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FOSTER BRANDT at APMP UK conferences, 2013-16

2013 2014

BIDDING

2015 2016

CONQUERING
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Overview

A picks up from 2015 conference session

A adds on a more granular content approach,
Cmaking pointsD

A suggests buyer-side content points are
Increasingly critical for high scores

A questions some conventions



Foster Brandt

A bid consultants, trainers, scorers (18 years)

A focus:
- bid review & benchmarking
- advanced tailored training
- final re -write (iIdea compression / planting)
- library development
- critical friend

A founding aim:
- multiple bid types for trend analysis
(cf. APMP UK conf. session 2014)
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4 Fridges
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Our focus

SECTION HEADING

SECTI EADING

| think this is
where bids
win how
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Our focus
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| think this is
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win how
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So what should
happen here?

SECTION HEADING




What scorers get? What scorers need?
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Content working / farming in 4 Fridges

Content
Categories

Library

nnnnnnnnnnnnn

nnnnnnnnnnnnn

(X
(33
[ X ]
XYY —— 1
|||||||||||||
nnnnnnnnnnnnnn
[ X ]
nnnnnnnnnnnnn
[ X J
sssssssssssss
L L
oo o
nnnnnnnnnnnnn
[
—_— @
[ X )
HEADNG & QR SECTION HEADING

uuuuuuuuuuuu

uuuuuuuuuuuuu

uuuuuuuuuuuuu

Workspace

Live Page



HIGHER

CONTENT

Push or Pull?



Push

Bidder
view

)

Buyer
view

Content is built from bidder offer then
PUSHED towards buyer / funder



Pull

Bidder
view
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Content is PULLED in by buyer / funder,
due to stated - or recurring - needs and

preferences

Buyer
view




Buyer
view

SECTION HEADING

Stated / recurring needs and preferences?




Push or Pull?

A To me, bidders
- overuse Push
- neglect Pull

A Pull (needs / preferences) usually scores
more than Push
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Understanding & Identifying
Content Categories



Introducing CCs

CC

(content category)

RCC

(recurring content category)

HVCC

(higher value content category)



CC?

How do you identify a valid- or valuable -

Content Category?



Rosemary’s CV - as grandmother
Content Categories?

A 91 years

A 3 children

A 2 grandsons

A 4 joints replaced

A medical social worker

A wolf-whistled at by Gls in 1941

A illustrated 3 anatomy text books

A crossed US alone on Route 66 in 1953




Rosemary’s CV - as grandmother

Recurring CC and/or Higher Value CC?

A age

A family

A specific target group

A longevity

A caring

A relationships (girl meets boy)
A creativity

A adventure




So we have points of reference
for evaluating a grandmother...

...but what do scorers have?




This calls for
research!
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Route to 4 Fridges



Drivers

AE-procurement CcwaddBt k
A Word limits falling further (350-400 words often)
A More detailed scoring / feedback offered

A More prompts / sub-sections in questions

A More solid Specifications

Going forward:
A EU/UK Govt. push on SMEriendly tendering
A Brexit suggests faster buyer-side change?




Revisits

(APMP / Shipley / Sales)

A Value Proposition, Value generally
A Theme Statement

A Hot Button

A Content / Answer Plan

(Foster Brandt)

A Bid Skeleton (3-level answer planning)

A Bid Templating (applying prior bid questions)
A Key Scoring Points approach (idea based)

A Content Packing (APMP UK conference 2015)



Assumptions (re public sector contracts)

A Many bid

A Evolve openly

A Governed by law, incl. scoring / feedback
A Principles applied more widely

A Good resources, therefore, for Content

A¢EBi g DatabD approach t
more valuable than a further survey?



Hypothesis

Screening multiple buyer-side sources for
CCs, RCCs and HVCCs suggests:

1. use of such sources can become a key
overall differentiator (= buyer / funder fit)

2. this may outweigh a solution per se

3. bid infrastructures may need to evolve
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Content Categories
Sources



CC sources (1)

A Buyer/market engagement days
A Specification( p ot eReferened Spedi f i ¢ a
A Scoring criteria
A Higher scoring questions
A Questions
A Key Question Words
A Answer Prompts
A FOls
A Feedback
(characteristics and relative advantages)



CC sources (2)
A Contract Notices in EU TED

A (ii.1.5 short description; ii.2.5 award criteria)

A EU procurement law
A UK Govt. / Scottish Executive guidance

A CIPS guidance

A Training programmes
A CIPS, Council, EU Sigma

A SME procurement awareness slides
ABuyer ¢Eperennial sD (¢



Bidder feedback (1) - digest

Most feedback accessed by FB in 2015/2016
has centred on:

A points of substance
A points of relevance

Cbe concise, you wi |l



Bidder feedback (2) - comments

A Showed more relevant detail

A Too muc
A Fully unc
A Involved
A Careful /
A Low-risk

N hard sell

erstood our Specification / needs
partner X for task Y (a University)
logical implementation plan
throughout

A Delivered well on multiple policy points



Scorer Training

A Training on scoring varies (even if accredited)
A Evaluation is just 1 of many areas
A Feedback suggests evaluation rigour varies

A Scorers seem to default back to the
Question whatever the Specification (often
too full to apply?)

AScorers tend to def alt



Scorers said...

Clong texts are harde.
longer to review to find key scoring facts

(@
—h
~—
O
(0p

| ong, we | os

(@
'—|-
(¢))

us what youDve



A ‘perennial RCC

SMART from SMART objectives

A Specific

A Measurable
A Achievable

A Realistic

A Timebound

(resonance for many question areas)



EU procurement policy adds (1)

A address societal challenges

A wider use of social standards in the
management, production and provision
of services



A spur eco-innovation by using new award
criteria, placing more emphasis on
environmental considerations



