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representation
/reprizen'teifon/ n. R
expectation
/ekspek'teifon/ n. fif;
me

differentiation

I difarenfi'eifon/ n. £
5

vendor /vends/ n )
superiority
Isjug)piari'oriti/ n. {k;
L3

perspective /pa(:)'spektiv/
n MA

i

Proposals and presentations can make or
break a deal. Often they’re the first (and

sometimes only) tangible representation of
your experience and qualifications. Winning
proposals and presentations embody a
successful sales strategy that shows an
understanding of the client’s needs and an
ability to exceed their expectations when
given the opportunity. Some contracts are
awarded on the strength of the proposal alone.
Proposals that fail to win the deal often
lack a consistent theme and don’t demonstrate
a clear differentiation between the vendor and
its competition. They aren’t persuasive in
conveying qualities that convince the client of
the vendor’s superiority, and they’re usually

written more from the vendor’s perspective
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proposal /pra'pauzal/ n. 48
% H

presentation /,prezen'teifan/
n MR iR

competition / kompi'tifon/
n 54 (#)

is

than the client’s. .

A poorly written proposal or presentation
makes you appear to be unorganized,
disinterested, and unqualified. Clients will
assume they can expect more of the same if they
award you the business. A well-written proposal
or presentation vaults you to the next step in the
buying process and solidifies your client’s
confidence in a successful future partnership.

Whether you’re presenting to your client for
the first time, responding to a formal Request for
Proposal (RFP), or submitting an informal
proposal on your own initiative, it’s worthwhile
to make sure that every proposal and
presentation represents your absolute best work.

For clients, the process of choosing a
vendor often involves deciding between several
companies with similar qualifications. They all
appear to have the ability to satisfy the client’s
needs and deliver an acceptable product or
service. Your proposal or presentation can
either portray you as equal to the competition
or elevate your status above the others. When a

client is faced with a decision between
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rapport /re'po/ n. EiSFN
10
decipher /di'saifs/ v BB
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“acceptable” and “exceptional,” which do you
think he or she will choose?

Proposals and presentations that are truly
exceptional start with a winning strategy.
Understand your audience and speak directly to
them to build rapport and facilitate a partnership.
Establish a theme for your proposal to convey
key points. Decipher your clients’ hidden
messages and anticipate exactly the right way to
showcase your strengths. Take every opportunity
to highlight your experience and qualifications in
the context of how it benefits the client.

Be persuasive, but stick to the point with
content that’s clear, concise, and organized.
Validate your commitment to quality by giving
your clients a document that’s amazingly easy
to read and grammatically flawless. Follow
directions as if the deal depends on it—and
often it does!

With these lessons as your guide, your
proposals and presentations will play a major
role in a successful sales strategy and you’ll have

all the elements you need to write winners.
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Develope a winning

strategy

Of the modes of persuasion furnished by
the spoken word there are three kinds. The first
kind depends on the personal character of the
speaker; the second on putting the audience
into a certain frame of mind; the third on the
proof, provided by the words of the speech
itself.

—Aristotle
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controversy /kontrava:si/
n %ig

workplace /'wakpleis/ n.
LiesHp

copious /kaupios/ adj F
B KEBH

draft /dra:ft/ v EE

[] Ignore controversial issues

Get agreement up front

Like good politicians, we’re taught to avoid
controversy, especially in the workplace.
While this strategy may work well for winning
elections, it’s definitely not the best way to
write winning proposals.

Sometimes we meet with clients, listen
carefully, take copious notes, and yet still have
questions that arise later. It’s especially
important, when drafting a proposal or
presentation, that you have all the answers, or
almost all the answers, up front. Otherwise, you
could violate the most basic proposal rule and

give clients something that isn’t what they want.
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dlossover /glos 'auva/ Eif;
%

requirement /ri'kwaismont/
n K

unpleasant /an'pleznt/ adj.
NS 73731

proactive /pro'zktiv/ adj.
BURE 2

standout /stend aut/ R,
AR

accommodate /o'komadeit/
v iR

in compliance with /in
kom'plaians wid/ EM ;
HR A

With a Request for Proposal (RFP), it’s
even more important to address issues as soon
as possible. Don’t gloss over things and
assume your clients will see your side of it in
the proposal. Immediately clear up questions
and address areas where you may not meet
clients’ requirements before you spend hours
on a proposal that won’t be considered.

Clarifying the following issues will help
you create a proposal that offers no unpleasant
surprises and gives the client what they want:

RFP questions that you don’t understand.
Read the RFP thoroughly and make a list of
outstanding questions. Set aside time with your
clients to go through your questions and get
agreement on what they’re asking and what
they’re looking for in response. As a nice
reward for being proactive, the things you
learn will often help make your proposal stand
out from the competition.

Requirements that you may not be able to
accommodate. Suppose an RFP states that you
must be in compliance with a certain

government regulation in order to be



