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Objectives

Tips on Developing a Value Proposition Consistent with your firm’s 

brand

Adapting the Value Proposition for different audinces & 

Communication styles

How to Fill the Gaps When Client Knowledge is limited 



Top Takeaways

Find out how to 

uncover the evidence 

you need to 

differentiate your 

solution 

Discover how to 

demonstrate value 

your customer cares 

about—provable 

outcomes that 

actually save time, 

money or resources

Learn the key 

“must do’s” in the 

business volume to 

convey your value 

proposition 



Developing Value Proposition –
The Golden Thread 

Understand your 
customer’s needs

01
Understand you  
own strengths and 
weaknesses

02
Understand your 
competitor’s 
strength and 
weaknesses

03



Uncovering the Evidence You Need
Customers buy benefits – Work with the 
customer to co-create the solution

Ask Quality Questions,  Multi-Level Questions 

Verify – NO GUESSING! 

The magic question … “What else?”

▪ What is working today?

▪ What do you need that you aren’t getting 

now?

▪ If you could get that, how would it make 

your organization better?

▪ If that happened, how would it impact 

your customers?

▪ How much extra would you be willing to 

pay to get that added value?



How to Mine Your Approach—
Discovery 

Ask!
Make ownership 

of customer 

issues explicit

Identify different 

types of evidence –

Problem and impact, 

Result and impact

Quantify the 

impact - $$$ 

Confirm you 

“got it right”



Define the Sweet Spot 

Neutral Position

Customer Needs It

Competitor Has It

We Have It

Irrelevant Position

Customer Doesn’t Need It

Competitor Has It

We Have It

Our Weakness

Customer Needs It

Competitor Has It

We Don’t Have It

Our Discriminators

Customer Needs It

Competitor Doesn’t Have It

We Have It – Find out $

YES!

MAYBE

NO!

NO!



•There are many audiences inside your audience

•They have competing and complementary agendas

•They have different “hot buttons”

•They want different things accomplished

Learn who your 
audience is – the 

composition can be 
complex

•Find out specifically so you can tailor your message

What is important to 
each member of your 

audience?
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How to Adapt Your Golden Thread 
for Audience & Communications Style



Senior Execs 

• Interested in “Time Travel” looking 90 days ahead or 90 days 
back

• What is the challenge to get to your goal? What’s the size of the 
challenge (numbers)? What are you doing about the challenge?

Operations Execs

• Interested in “Dealing with Today”

• What’s the budget?

• What are the features and benefits?

• What are the advantages of your solution?

Different Value 
Propositions for 
Different Audiences 



Executives & Business Audience

Pitch the benefits to our corporate good & our overall plan

Significance of your approach  - why we should choose you? (bottom line it)

Prove to me what matters most to us – what’s in it for me? (WIIFM)

Tell me about the important items that are above just the minimum requirements



Legal/Contracts

Show me you will be a solid partner

No contractual ramifications of choosing you



• Totally about the monetary 
benefits

• How much can you save us in time, 
resources, and money (especially 
money)

• Quantify, quantify, quantify $

Finance/Accounting
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Business Volume – Putting a 
“Value” on Added Value
When you highlight “value” of your 
added value = easy to choose you!

Show customer your solution meets their value definition

Tout in business volume executive summary – importance of syncing the exec 

summary and cost/business discussion

Bring out features & benefits – Why us/Who cares?

Define value of the feature /benefit  “back of the envelope”



Values Customer Cares 

About- Above 

Requirements – $$$

Company 

Investments in 

the Program

Efficiencies & 

Learning 

Curve Value to 

Customer

Consistent 

theme with 

distinct customer 

ownership 

Weave the Executive Summary 
With the Golden Threads



Use the Evidence to 
Differentiate Your Solution

• Prioritize & Assign Value

• When possible, verify the solution in advance – Prioritize what 
matters most 

• Business Volume – Quantify Features, Benefits, and Significance of 
Your Approach (how do you save time and money)

• Assure consistency between the solution and the business volume



Use the Golden Threads in 
all your communications 

• Customer communications

• Emails

• White papers

• Proposal

• Technical/Management Write-ups

• Cost or Business Narrative 



Elements of 
Customer Focused Writing 

Criteria Definitions

Compliance
Have all bid request requirements been addressed, and all instructions 

followed? 

Responsiveness Does the proposal clearly and directly address the prospect’s needs? 

Strategy Is it obvious why this offer should be selected?

Competitive Focus Is it obvious why this offer is better than competitive offers?

Quality of Writing Is the writing customer focused, well organized, clear, and correct?

Visualization Do visuals clearly communicate major selling points?

Page and 

Document Design
Is the proposal professional in appearance and easy to evaluate? 



Golden Thread “Must Do’s” –
Conveying Value

Tables and Graphics

65%
of population 

are visual 
learners



Tables and Graphics
Tables show your assessment of value – each item and total 

Conveying Value Visually 

Added Value

Value Items Value/Savings

Increased Efficiency $250,000

Improved Staffing $300,000

Indirect Cost Savings $150,000

Company Investments $100,000

Compressed Schedule $80,000

Total $880,000



Conveying Value –
compound graphic easy 
to consume 
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Proposals Are Scored Not Read 



Provable Outcomes That Save 
Money/Bring Value
When you discover customer needs and tie to 
discriminators, customer wins!

Road test your outcomes—does the customer need it?

How have you done this before?

How much have you saved other 
customers? –Demonstrate graphically 



When all else fails …. 



Thank you for your 
Participation Today



Marsha Lindquist

Marsha@GraniteLeadershipStrategies.com

480-513-1132

Mark Wigginton

mwigginton@shipleywins.com

512-297-4654

Thank you for 
attending

mailto:Marsha@GraniteLeadershipStrategies.com
mailto:mwigginton@shipleywins.com


Conveying Value Visually 

Tables and Graphics
Graphics depict the enormity of the values – “stacked” like piles of money



10 Indicators of Customer-
Focused Writing

Is the buyer named 
before seller?

Is the buyer named more 
often than seller?

Is the Customer’s Vision 
Statement evident?

Is the Vision Statement 
specifically linked to this 
buy?

Are the Customer’s 
hot buttons prioritized?

Is hot button 
ownership explicit?

Are proof statements that 
directly relate to Customer’s 
hot buttons included?

Are the benefits of the 
solutions(s) listed before
the features?

Is the content 
organization announced 
and followed?

Is the value message 
concisely summarized, and 
are next steps clearly 
defined?


