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Where Are We Headed?

1.
 

Proposals and problems

2.
 

Audience and purpose

3.
 

Deadly sins

4.
 

Winning habits

5.
 

Questions & answers
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Complexity
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Cloning
 previous proposals.

Cutting and pasting can result in 
embarrassing errors!

Escape Route # 1
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“Data Dumps”
 

or “More is Better!”

Nobody buys based on the “thud factor.”
If it’s not meaningful to the customer, leave it out!

Escape Route # 2
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Talking about what we know and love best.

Focus on your prospect, not on yourself!

Escape Route # 3
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Common Mistakes

Self-centeredCommodity

Transaction, not a solution

Price Quote Product Spec Company History
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Audience: 
Who?

Style.

• Level of expertise

• Personality type

• Role in the process

• Word choice

• Amount of detail

• Evidence and emphasis
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Audience: 
Who?

Purpose:
 Why?

Style. Structure.

• Informing

• Evaluating

• Persuading

• Facts

• Opinion

• Motivation
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Information Evaluation Persuasion

Expert

Highly 
informed

Somewhat 
informed

Lay

Comfort 
Zone

Zoning Out…
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Information Evaluation Persuasion

Expert

Highly 
informed

Somewhat 
informed

Lay

Comfort 
Zone

Persuasion 
Zone

Peer-to-Peer  *  Outcome Oriented  *  Bottom-Line Focused

Executives Expect a Different Kind of Message



©2009 Tom Sant.  All rights reserved.
hyde park partners

The Seven Deadly Sins…

1.
 

No
 

focus on the client’s business problems and payoffs
2.

 
No persuasive structure

3.
 

No clear differentiation
4.

 
Failure to offer a compelling value proposition

5.
 

Key points are buried--no highlights, no impact
6.

 
Difficult to read--full of jargon, too long, too technical

7.
 

Credibility killers--misspellings, grammar errors, wrong 
client name, inconsistent formats, etc.
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Four Keys to Better 
Proposals 

Winning More, Working Less 
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Proposing to Win

2
Pack Your Case

1
Get a NOSE Job

3
Show Me the Money

4
A KISS for Luck



©2009 Tom Sant.  All rights reserved.
hyde park partners

Get a N-O-S-E Job
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The Right NOSE Can Help You Win
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•
 

Needs: The customer’s key business needs, problems, 
issues, pains, or opportunities: the drivers behind the deal.

•
 

Outcomes: The positive impact that will come from meeting 
those needs: the motivation to move forward.

•
 

Solution: A recommendation for a product or service that 
will solve the problem and deliver the outcomes

•
 

Evidence: Proof you can do the job on time and on budget: 
your differentiators.

The Persuasive Paradigm 
The Structure of Persuasion

N

O

S

E
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Matching the Customer’s Thinking

1. Am I getting what I need? Or only what they have?

2. Is it worth doing? Or is there a better way to invest 
our time and money?

3. Can they really do it? Can they deliver on time and on 
budget?



©2009 Tom Sant.  All rights reserved.
hyde park partners

Pack Your Case
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People buy from people they trust

The Primacy Principle

Cognitive Dissonance
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The Trust Equation

C x R
S

Where:

T = trust

C = credibility

R = rapport

S = risk of self-serving 
behavior

T =
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Selling on Trust

C x R
ST =

Where most 

sales messages 

focus Where:

T = trust

C = credibility

R = rapport

S = risk of self-serving 
behavior
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Selling on Trust

C x R
ST =

The right 

focus Where:

T = trust

C = credibility

R = rapport

S = risk of self-serving 
behavior
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Rapport Always Precedes Credibility

Minimize cognitive dissonance.

Gaining trust = gaining influence.



©2009 Tom Sant.  All rights reserved.
hyde park partners

The Primacy Principle

Why Do Rapport and Client Focus Matter?

The Principle of First Impressions
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What Kind of First Impression Are You Making?

•
 

Title—
 

“Proposal”

•
 

Initial focus?

•
 

Your name or the client’s?

•
 

Are you pushing a product
 or proposing a solution?

“Don’t waste my time with 
a bunch of boilerplate!”
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1.  Client’s problem, issues?
2.  Why is it a problem?
3.  Desired outcomes?

Seven Client-Centered Questions 
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Four Areas of Goals 

Business / Financial
•

 

Budgetary compliance
•

 

Profit improvement
•

 

Downsizing
•

 

Mergers / acquisitions
•

 

Market share
•

 

Reduced risk
•

 

Better clinical outcomes
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Four Areas of Goals 

Business / Financial
•

 

Budgetary compliance
•

 

Profit improvement
•

 

Downsizing
•

 

Mergers / acquisitions
•

 

Market share
•

 

Reduced risk
•

 

Better clinical outcomes

Technical / 
infrastructure goals
•

 

Introducing best 
practices

•

 

Adding flexibility
•

 

Improving QC
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Four Areas of Goals 

Business / Financial
•

 

Budgetary compliance
•

 

Profit improvement
•

 

Downsizing
•

 

Mergers / acquisitions
•

 

Market share
•

 

Reduced risk
•

 

Better clinical outcomes

Technical / 
infrastructure goals
•

 

Introducing best 
practices

•

 

Adding flexibility
•

 

Improving QC

Social goals
•

 

Internal
- Improve morale
-Reduce absenteeism
-Decrease turnover

•

 

External
-Gain public support
-Win approval
-Enhance recognition
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Four Areas of Goals 

Business / Financial
•

 

Budgetary compliance
•

 

Profit improvement
•

 

Downsizing
•

 

Mergers / acquisitions
•

 

Market share
•

 

Reduced risk
•

 

Better clinical outcomes

Technical / 
infrastructure goals
•

 

Introducing best 
practices

•

 

Adding flexibility
•

 

Improving QC

Social goals
•

 

Internal
- Improve morale
-Reduce absenteeism
-Decrease turnover

•

 

External
-Gain public support
-Win approval
-Enhance recognition

Personal goals
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1.  Client’s problem, issues?
2.  Why is it a problem?
3.  Desired outcomes?
4.  Most important?

5.  Potential solutions?
6.  Probable results?
7.  Why are we the right 

choice?

Seven Client-Centered Questions 
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Show Me the Money!
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FACT:  If you don’t show value, 
winning is a game of chance

You must establish superior value

based on  technical, contractual, managerial, 
quality, or service differentiators,

or the customer will choose based on 
price.

http://images.google.com/imgres?imgurl=http://download-game.com/dice.jpg&imgrefurl=http://download-game.com/&h=190&w=247&sz=5&tbnid=x8uy3TXlY1sJ:&tbnh=80&tbnw=104&start=1&prev=/images%3Fq%3Ddice%26svnum%3D100%26hl%3Den%26lr%3D%26c2coff%3D1%26rls%3DGGLD,GGLD:2003-47,GGLD:en
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(Values
 

- Costs)  > (Valuea
 

- Costa)

where:

Values = the value of your offering 

Costs = the cost of your offering 

Valuea = the value of the next best alternative

Costa = the cost of the next best alternative

The Value Proposition 
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1.
 

Make sure the client cares

2.
 

Measure it

3.
 

Picture it

4.
 

Link it to your differentiators

Four Principles of Effective Value
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A KISS for Luck
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My Life and Welcome to It…

First Sentence of a Case Study:

Under the SafeHarbors

 

contract, Amalgamated Technology provides 
system engineering, technical, program and project support for acoustic 
and non-acoustic measurement, evaluation, processing, acoustic 
signature, secure (information assurance [IA]) networking, analysis, 
fabrication, assembly, acoustic intelligence (ACINT), operations, and 
maintenance of a broad array of sensors, associated processing systems 
and Acoustic Acquisition System Design (COTS/NDI), development, and 
testing support. 

56 words
16 commas!
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My Life and Welcome to It…

Second Sentence:

Our efforts encompass system design review and interface specifications, 
which include acoustic performance; evaluation, and analysis of structural 
and dynamic anomalies; power requirements; radiated and self-noise 
evaluations; electromagnetic interference (EMI) with biological and 
structural elements; towed array handler interfaces; calibrations for 
baseline ACINT gathering; IA; certification and accreditation; acquisition 
planning; financial, budget, and milestone submits/presentations; and 
development/operational testing and evaluations. 

60 words
11 semicolons!
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My Life and Welcome to It…

The rest of Paragraph # 1:

Also we develop, build, operate, and maintain special test equipment 
including LTAS, MAPS, ADTAS, and ATTENDS. This extensive, long-

 term involvement with NSWCCD mission areas continues to be a 
significant contributor to the U.S. Navy’s submarine, surface, and air 
intelligence, surveillance, and reconnaissance (ISR) statutory 
requirements and Chief of Naval Operations’

 

(CNO) vision of 
“SEAPOWER 21”

 

initiatives.
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Which raises the question:

What’s wrong with these people?
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The first principle of persuasive writing:

Be clear. 
Live by the “first time right” rule.

KISS:  Keep It Short and Simple
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Four Pseudo-Languages that Don’t Work

1. Fluff

2. Guff

3. Geek 

4. Weasel
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Fluff:
•

 
Grandiose claims

•
 

Vague generalities
•

 
Clichés

•
 

No proof
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Forget the Fluff!

World class
Best of breed
Leading edge
State of the art
Quality focused
Uniquely qualified
Innovative

High performance
Synergy
User friendly
Integrated
Partnership
Seamless
Robust

Here are a few examples….  
Anything look familiar?
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High Street Technology offers a world-class expertise in facility 
management combined with best-of-breed products and customer-

 focused service to produce seamless, integrated solutions for our clients.  
We optimize productivity and assure reliability and efficiency by providing 
unique control systems that are user-friendly, robust, and extensible.  
When you choose HST, the difference is…quality!
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Fluff!

High Street Technology offers a world-class expertise in facility 
management combined with best-of-breed

 

products and customer-

 focused

 

service to produce seamless, integrated

 

solutions for our clients.  
We optimize

 

productivity and assure

 

reliability and efficiency by providing 
unique

 

control systems that are user-friendly, robust, and extensible.  
When you choose HST, the difference is…quality!
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Guff.
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Guff.

Guff:
•

 
Long sentences

•
 

Too many big words
•

 
Too much passive voice
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The dimensionality of expected project problems coupled with 
the limited time available for preparation means that choices 
will have to be made to assure viability of the most critical 
analytical processes.  Thus, a leveraging of problem 
similarities and process relationships to allow for sharing of 
resources and solutions, will be needed to contain cost and 
staff expenditures and assure maximum payoff from effected 
solutions.
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The dimensionality of expected project problems coupled with 
the limited time available for preparation means that choices 
will have to be made to assure viability of the most critical 
analytical processes.  Thus, a leveraging of problem 
similarities and process relationships to allow for sharing of 
resources and solutions, will be needed to contain cost and 
staff expenditures and assure maximum payoff from effected 
solutions.

–

 

Average sentence length: 32 words
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The dimensionality
 

of expected
 

project problems coupled with 
the limited

 
time available

 
for preparation

 
means that choices 

will have to be made to assure viability
 

of the most critical
 analytical

 
processes.  Thus, a leveraging

 
of problem 

similarities
 

and process relationships
 

to allow for sharing of 
resources

 
and solutions, will be needed to contain cost and 

staff expenditures
 

and assure maximum
 

payoff from effected
 solutions.

–

 

Average sentence length: 32 words
–

 

Words with three syllables or more: 18
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The dimensionality of expected project problems coupled with 
the limited time available for preparation means that choices 
will have to be made

 
to assure viability of the most critical 

analytical processes.  Thus, a leveraging
 

of problem 
similarities and process relationships to allow for sharing of 
resources and solutions, will be needed

 
to contain cost and 

staff expenditures and assure maximum payoff from effected 
solutions.

–

 

Average sentence length: 32 words
–

 

Words with three syllables or more: 18
–

 

Passive voice:  both sentences
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Geek:
1.

 
Disregard for the audience

2.
 

Overuse of jargon and 
acronyms

3.
 

Too many assumptions
4.

 
A focus on technical details 
instead of functions or 
differentiators
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An Example

This approach coalesces the capabilities of multiple 
corporate technology solutions providers that specialize in 
systems integration, client/server development, 
Internet/Intranet information systems, and information 
security. 
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Another Example

The Commercial WebBanking
 

full-featured wire module 
includes a simplified menu structure, the ability to support 
Domestic and International Repetitive and Free-Form Wire 
requests, Bank and Customer Maintained Wire Templates, 
Quick Entry of Repetitive Wires and optional security code 
validation and effective date entry. 
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