when to use them.
® Summaries of key points. Throughout the book we summarize the key
points discussed to give you a quick reference list.
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Plan, Prepare, Practice

The business climate today is full of risk and opportunity. You need every compet-
itive edge possible. Handbook for Writing Proposals was designed to help you
plan, prepare, and practice to create a successful business. We hope this book

helps you minimize your risks and make the most of your opportunities. We wish
you the best.

Robert J. Hamper
River Forest, Illinois

L. Sue Baugh

Evanston, Llinois
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