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Preview 
 What Customers Want??? 

• To be understood 

• Trust 

• Compliance, cost-effectiveness, responsiveness 

 Get Real or Don’t Play – Discriminators 

 Asking Good Questions – Peel the Onion 
• Evidence questions 

• Impact questions 

 Building the Business Case 

http://www.123rf.com/photo_5982588_onion-isolated-on-white-background.html




Poor Communication Causes Misunderstanding 



Why Does the Customer Compete Contracts? 

 Competition is required – new or 
re-compete 

 New ideas – more efficiency 

 Lower price – budget cuts (LPTA) 

 Too hard to sole source 

 Meet quotas 

 Politically time to change 
contractors 



What Does the Customer Want? 

Change without Change - at a Lower Price 

 Low price 

 Low, acceptable, or no risk 

 New ideas 

 Support of the mission 

 Keep good people 

 Vendors that “understand” 

 Management team in the 
comfort zone 



We Want the Same Thing as Our Customer 

Do we tell, do we accept, do we guess, 

or do we mutually explore? 

We 

Want It 

Our 

Customer 

Wants It 

A Solution 
that exactly 
meets the 

customer’s 
needs 



Problem: 

Solution: Turn on the lights 2 hours later. 

The stones at the Jefferson Memorial 

building are deteriorating badly. 

Why? 

The stones have to be cleaned very frequently. 

Why? 

Pigeons leave too many calling cards. 

Why all the pigeons? 

They feed on the heavy spider population. 

Why are there so many spiders? 

They are attracted by the huge moth population. 

Why all the moths? 

They are attracted by the monument’s lights 

during their twilight swarming period. 



Real Customer Issues Are Often Hidden 

Politics 

Fears 

Buying Style 

Past Experience 

Decision Biases 

Pain 

$$$$$$ 

Unstated Requirements 



Customers Are Communities – They Share 
Common Problems and Issues 



Avoid Being Column Fodder 



What Can You Do to Help Establish Clear 
Communication? 

Throw away all “rose 
colored glasses!” 

 Ask, Ask, Ask 

 Listen carefully to your customer 

 Treat every competition as if you 
“must win” 

 Make an OBJECTIVE assessment of 
your position 

 Begin preparation for the re-
compete on Day 1 

 DON’T GUESS!!!! 



To Win More, Ask Good Questions in… 
 
…O-R-D-E-R 

Always seek answers in two areas: 

• Evidence – The customer must provide proof that there is a 
need or an issue – seek evidence 

• Impact – If there is a need, issue, or requirement, what is the 
impact if you provide a solution – find the impact 

 

Opportunity – Resources – Decisions – Exact Solution – Relationship! 

(ORDER) 



Advance to a Favored Position by Asking 
Good Questions 



If You Wait Until It’s Too Late or Don’t Ask. . . 



Identify Discriminators 

Get Real or Don’t Play! 

The critical activity is 
identifying discriminators by 
building a business case: 

• Technical 

• Management 

• Past Performance 

• Personnel 

• Approach 

• Cost 



Finding Your Discriminators: Is There a 
Business Case? 

COMPETITORS 
OFFERINGS 

CUSTOMERS 
NEEDS 

Our 
CAPABILITIES 

CONTEXT 
Technology, Industry 

Demographics, Regulations 

NO! 

Our Weakness 
Customer Needs It 
Competitor Has It 
We Don’t Have It – 
Don’t Play Here! 

NO! 

Irrelevant Position 
Customer Doesn’t Need It 
Competitor Has It 
We Have It 
Don’t Play Here! 

SWEET 
SPOT 

Our Discriminators 
Customer Needs It 
Competitor Doesn’t Have It 
We Have It 

MAYBE? 

Neutral Position 
Customer Needs It 
Competitor Has It 
We Have It 



Building a Business Case Improves P Win 

 

P Win 
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