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WHY ARE YOU HERE?
1. Struggling to win new business

2. Tired of writing repetitive proposals

3. Difficulty standing out from your competitors

4. Lack of business development strategy



THERE’S A BETTER (EASIER) WAY



KEYS TO A 
WINNING PROPOSAL

Compliant Compelling Clear Credible

1 2 3 4



KEYS TO A 
WINNING PROPOSAL

Compliant
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ALWAYS FOLLOW THE RFP
even if it makes no sense



KEYS TO A 
WINNING PROPOSAL

Compelling
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SHOULD THE CLIENT SELECT
why
you Instead of everyone else?



COMMON MISTAKES

Providing too 
much 

information

Not describing 
value from 

client’s 
perspective

Failing to 
identify what’s 

different 
about us

Clients will have a hard 
time figuring out what 

you’re selling

Why should 
the client care?

You’ll sound just like 
everyone else out there.



DEFINE YOUR 
VALUE PROPOSITION

I f b p



Issue

feature

benefit

proof

The client’s challenge or 
problem. AKA pain point, 
hot button.

Tangible things and solutions 
you bring to solve those 
problems.

Why your features are 
important to them. AKA the 
so what factor.

Evidence your claims are 
true. AKA prove it or lose it.



What does 
the client 
want?
SO WHAT?



HEY! 
THIS IS NOT ABOUT 

YOU.



SAY MY NAME, SAY MY NAME

your 
name

your 
name

your 
name

their 
name

their 
name

their 
name

their 
name

their 
name

their 
name

their 
name

their 
name

their 
name



WHERE TO PUT YOUR WORDS

Give your readers as much information as possible 
as soon as possible. To hell with suspense.

- Kurt Vonnegut, 8 Rules for Writing a Short Story



KAIROS

In a single page, put the most 
compelling information in the 
first paragraph.

In a paragraph, put the most 
important idea in the first 
sentence.

Use callout boxes to summarize 
or highlight information.



We are 
pleased to 
present this 
proposal….



The FAA is tasked with a life-changing mission to …. As your strategic partner, Summit
will use our 32 years of experience to help you …. 

We are pleased to submit this proposal to the FAA. On the following pages, we have 
provided our technical proposal to address all RFP requirements. As the FAA’s partner on 
this upcoming project, Summit will use our 32 years of experience to help you….



FOCUS ON WHAT THEY 
WANT/NEED
Dear Mr. Doe and Members of the Selection Committee:

The National Institute of Whatever (NIW) seeks a firm who can work alongside leaders to facilitate 
strategic change, encourage productive risk-taking, and build credibility and trust among staff. Company 
Gold Star’s six-year partnership with NIW has given our team an exclusive perspective on the best 
approach to continue serving NIW on this exciting engagement. Our proven track record will serve as a 
guiding framework for the executive coaching we provide to improve effectiveness, sustained health, and 
excel as a high performing agency. Our team provides the following benefits to the NIW:



COVER LETTER FRAMEWORK
1 INTRODUCTION

Summarize client’s vision, objective, and challenges
State that we will fulfill client’s needs
Highlight why us?

2 body
Our team brings the following benefits to <client> on this project:

<Feature>: You can <improve/achieve/reduce> <benefit> by working with our team, who has the 
<knowledge, experience, past success> proven by <relevant experience/program> that resulted 
in <metric/proof>.

Repeat for 1-2 more features

3 closing
Focus on how our mission and goals align directly with the client’s
Connect with the reader – inspire them to choose us
Close with next steps and contact information



COMPELLING

Active voice



ACTIVE VOICE 
HELPS THE AUDIENCE 
PICTURE THE 
ACTION.

of a long-form document should be 
in active voice.

90%



ACTION VERBS
directed, executed, operated, managed, programmed

built, designed, developed, engineered, initiated

enhanced, generated, maximized, reconciled, sustained

integrated, refined, transformed, streamlined, strengthened

analyzed, assessed, calculated, explored, forecasted, modeled

articulated, briefed, conveyed, illustrated, reviewed, drafted

TAKING THE LEAD

CREATING

EFFICIENCY

ACHIEVEMENT

RESEARCH

COMMUNICATION



POWER WORDS

• Now
• Need
• Must
• Latest

• Join
• Help
• Discover
• Align

• Consequently
• Results
• Secure
• Because

• Remarkable
• Amazing
• Incredible
• Unexpected

WORDS THAT CONVEY URGENCY WORDS THAT CONVEY TRUST

WORDS THAT CREATE CONNECTION WORDS THAT PROMISE A SURPRISE



KEYS TO A 
WINNING PROPOSAL

Clear

3



Always 

TAILOR 
your content 



7-8 
READABILITY

grade



WRITING FOR AN 8TH GRADER

1 2 3 4 5

Remember, not all 
your readers will be 

familiar with the 
subject matter.

Use shorter words, 
sentences, 
paragraphs.

Use simple 
sentence 
structure.

Use simple words, 
not jargon.

Avoid large blocks 
of text, and use 
headings, font 

treatment, callout 
boxes, and 

graphics to draw 
attention.



KEYS TO A 
WINNING PROPOSAL

Credible

4



PROVE IT 
or lose it



PROVE IT 
OR LOSE IT
Substantiate all claims with facts

Metrics are best

Don’t use watered-down
superlatives or platitudes



PROOF EXAMPLES
Completed more than 5,000 aviation 
projects in the last five years.

Employ more than 50 professionals 
within five miles of your site.

Completed xyz similar project two 
months ahead of schedule. 



BOASTING 
WORDS 

TO AVOID

State-of-the-art
The right choice
Uniquely qualified, unique
Best of breed/class
Premier, worldclass, world-renowned
Industry standard
Leading edge, leading provider, cutting edge



USE SUCCESS STORIES AND QUOTES



HAVE AWESOME TEMPLATES



These materials have been prepared by one or more affiliates of Bank of America Corporation for the client or potential client to whom such materials are directly addressed and delivered (the “Company”) for discussion purposes only in connection with an actual or potential mandate or engagement and are subject to our review and assessment
from a legal, compliance, accounting policy and risk perspective, as appropriate. These materials may not be used or relied upon for any purpose other than as specifically contemplated by a written agreement with us. These materials have not been prepared with a view toward public disclosure under applicable securities laws or otherwise, and
may not be, in whole or in part, reproduced, quoted or referred to, or shown, transmitted, or otherwise given to any person other than Company’s authorized representatives, without our prior written consent. We assume no obligation to update or otherwise revise these materials.

These materials were designed for use by specific persons familiar with the business and affairs of the Company and are being furnished and should be considered only in connection with other information, oral or written, provided by us in connection herewith. These materials are not intended to provide the sole basis for evaluating, and should not
be considered a recommendation with respect to, any transaction or other matter and do not constitute an offer or solicitation to sell or purchase any securities, nor do they constitute a commitment by Bank of America Corporation or any of its affiliates to provide or arrange any financing for any transaction, to purchase any security or to otherwise
enter into any type of business relationship in connection herewith.

These materials are based on information provided by or on behalf of the Company and/or other potential transaction participants, from public sources or otherwise reviewed by us. We assume no responsibility for independent investigation or verification of such information (including, without limitation, data from third party suppliers) and have
relied on such information being complete and accurate in all material respects. To the extent such information includes estimates and forecasts of future financial performance prepared by or reviewed with the managements of the Company and/or other potential transaction participants or obtained from public sources, we have assumed that such
estimates and forecasts have been reasonably prepared on bases reflecting the best currently available estimates and judgments of such managements (or, with respect to estimates and forecasts obtained from public sources, represent reasonable estimates). No representation or warranty, express or implied, is made as to the accuracy or
completeness of such information, or of these materials, and nothing contained herein is, or shall be relied upon as, a representation, whether as to the past, the present or the future. These materials may not reflect information known to other professionals in other business areas of Bank of America Corporation and its affiliates.

Any League Tables referenced within these materials have been prepared using data sourced from external third party providers as outlined in the relevant footnotes where applicable. For persons wishing to request further information regarding these third party providers and the criteria and methodology used to prepare a league table please
contact your usual Bank of America or BofA Securities representative/Relationship Manager.

Bank of America Corporation and its affiliates (the “BAC Group”) comprises a full service securities firm and commercial bank engaged in securities, commodities and derivatives trading, foreign exchange and other brokerage activities, and principal investing as well as providing investment, corporate and private banking, asset and investment
management, financing and strategic advisory services and other commercial services and products to a wide range of corporations, governments and individuals, domestically and offshore, from which conflicting interests or duties, or a perception thereof, may arise. In the ordinary course of these activities, parts of the BAC Group at any time may
invest on a principal basis or manage funds that invest, make or hold long or short positions, finance positions or trade or otherwise effect transactions, for their own accounts or the accounts of customers, in debt, equity or other securities or financial instruments (including derivatives, bank loans or other obligations) of the Company, potential
counterparties or any other company that may be involved in a transaction.

“Bank of America” and “BofA Securities” are the marketing names used by the Global Banking and Global Markets divisions of Bank of America Corporation and its affiliates. Lending, leasing, equipment finance and other commercial banking activities, and trading in certain financial instruments are performed globally by banking affiliates of Bank of
America Corporation, including Bank of America, N.A., Member FDIC or of the deposit protection scheme, if available, in the relevant jurisdiction, Equal Housing Lender . Trading in securities and financial instruments, and strategic advisory, and other investment banking activities, are performed globally by investment banking affiliates of Bank of
America Corporation (“Investment Banking Affiliates”), including, in the United States, BofA Securities, Inc. and Merrill Lynch Professional Clearing Corp., both of which are registered broker-dealers and Members of SIPC, and, in other jurisdictions, by locally registered entities (including Bank of America Europe Designated Activity Company and BofA
Securities Europe SA). BofA Securities, Inc. and Merrill Lynch Professional Clearing Corp. are registered as futures commission merchants with the CFTC and are members of the NFA.

Investment products offered by Investment Banking Affiliates:

Bank of America and BofA Securities entities and branches provide financial services to the clients of Bank of America and BofA Securities and may outsource/delegate the marketing and/or provision of certain services or aspects of services to other branches or members of the BAC Group (for example in the UK). Your service provider will remain the
entity/branch specified in your onboarding documentation and/or other contractual or marketing documentation even where you communicate with staff that operate from a different entity or branch which is acting for and on behalf of your contractual service provider in their communications with you. If you are unsure who your contractual
service provider is or will be please contact your usual Bank of America or BofA Securities representative or relationship manager.

Products and services that may be referenced in the accompanying materials may be provided through one or more affiliates of Bank of America Corporation.

For Bank of America or BofA Securities entities outside the US, please see additional information via the following link: https://www.bofaml.com/en-us/content/baml-disclaimer.html. Specifically, for Bank of America or BofA Securities entities in EMEA, please see additional information via the following link: www.bofaml.com/mifid2. Note please that
BofA Securities Europe SA, with registered address at 51, rue La Boétie, 75008 Paris is registered under no. 842 602 690 RCS Paris, and its share capital can be found at https://www.bofaml.com/en-us/content/BofASE.html.

The BAC Group has adopted policies and guidelines designed to preserve the independence of our research analysts. These policies prohibit employees from, directly or indirectly, offering research coverage, a favorable research rating or a specific price target or offering to change a research rating or price target as consideration for or an inducement
to obtain business or other compensation and prohibit research analysts from being directly compensated for involvement in investment banking transactions. The views expressed herein are the views solely of the specific BAC line of business providing you with these materials and no inference should be made that the views expressed represent the
view of the firm’s research department.

We do not provide legal, compliance, tax or accounting advice. Accordingly, any statements contained herein as to tax matters were neither written nor intended by us to be used and cannot be used by any taxpayer for the purpose of avoiding tax penalties that may be imposed on such taxpayer. If any person uses or refers to any such tax statement
in promoting, marketing or recommending a partnership or other entity, investment plan or arrangement to any taxpayer, then the statement expressed herein is being delivered to support the promotion or marketing of the transaction or matter addressed and the recipient should seek advice based on its particular circumstances from an
independent tax advisor. Notwithstanding anything that may appear herein or in other materials to the contrary, the Company shall be permitted to disclose the tax treatment and tax structure of a transaction—including any materials, opinions or analyses relating to such tax treatment or tax structure, but without disclosure of identifying
information or any nonpublic commercial or financial information (except to the extent any such information relates to the tax structure or tax treatment)—on and after the earliest to occur of the date of (i) public announcement of discussions relating to such transaction, (ii) public announcement of such transaction or (iii) execution of a definitive
agreement (with or without conditions) to enter into such transaction; provided, however, that if such transaction is not consummated for any reason, the provisions of this sentence shall cease to apply.

We are required to obtain, verify and record certain information that identifies the Company, which information includes the name and address of the Company and other information that will allow us to identify the Company in accordance, as applicable, with the USA Patriot Act (Title III of Pub. L. 107-56, as amended, which was signed into law
October 26, 2001) and such other laws, rules and regulations as applicable within and outside the United States.

For more information, including terms and conditions that apply to the service(s), please contact your usual Bank of America or BofA Securities representative or relationship manager.

©2022 Bank of America Corporation. All rights reserved. 1/2022

Notice to Recipient

Are Not FDIC Insured Are Not Bank Guaranteed May Lose Value

http://www.sipc.com/


DEDICATED TO LEVERAGING INDUSTRY EXPERIENCE

The Bank of America 
Government 
Contracting Group 
represents a dedicated 
team of specialists 
whose mission is to help 
our clients achieve their 
strategic and financial 
objectives through the 
use of our intellectual 
and financial capital.

Industry Leading Platform

• Bank of America is the #1 lender to the industry with over $6 billion in loan commitments globally 

including $4 billion to small and middle market government contractors nationally

• Relationships with 82% of the top 100 government contractors (Washington Technology) and 75% 
of the top 200

• Bank of America has banked Aerospace Industry for over 75 years

• One fifth of the Washington Technology’s Fast 50 Small Businesses in the government contracting 

market bank with Bank of America

• Bank of America is the only financial institution that has aerospace + defense expertise coast to coast 

• Bank of America has experienced industry bankers who provide complete solutions  to assist 

companies in meeting their requirements for working capital and acquisitions, equity raising, capital 

deployment (dividend recaps /share repurchase), treasury management, international expansion, and 

employee benefits



Experience + expertise

 The Government Contracting group is a national practice, with a local delivery.  They are deeply ingrained in the industry as a result of their active 

involvement with industry-related organizations, participation in industry events, and extensive relationships with agencies and intermediaries

 Bank of America’s Government Contracting group is ready to support your strategic goals as you strive to grow in a changing environment.  

Whether via organic growth or acquisitions,  domestically or internationally, Bank of America can help you achieve your goals

 Conducting business with the government creates unique financial challenges that are best understood by industry experts

National and Regional Bank of America Government Contracting Group 

813.225.7551
edward.spenceley@bofa.com

Tampa, FL

Edward D Spenceley

Senior Vice President

National Government 

Contracting Director
865.244.3248

christa.williams@bofa.com
Knoxville, TN

Christa L Williams

VP; National Government 

Contracting Business 

Intelligence Manager
256.883.0614

chris.patty@bofa.com
Huntsville, AL

T. Chris Patty

SVP; Sr. Relationship Manager

And Regional Government 

Contracting Specialist



HOW WE OPERATE

Internal Connections

Banker 
Primary 

POC
GovCon
Group

Credit +
Lending

Specialist

Treasury 
Services 

Specialist

Your
Company

industry Connections

Potential 
Teaming
Partners

Agencies

Large 
Primes

Govcon
group



OUR COVERAGE MODEL
• Focusing on key concentrations of the industry across the country, we are establishing 

experienced support for government contractors.
• These subject matter experts (SMEs) leverage industry knowledge to advise on the 

various business opportunities or needs that apply.

Pacific Northwest region

Pacific Southwest region

Southwest region

Southeast region

Atlantic South 
region

Northeast 
region

Midwest  region



• Know your numbers! Yesterday, today, tomorrow.

• We all have our specialties and capabilities, leverage partners when you need it. It’s OK!

• Lean on your mentors and sponsors for input and lessons learned.

• Consider the broader impact on success – taxes, capital needs, equipment, etc. 

PROPOSAL STRATEGIES



LEVERAGING THE RELATIONSHIPS OF 
YOUR RELATIONSHIPS

• Does your bank or capital provider understand your business and the industry you serve?

• Do they know the people you need to know that deliver to the industry? 

• Engage them early and often to understand the strategy of your plan and to ensure they 

are working together with your other providers.

• Financial feasibility – understanding the numbers. 



CASH FLOW MANAGEMENT BASICS 
FOR SMALL BUSINESSES

• Forecast expenses and earnings

• Track net cash flow

• Healthy cash flow – 

positive vs. negative

• Get help from your banker

5 ways to improve cash flow

1. Improve inventory management

2. Collect receivables promptly

3. Manage cash wisely

4. Optimize accounts payable

5. Take steps to prevent fraud



Krystn Macomber 
CP APMP Fellow, LEED AP

Founder + CEO
Summit Strategy

krystn@summitstrategywins.com

Christa Williams

VP, Government Contracting
Bank of America

christa.williams@bofa.com



NATIONAL 8(A) ASSOCIATION
MONTHLY WEBINAR SERIES

Past Webinars can be
rewatched and
presentation materials
can be downloaded at
any time on our website!

Missed a Webinar?

LEARN MORE

https://www.national8aassociation.org/2023-monthly-webinar-series


NATIONAL 8(A) ASSOCIATION
UPCOMING EVENTS

CLICK THE BANNER TO LEARN MORE

https://na.eventscloud.com/website/60460/
https://na.eventscloud.com/website/59192/


NATIONAL 8(A) ASSOCIATION
CONTACT INFORMATION

events@national8aassociation.org
Event/Sponsorship Inquiries

info@national8aassociation.org
Membership/General Inquiries

https://www.national8aassociation.org
Contact Us

202-286-0557



National 8(a) Association 
Monthly Webinar Series

2024 

Thank you for joining us!
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