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Part One Part Two

 The Pre Bid Process Psychology of buying

. * The Tender process * Importance of supplying great

customer service

° Tips on writing a winning bid

: Building your team effectively
® The presentation

N . ® The need to be inventive
* Mobilisation/delivery




The Pre- Bidding Process - The Fundamentals

v How will we find out about and capture potential work streams?

v Do we have a go/no-go process? If so, how is it done and who will be
responsible for the ultimate decision ?

v Have we sclected the right services to sell, which are the ones likely to be more
successful?

v Have we set up a process to record our win-loss data and reasons why?

v You will also need to take into account the true cost of resource including
diverting staff from their day jobs !




BID SMART QUESTIONS

“Should we even be pursuing this job?”

Bid smart by finding projects that are a good fit both professionally,

financially and politically

Unfortunately not all jobs are created equal | Research incumbents !

Do we have the right resources and skill sets in place to fulfil the bid?




We are bombarded!

PQQs (Pre Qualification Questionarie)
SQQ —(Selection Questionarie)

Full Bids

Framework agreements

Min tenders

Competitive Dialogue/E-auction
Service level agreements

Proposals

Financial Quotes




The Common Pitfalls

Going over word limit

Too Short/Too long winded

Not reading the question properly — Misinterpretation
Not answering each section of the question

Not reading the specification thoroughly

Not understanding the clients core values/objectives

Providing Referees that do not reply or have little empathy !




ESSENTIAL LAST
CHECKS

Try and get the same person to do the |
last evaluation of all your answers.

Have | included a clear delivery and
mobilisation plan, with names and faces!

Is my bid compelling and convincing
enough!
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Positive proof of global warming.
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The Presentation




"The pessimist sees
the difficulty
N every gpPpor
thele

¥

-Sir Winsto@@ nurehill

Keep it natural as possible

Try and find out who is on the panel
before hand

Don’t overpromise or be too familiar!

Make sure you have the right people
present !

And they are aware of the objective
Rehearse the food presentation

Remember - Little things can easily
lose you a bid!




What went right,
or what went
wrong ¢

Important to review
What could we have done better?
What actions do we now have to take?

What do we think our competitor did
differently?

More difficult when it’s a people issue
What went right?
Do we have a winning combination

How can we now exploit this success?




Mobilisation and Delivery
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Mobilisation and Delivery Cont....

v Gather as much resource as you can you now have to deliver!

v’ Arrange meetings with key people

v Important to agree deliverables and expectations with the client
v Keep a grip of the Budget

v First impressions count !




Persistence & Resilience !

“| fear not the man who has practiced
ten thousand kicks once,

but | fear the man who has practiced
one kick ten thousand times.”
BRI E LEF




How do I score a bulls eye?

Competition 1s fierce. When
the focus these days 1s on
cutting costs, and every
contractor will claim their
services are “the best”.




What really drives |
purchasing decisions? i

THE PSYCHOLOGY OF BUYING

Emotion or
Rationalism?




Because they believe you will
Improve

Because you reduce costs

Because you will them save time
Because they will gain status

Because you have convinced
them

NCONSCIOUS
BRANDING

HOW NEUROSCIENCE CAN EMPOWER
(AND INSPIRE) MARKETING

DOUGLAS VAN PRAET

“Satisfy the critical mind.”

If you want people to buy what you are
selling, you have to give them the
logical permission to buy”




Emotional Buying Motives

*Because they believe in your service
*Because you have achieved recognition in your field

*Because there may be a positive personal reflection
for them

*Because they feel connected through your
relationship

*Because they recognise your empathy with them
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“Only 60% of companies retain contracts
in a rebid situation in many cases this
drops to less then 50%”




Find ways to promote your

expertise that adds value above and
beyond the standard scope of the
contract and ensure that you forge a
great client/customer relationship.




Know what your customer desires, they will them view
you as the contractor who can realise their vision




Research suggests that for every
nﬁg@é@t@ experience we encounter...
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WHEN WAS THE LAST
TIME YOU WERE...




PROBLEMS

are preventable!




H Carol Deredr

Ok 1gas i 's been § weeks sinee voul broke

it my home, changed my locks, acting on

WRONG information. Have called numerous
LS




REMEMBER

these werds/
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CUSTOMERS DONET EXPEGI
YOU TO BE PERFECT.

They do expect you to fix things
when they go wrong.

Denald Perter




Building the Team
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“Emotional intelligence is how you understand
yourself and the people around you, and it 1s just as
important as cognitive, or rational intelligence, to how

El Kaliouby




“We are neither hunters nor gathervers. We are accountants.”




Amount of Collaboration Required

New Skills required

30% —— — 67%

Remained \ R
the Same IR v/ Focusing on individual task

\ performance alone is insufficient.
3%

v Employees now need to be able to
Decreased

show network performance and
collaboration ability

Reliance on Others v"How do they impact and contribute to
a41% 50% your organisations strategy and vision
Stayed Increased v"We need to try and ensure we plug

HHESamE those skill gaps to drive individual and
organisational performance.

L 9%




Take a deep dive

“Successful training programs deliver measurable
impact on participants current and future roles”.

° Include real application and life scenarios
® Measure and validate the impact of your training

° Did it work? Have you seen an improvement?




The need to be inventive

* Offer advice, information to your clients
on how to improve service provision

* Keep abreast of political decision
making that could impact on your
organisation or service

* Consider more partnering opportunities
with other authorities and business
organisations to achieve growth

* Staying static is not an option !







Any Questions?

Email : Julia.Richardson@gsplus.org



mailto:Julia.Richardson@gsplus.org
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