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Many questions, a search for answers

he second half of
T 2002 is upon us.
Summer is here.
School is out.
Vacation and a slower pace
beckon us. Life around us still
holds a certain degree of
uncertainty. Peace in the
Middle East is elusive.
Corporate improprieties keep
unfolding. The stock market
fluctuates regularly. The
thought of terrorist attacks
makes us anxious.

We stop and think about what is real-
ly important. What are the right things to
focus on? What should we really be
doing?

Organizational leaders must answer
these questions regularly. Where are we
going? What are the right things to focus

on to get us there? What'’s our
plan of action? Is it the right
one?

Even when the way is not
clear, leaders must define
reality and provide a clear
sense of direction. Leaders
must go first to lead the way
and inspire others into action.

This issue offers some tips
on how leaders can get into
action by articulating goals,
objectives, and plans that pro-
vide a clear sense of direction
for their organization.

| am pleased to introduce Jeanne
Smith, a proposal writer with an excep-
tional success rate. Jeanne presents
some insights on how to write winning
proposals.

— Sheila Scanlon Wilkins

How do leaders lead?

action. Doing so involves
addressing three key points.
Before considering these
points, let’s look at leadership from a func-
tional viewpoint.

Rather than asking what good leaders
are like, it’s more important to ask what
good leaders are expected to accomplish,
and how.

This functional approach to leadership
is an effective way
to harness myriad
skills and abilities
a leader might
demonstrate.

Four basic
questions listed
below serve as a
framework for
determining what
leadership capabil-
ities are needed.

0 What func-
tions or purposes do we want to accom-
plish?

0 What behaviors will contribute to our
accomplishing those functions?

00 How are we doing now?

0 What can we do to improve?

L eaders must inspire others into

Leaders perform three necessary
functions to inspire others into action:

OThey provide direction.

OThey motivate people.

OThey provide guidance.

By providing direction, leaders focus
people’s individual activities and behaviors

“Leadership is something
one provides to a group

to meet certain needs.”

Sheila Scanlon Wilkins

on common outcomes. By motivating peo-
ple, leaders help people invest appropriate
efforts in working constructively with oth-
ers to accomplish desired outcomes.

By providing guidance, leaders give peo-
ple information to act on to enhance their
ability to accomplish the desired out-
comes.

How do leaders inspire others
to action? They provide direction by

OKeeping people informed of the big
picture.

OAnticipating
what the future
might hold and
explaining to peo-
ple how they can
seize the opportu-
nity.

OClearly trans-
lating the compa-
ny strategy into
projects and/or
job assignments.

OMaking sure people know and under-
stand what is expected of them.

They motivate people by

OLinking individual behavior and team
efforts to the overall success of the organi-
zation.

OExpecting others to do extremely well.

OLetting people know their efforts are
important.

OMaking a point of telling others about
the good work their team is doing.

Continued on next page



Tips for a successful proposal

By Jeanne M. Smith

be your one and only

chance to get your foot
in the door, they need to hit the
bull’s eye. This means you need
to understand your customer and
their needs, succinctly and logi-
cally present your case, and pro-
vide a winning offer.

A good proposal captures the
reader’s attention from the begin-
ning and presents a compelling
story that convinces the reader
that you offer the best solution,
for the best price, in the most
manageable and qualified man-
ner, and that you will deliver beyond
expectations.

KNOW YOUR CUSTOMER

The key to a winning proposal is
communicating that you understand
your customer’s business and techni-
cal needs and goals. The cardinal
rule is “Don’t keep telling the reader
how great you are, tell them how you
will benefit them.” You achieve this
by threading your accomplishments
and qualifications throughout the pro-
posal in response to your understand-
ing of their needs.

FOLLOW THE INSTRUCTIONS

Always submit your proposal in the
format or manner your customer
requests, no matter how illogical it
sounds. Implied in the instructions
are two tests (1) whether you can fol-
low instructions and (2) how you will
respond to future project require-
ments. If you present your proposal
the way you want to, not the way
your customer asked for, you won’t
get past the first gate.

DON'T SLAM YOUR COMPETITION
There are other ways you can

show that your company is superior
without disparaging your competition
by name. For instance, you can say
that “We realize there are other prod-
ucts/services in the marketplace that
provide XYZ features, however, our

B ecause proposals may

solution/approach has been proven
to be superior in similar projects
because it...” then qualify your offer-
ing with percentages, numbers, etc.

TAKE THE TIME

Always take the time to make your
proposal the best it can be at the
time. Run spell checks and have an
editor, or someone who didn’t write
the proposal, review it for proper
grammar, sentence construction, con-
sistency, responsiveness, compliancy,
and logic. Break up your text with
about one-third graphics or format-
ting (bullets, etc.). If at all possible,
let your proposal “rest” by putting it
aside for several hours, then go

back and look at it fresh — you’ll be
surprised at what you find if given the
time!

DON'T KICK YOURSELF

Remember, though, that a docu-
ment is never perfect-once you’ve
submitted it, you’ll always find some-
thing you wished you had changed.

FoLLow up

After a reasonable time (about one
week), follow-up with your customer
even if they initially didn’t give you a
decision date. This shows you care

and are interested in doing busi-
ness with them. Ask for a debrief-
ing even if you don’t win the con-
tract that shows that you want to
improve your process for next
time.

For more than 18 years, Jeanne

has specialized in helping companies
position themselves for federal
government and commercial contract
awards. Her expertise is in the
development and management of
successful proposals and the training
of proposal teams.

Jeanne’s background in project
management, software,

hardware, professional services,
contracts, and quality assurance
enables her to effectively work across
organizational boundaries. If it’s a
continuing contract that an incumbent
needs to compete on or if it’s the first
time a firm has ever presented a
structured proposal to a government
agency or commercial institution, she
adeptly helps proposal teams of all sizes
create the winning presentation.

Throughout her career, she has
maintained an industry-exceptional
success rate. She has won more than
87% of the more than 1,500 competitive
proposals she has managed, written, and
supported. Her methodologies,
communication style, training, and

skills enable companies from various
industries to win the bids they go after.

Jeanne has established and managed
corporate proposal centers in Silicon
Valley and fulfilled the role of proposal
consultant for Fortune 500, 1000, and
smaller companies across the U.S.
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How do leaders lead?
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They provide guidance by

OActing in a way that mirrors the
stated values and principles of the
organization.

OConsistently asking ‘what can we
learn?” when things don’t go as
expected.

O0Being readily accessible to peo-
ple seeking guidance.

OGiving feedback for improvement
by focusing more on how to avoid
problems in the future than on
assigning blame.

What does this type of leadership
look like? An effective leader’s
team would:

OKnow where they’re going; that
means they can describe their mis-
sion and goals and focus the majority

of their time on tasks and behaviors
directly related to achieving those
goals.

(OHave reasons for working toward
the goals; that means, they find the
work of the team, as well as its goals
and tasks rewarding, and generally
they prefer goal-oriented behavior to
non-goal oriented behavior.

OKnow how they’re doing as a
team and what has to change; that
means they receive information
about their progress and act on that
information to improve what they are
doing.

Leadership is something one pro-
vides to a group to meet certain
needs. Leaders must provide their
groups with what they need and will
use to achieve targeted goals.



