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Dedicated to Leveraging Industry Experience
Government Contracting Group

Industry Leading Platform

n 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

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

top 200

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

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

bank with Bank of America

n Bank of America is the only financial institution that has aerospace & defense expertise coast to coast 

n 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

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.



n 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

n 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

n 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

Bank of America - Government Contracting Group

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

Experience & Expertise



Internal Connections

Bank of America - Government Contracting Group
How we operate

GovCon 
Group

Large 
Primes

Agencies
Potential 
Teaming 
Partners

Your 
Company

Banker – 
Primary 

POC

GovCon 
Group

Treasury 
Services 

Specialist

Credit and 
Lending 

Specialist

Industry Connections



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

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

Ø Engage them early and often to understand the strategy of your plan and to ensure they are working 

together with your other providers.

Ø Financial Feasibility – understanding the numbers. 

Ø Know both the historical figures, but also what your anticipated needs could be.

Leveraging Relationships to Prepare for Growth



Appendix



Stage I

Viability

Stage II

Survival

Stage III-D

Success – 
Disengagement

Stage III-G

Success – Growth 

Stage IV

Take-off

Stage V

Resource maturity

Management style Direct supervision Supervised supervision Functional Functional Divisional Line and staff

Organization

Extent of formal systems Minimal to nonexistent Minimal Basic Developing Maturing Extensive

Major strategy Viability Survival Maintaining profitable status 
quo

Get resources for growth Growth Return on investment

Business and owner

Key concerns Do we have enough customers 
and capital?

Do we have enough cash – is 
there a path to a viable ROI?

Can we maintain consistent 
cash flow to carry us through 
the rough times?

Can we consolidate the 
company and marshal the 
resources to grow?

How can we finance rapid 
growth and improve 
managerial effectiveness?

How can we maintain control 
of financial gains?

Key risks to the business § Lack of supplier 
diversification

§ Unstable cash flow
§ Expensive capital

§ Growing broke
§ Finding the right capital at 

the right price
§ Talent acquisition
§ Accuracy of cash flow 

planning

§ Effective formalization of 
functions

§ Risk management
§ Fraud mitigation
§ Talent management

§ Management team 
readiness

§ Automation of functions
§ Risk management
§ Fraud mitigation
§ Talent management

§ Working capital 
optimization

§ High debt-equity ratio

§ Robustness of strategic 
planning and budgeting

§ Effective coordination and 
operating control

Source: Harvard Business Review, “The Five Stages of Small Business Growth”

Five Stages of Small Business Growth

https://hbr.org/1983/05/the-five-stages-of-small-business-growth


Business Lifecycle – Financing Resources



Budget Outlook – FY2023

26

____________________
Source: Deltek, Inc. as of May 2022
(1) Based on identifiable IT-related programs in DOD’s RDT&E and Procurement budgets. As of publication, DOD has not released IT investment details so this data does not represent total IT.

Contractor-Addressable Budget Outlook, FY 2021–2023 IT Highlights: Defense Agencies(1)

Contractor-Addressable Budgets by Segment, FY2023
($ in millions), (+ or – comparison is with FY2021)

$81
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FY2021 (Act.) FY2022 (Est.) FY2023 (Req.)

$45.2

$22.5
$18.4

$16.5

$11.3

$31.9
Consumable Supplies (-$445MM)

R&D (+$9.4BN)

Medical Services (+$2.0BN)

O&M Equipment (+$2.1BN)

Professional Services (-$947MM)

Other (+$1.8BN)

Select Program Increases
n Network-Centric Warfare Technology (DARPA)  ($678.6MM) (+8.0%)

n Command, Control and Communications Systems (DARPA)  ($305MM) (+38.5%)

n Chemical Biological Situational Awareness (CBDP)  ($199MM) (+39.2%)

n Intelligence Systems (USSOCOM)   ($176MM) (+58.6%)

n National Background Investigation Services -Software Pilot Program (DCSA) ($132.5MM) (+25.3%)

n Teleport Program (DISA)    ($50MM) (+66.6%)

n Fourth Estate Network Optimization (DISA)   ($43MM) (+14.6%)

Select IT Budget Activity Categories, FY2023
($ in millions)
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$1,373

$564

$0
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Communications Cyber Enterpr ise IT SW Pilot



31

Innovation and Modernization

01 02

Artificial Intelligence (AI)

n Supports investments across the 
Department including funding for 
Responsible Artificial Intelligence, 
a top priority for AI

n Establishes the Office of the 
Chief Digital and Artificial 
Intelligence Officer

03

5G: $250MM

n Continues 5G experimentations on 
military networks and applications

n Intelligence, and Test and 
Evaluation for AI

$130.1BN RDT&E budget is the largest ever – 9.5% increase over the FY 2022 enacted

Science & Technology: $16.5BN

n Maintains Basic Research at 
$2.4BN

____________________
Source: Office of the Under Secretary of Defense (Comptroller)/Chief Financial Office as of March 28, 2022



Taking Historic Steps To Combat The Climate Crisis And
Advance Environmental Justice – Key Highlights

21

____________________
Source: The White House – Office of Management and Budget as of March 28, 2022

n Invests $3BN to support clean energy 
projects that would create jobs and drive 
progress toward the Administration’s 
climate goals

n Investments include $502MM to 
weatherize and retrofit low-income homes

n The Budget funds $150MM to electrify 
tribal homes and transition tribal colleges 
and universities

Invests in Clean Energy Infrastructure
and Innovation

n Invests $757MM for zero-emission fleet 
vehicles and supporting charging or fueling 
infrastructure in the individual budgets of 
19 Federal agencies

Increase Demand of American Made, 
Zero-Emission Vehicles

n Invests $100MM in grants to States and 
Tribes that would support the 
implementation of on-the-ground efforts to 
reduce and prevent greenhouse gas 
emissions in communities across the Nation

Provides Resources to Reduce 
Greenhouse Gas Emissions

n Provides more than $18BN for climate 
resilience and adaptation programs across 
the Federal Government, including

– $3.5BN for the Department of Home 
Land Security

– $5.9BN at DOI, $1BN for HUD

– $376MM for the National Oceanic and 
Atmospheric Administration (NOAA)

Strengthens Climate Resilience

n Provides nearly $3.9BN for Forest Service 
Wildland Fire Management, an increase of 
$778MM, plus an additional $2.6BN 
authorized in the suppression 
cap adjustment

n The Budget also invests $646MM in 
Hazardous Fuels Management and Burned 
Area Rehabilitation programs 

Bolsters Nation’s Frontline Defenses 
against Catastrophic Wildfires

n Provides $300MM in new funding for 
grants, loans, and debt forgiveness for rural 
electric providers, as well as $6.5BN in loan 
authority for rural electric loans

Supports the Clean Energy Transition 
in Rural America

n Provides approximately $4BN for EPA water 
infrastructure programs

n Outside of EPA, the Budget also includes 
$717MM in direct appropriation and 
$1.5BN in loan level for USDA’s Water and 
Wastewater Grant and Loan Program

Upgrading Drinking Water and  
Wastewater Infrastructure Nationwide

n Provides a historic investment of $17BN for 
climate science and innovation, including 
more than $9BN to DOE for clean energy 
research, development and demonstration

n Within this total, the Budget provides 
$700MM for the Advanced Research and 
Projects Agency – Energy (ARPA-E)

Investments in Innovation
and Climate Research



THE POWER OF 
STORYTELLING 
TO WIN MORE 
BUSINESS
Krystn Macomber, CP APMP Fellow, LEED AP
Founder + CEO, Summit Strategy



CLICK TO 
EDIT MASTER 
TITLE STYLE

Click to edit Master subtitle style

Krystn
Macomber
CP APMP Fellow, LEED AP
Summit Strategy Founder + CEO

20+ years of experience
B2G + B2B
Developed holistic sales process + infrastructure
Led marketing/pursuit teams as small as 2 + as large as 20
Certified proposal practitioner + APMP Fellow
Competitive + driven to find the winning solutions
APMP Global Chair | 2021



AGENDA:
Storytelling Mindset

Psychology + Content

Using Persuasion to Win!

Q+A



STORYTELLING
MINDSET



WHAT IS 
STORYTELLING?
The process of combining 
facts and narrative 
to communicate 
a message and 
an emotion 
to a target audience.



Stories are remembered up to 

times more than facts alone.



OPPORTUNITIES TO 
TELL STORIES

Conversations Proposals Collateral Presentations Resumes Case Studies Social



PSYCHOLOGY 
CONTENT



Understand their 
needs + wants, and 
identify their 
interests, attitudes, 
values, and beliefs.

KNOW YOUR 
AUDIENCE

Recognize your 
relationship to and 
your role with the 
audience.

Adjust your writing 
appropriately.



AUDIENCE ATTITUDES

BELIEVERS + 
ADVOCATES

DOUBTERS +
CHALLENGERS

NEUTRAL +
AMBIVALENT



THE RHETORICAL TRIANGLE

LOGOS Logical Appeal

mes s a g e

building trust by 
establishing your 
credibility and authority

appealing to emotion by 
connecting with your 
audience through their 
values and interests

appealing to your audience's 
intelligence with well-constructed 
and clearly argued ideas



WHAT YOU WRITE AND 
HOW YOU WRITE MATTER.
The goal is to be intentional and effective.

Emotional

Rationalization



LET’S PLAY 
A GAME



KNOWLEDGEABLE

EXPERIENCED

Choose your words wisely.



FREEDOM

SECURITY

Choose your words wisely.



STRATEGIES

SO LUTIO NS

Choose your words wisely.



MAXIMIZE GAINS

MINIMIZE LO SSES

Choose your words wisely.



TRANSPARENT

STRAIGHTFO RWARD

Choose your words wisely.



NEW AND IMPROVED

WO RKS AS ADVERTISED

Choose your words wisely.



using persuasion to
win more business



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.



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.



KEYS TO A 
WINNING PROPOSAL

Compliant Compelling Clear Credible

1 2 3 4



KEYS TO A 
WINNING PROPOSAL

Compliant

1



ALWAYS FOLLOW THE RFP
even if it makes no sense



KEYS TO A 
WINNING PROPOSAL

Compelling

2



SHOULD THE CLIENT SELECT
why
you Instead of everyone else?



HOT 
BUTTONS

Risks

What’s 
keeping 
your 
client up 
at night?



25%

75%
• Decision biases
• Pain
• Politics
• True requirements
• Fears
• Cost concerns

Dig below the surface



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.



Features 
or 
benefits?



features
Gluten free
No added sugar
Organic

benefits
Guilt free
All you can eat
Healthy



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



We are 
pleased to 
present this 
proposal….



The FAA is tasked with a life-changing mission to …. As your strategic partner, Summit 
Strategy 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 Strategy 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.

90%
of a long-form document should be 
in active voice.



ACTION VERBS
Ta k in g  t he l ea d directed, executed, operated, managed, programmed

Cr ea t in g built, designed, developed, engineered, initiated

Ef f ic ien c y enhanced, generated, maximized, reconciled, sustained

Ac hiev emen t integrated, refined, transformed, streamlined, strengthened

Res ea r c h analyzed, assessed, calculated, explored, forecasted, modeled

Co mmu n ic a t io n articulated, briefed, conveyed, illustrated, reviewed, drafted



POWER WORDS
Wo r d s  t ha t  c o n v ey  u r g en c y
• Now
• Need
• Must
• Latest

Wo r d s  t ha t  c r ea t e c o n n ec t io n
• Join
• Help
• Discover
• Align

Wo r d s  t ha t  c o n v ey  t r u s t
• Consequently
• Results
• Secure
• Because

Wo r d s  t ha t  pr o mis e a  s u r pr is e
• Remarkable
• Amazing
• Incredible
• Unexpected



The power of 
identification



THANK YOU
…for your consideration.
…for collaborating.
…for your efforts.
…for participating.
…for responding promptly.



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.



When our two companies 
are able to partner 

collaboratively together, 
we create successful 

experiences for 
our customers.

When we work together, 
we help our customers 

succeed.

15 6



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



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



At Summit, we have successful experience on similar work, an 
innovative approach, and have the capacity to support more than 
one project at a time.

1

2

Summit has successfully completed more than 25 similar projects 
across the state of Washington. On these projects, our innovative 
approach has helped clients reduce timelines by more than 1,000 
days and save more than $40M in total overhead cost. With more 
than 80 in-house architects and engineers, Summit can support 
up to 15 projects at one time.

RFP: The Agency will award this contract to a firm who has successful experience 
on similar work, innovative approach, and has the capacity to support more than 
one project at a time.



USE SUCCESS STORIES AND QUOTES



Q + A



THANK 
YOU



Resumes Case Studies
(aka Project Descriptions)



RESUMES SHOULD BE
Addressing

selection 
criteria

Easy to 
evaluate

Clear and 
concise

Tailored

Cohesive



pages



HOW TO TAILOR
Use RFP
language

Write for 
your 

proposed 
role

Choose 
relevant, 
recent 

projects

Focus on 
specific 
project



Client 
need

Your 
story

Tailored
bio



ELEMENTS OF YOUR STORY

Experience 
addressing 

hot buttons

Success 
stories

Years of 
experience

History with 
client, site, 

service

Project 
metrics

Area of 
expertise



PUT THEM 
TOGETHER

As (project role), (first name) (what you will do: directs/leads/
manages/executes) (responsibility) and will (task details).

S/he brings XX years of experience in (client hot button).

For (client/market/industry) s/he has completed 
XX projects more than $XX in the past XX years. 

For example, on (project) (first name) (what you did) 
resulting in (metric proof).



LEADERSHIP 
ROLE

As project director, Dan leads our multidiscipline team for 
Client ABC and will be your primary point of contact. 

He brings 27 years of experience in large program 
management and complex remediation projects. 

For Client ABC, he has completed eight projects valued at 
more than $150 million in the past 10 years.

For the Red Line expansion, his due diligence to investigate 
and mitigate any belowground obstacles shaved six months off 
the project length.



TECHNICAL 
ROLE

Sara will serve as a UST technician focused on regulatory 
compliance and reporting. 

As an ICC Certified UST installer, she brings experience on 
environmental management at airports and operation and 
maintenance of remediation systems at sites with petroleum 
hydrocarbons and chlorinated solvents.

She is an emergency responder for a similar client and has 
completed the required OSHA  40hr HAZWOPER and 
OSHA 8hr HAZWOPER supervisor training.



THOUGHTFUL QUESTIONS
to ask when tailoring resume projects
What was your specific role on the project?

What were the project tasks? Which were you involved in?

How well did we perform?

Did FGMA or the client receive an award?

Did the client realize significant cost or schedule savings?

Did we implement any innovative or unique technologies or methods?

What are our lessons learned that will translate to the next project?



PROJECTS SHOULD

Be specifically 
relevant

Detail
our role

Describe what 
you did

Include 
metrics

Discuss
challenges



Challenge Solution Key
accomplishments





THOUGHTFUL QUESTIONS
to ask when tailoring project descriptions
What were the major elements of the project? What were the key issues?

How large or complex was the project?

What technologies/methods were used? How did they improve the results?

What were the measures for our success on the project? How did we perform?

How was our work received by the client or owner? Do we have a positive quote from the client?

What benefits were gained by the client/owner as a result of our work?

How is this project relevant to the RFP/scope?
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