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1. Introduction & Context
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at we're both missing

the bid toolkit







Growtn
gNICION



| ﬂ S
struggling to gain
insight into
clients drivers
and how to

prepare well for

the challenges for
suppliers PN
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only an industry losing bids on
average win rate quality

onan submission
unpredictable scores and
and short term compliance

pipeline of issues
opportunities
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the bid toolkit

B
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- A simple step by step online
~ proces uide for delivering
= Winnin > and proposals

Developed in consultation with

~ some of the worlds best bid and
~ proposal experts, it's a constant
~ reference point and training tool

throughout the bid lifecycle
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Our collaboration agreement

the bid toolkit

Improving the supplier experience, driving efficiency for buyers






What you guys do

Strategic Sourcing

i Develop Execute a0 Negotiation
Eusmﬁs Needs 1), h Marketplace Sourcing Sourcing Strategy &
==l Strategy Strategy Execution
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Business Strategy

Feedback >

Client development
Decision
to pursue ‘

Positioning and Pursuit

Bid /no-bid g
decision

Propose

Volume of Opportunities

Marketing / brand

3. Proposal

/ tender 4. Deal close 5. Delivery

| Identify 2.Position |

Probability 10% 30 % 50% 95% 100%

Time >

12 — 24 months 6 — 12 months |-6 months 0-1 month Contract start
















What do suppliers need to generate real value for clients?

O O Pipeline

Confidence

Relationships
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the bid toolkit
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