


This isn’t about building 
something 
It’s about getting the 
opportunity to build it



First we have to convince the 
client to choose us
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Marketing’s assignment: 
Turn that differentiating idea 
into a strategy



It’s not about how we’re 
going to do the work 

It’s how we’re going to do it 
better



Understand the client 
o Drivers, hot buttons, influencers 

Know ourselves 
o Strengths, challenges, opportunities 

Know our competition 
o Strengths and weaknesses



Themes 
o Value statements or messages 

Differentiators 
o What sets our team apart 

Value propositions 
o ATCs, innovations, new methods



Themes 
 + 
Differentiators 
 + 
Value Propositions 
 = Win Strategy



If the Big Idea is  
the ball 
the strategy is the bat



We don’t build anything 
without a plan 
including a proposal



First 40% is preparing and 
planning 

brainstorming 
research 

 
organizing information 
outlining



Collect 
Gather information to answer the RFP 
question. Research. Identify the benefits of 
the plan. Brainstorm.

❶Preparing
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BRANDBRANDBRAND



A brand is: 
a promise of what we will deliver, offer, or 
provide time and again to our clients
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a person’s gut feeling or an emotional 
connection about a product, service, or 
the company
others’ perceptions about us or 
the product
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Branding is !guring out 
what the promise is and 
how to communicate it, 
both visually and with 
words, then delivering on 
that consistently.
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Value

Hard Sell

Generic

Effective Brand

“Trust Me”

no or unclear 
value proposition

no recognition or
emotional connection

good clear 
value proposition

no recognition or
emotional connection

no or unclear 
value proposition

recognition and
emotional connection

good clear 
value proposition

recognition and
emotional connection

Recognition
and Emotional

Connection
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Personality 
Attributes, culture, or personality. Edgy 
or conservative? Global or local? 
Serious or silly? Warm or sleek? Is the 
brand friendly? Be conversational. Is it 
ritzy? Be more formal. Attributing these 
traits is a way to achieve differentiation.



kb
&M

An Identity
The outward expression including the 
name and visual appearance. It 
symbolizes how we’re different. It’s the 
most recognizable piece, but it should 
be created last: It re!ects the 
personality, values, messages, etc.
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