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WHAT IS MARKETING 
WHY DOES MARKETING MATTER? 

• MARKETING is everything that goes into developing the relationship between your business and the 
client, including: 
• Market Research 

• Advertising 

• Sales strategy 

• Pricing structure 

• Branding 

• Community involvement 

• Other 

• GOOD  - SUCCESSFUL MARKETING leads to: 
• Good customer/client relations 

• Partnership development 

• Good image and reputation 

• Opportunities and sales 

• Other 
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BASIC COMPONENTS OF MARKETING TO THE GOVERNMENT 

• A PLAN – STRATEGY [DISCUSSION FOR ANOTHER PRESENTATION] 

• MARKETING MATERIALS 

• REGISTER IN SAM and DSBS  www.sam.gov  - FREE and seen by Federal 
agencies and Prime contractors 

• Business Card – sharing contact information 

• Website - providing current information to potential customers / clients / partners 

• Capabilities Statement – your Executive Summary with focus on the Government 
customer 

• Elevator Pitch – your short verbal Executive Summary 

• Continuing the Conversation with potential customers / clients / partners 

• OTHER 
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THE BUSINESS CARD 
• Stand alone representation of you and your business 

• Full Company Name – Milwaukee Manufacturing  

• Name and title – Samantha Stumpf, President 

• TAG line if company name does not provide description of what company does -  Custom 
Specialty Metal Parts 

• Full address (not PO Box) – Town Industrial Park, 1234 W. Newberry Dr., North Allis, WI  53222 

• Telephone, email and website – 414-111-2345 and  sstumpf@milwaukeemfg.com and 
www.milwaukeemfg.com 

• Certifications – Woman Owned, HUBZone Certified Small Business  and  ISO 9001 and ITAR 

• NAICS codes /PCS-FSG, NIGP, DUNS, CAGE – state and local if appropriate - 
http://www.census.gov/eos/www/naics/   -  
http://support.outreachsystems.com/resources/tables/pscs/ - 
http://vendornet.state.wi.us/vendornet/asp/CC14_Form.asp  

• GSA Schedule number / other long term contracts and contract numbers (IDIQs, OASIS, …..) 

• OTHER – unique features, recognitions, etc.  
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THE BUSINESS CARD 

• Appearance 

• Light in color – so recipient can write 
on 

• Not glossy – so recipient can write on 

• Not CUTE – this is business 

• Leave “white space” for notes by 
recipients 
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THE WEBSITE – a MUST HAVE 
• If you are a serious competitor for Government work – your website MUST reflect 

information targeted to the Government audience. 

• Break out Government section via TAB or other mechanism 

• Link to Capabilities Statement (downloadable) 

• About your business in the Government market  

• About your product or service in the Government market 

• Current news – information about recognition, community service, involvements, press 
releases, etc. 

• Technical information if appropriate 

• Conferences that you will be participating in or attending if appropriate 

• Experience – past performance examples 

• Hot link to GSA – IDIQ type contracts other online purchasing vehicles 

• Other information that a Government representative would be looking for 
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THE CAPABILITIES STATEMENT 
• Five key elements are included in a successful capability 

statement: 
 
• 1. Core competencies 

• 2. Past performance 

• 3. Differentiators 

• 4. Corporate data 

• 5. Contact information 
 

• A Capability Statement should also include your firm’s name, logo, tag line and other branding elements.  It 
should be free of long paragraphs but instead, should use short sentences and bulleted lists for quick 
review.  We recommend that you customize your CAPE’s for various market segments. You should not 
itemize or number your CAPE statement but should include ALL 5 elements. 
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THE CAPABILITIES STATEMENT 

1. Core Competencies 
Begin this section with a short introduction statement relating the company's basic 
capabilities to the customer’s specific needs utilizing bullet points. This is NOT everything 
a firm is capable of doing.  Focus on what is important to your potential customer. 

2. Past Performance 

In this section you want to highlight your past experience.  Include past customers 
(if they approve) for whom your business has done similar work. Focus on projects 
that will highlight the capabilities your potential customer will be looking for. 
Each listed reference should include: the organization name, location, project 
name or contract, month/year completed, a brief sentence describing work 
performed. CRITICAL – always ask permission to use this information from the 
past customer! ALSO – do not include any contact information or value of project.  
Also include if your projects or your work have received recognition. 
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THE CAPABILITIES STATEMENT 

3. Differentiators 
• Why should I pick YOU?  
• How is your company best suited for the needs of your potential customer?  
• What is it about your product / services that make you stand above the rest?  
• What is it about your people that give you the advantage over your competitors?  
• Why are your products / services a better solution than the others that are available?  
• Are you or your firm active members of business or philanthropic organizations or participate in 

community, STEM (Science, Technology, Engineering and Math), business or youth initiatives? 

4.Company Data 
Include one or two short sentences about your company. This is the section where you 
would include: 

• Socio-economic program certifications including - Federal, State, Local and Corporate - including 8(a), 
HUBZone, SDVOB, DBE, etc. 

• NAICS / NIGP / PSC-FSC codes (all but limit to 12 or so) do not include code descriptions 
• DUNS number / CAGE code (if you have one) 
• Acceptance of Credit Cards for payment(if applicable) 
• Current Federal GSA Schedule or IDIQ / long term contract / agreement number(s) 
• State / Local long term contracts 

March 22, 2016 Wisconsin Procurement Institute 13 



THE CAPABILITIES STATEMENT 

5. Contact Information 
Your contact information should include a specific person(s) in your organization that could be 
contacted if there is interest in following up with your organization.  

• Full name of organization (include if division of a parent company) 

• Individual contact and title 

• Address (physical location as listed in your DUNS profile, not a PO Box) 

• Telephone (main and cell) 

• Email(s) of individuals listed  

• Company web site 

  

• We would suggest that you have someone review prior to FINAL 

• DO NOT INCLUDE ANY REFERENCES OR DETAIL or other competitive information 

CLARITY – MESSAGE – APPEARANCE – FOCUS 
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THE ELEVATOR PITCH 

• LESS than 30 seconds 

• Tight and to the point 

• YOU CAN NOT DO EVERYTHING  

• Start with what is most important – it is not your certification 

• Practice  

• It is NOT about you – it is about your potential customer 

• ADAPT 
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Continuing the Conversation 

• Initial 1 minute plus pitch – Start of a ONE ON ONE meeting 
– Know what the buyer’s company does and how you would fit 

– Know what is important to the buyer 

– Who you are  

– What you do – REMEMBER YOU CANNOT DO IT ALL 

– Have you done any work with the government before 

– What makes you special – competitive edge 

– Keep it business 

 

• 5 minute pitch – should include a visual of some kind then ADD 
– WHAT CAN YOU DO FOR THEM 

– A bit of history 

– Capacity 

– Past work 

– What makes you special – management team, design capabilities, relationships……… 

– Other as appropriate 

 

• 15 minute pitch – more visual 
• Mission – vision 

• Increased specifics depending on what is being sold 

• Other 
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OTHER 

• Press releases – news articles 

• SOCIAL MEDIA - Facebook, LinkedIn, Twitter, Pinterest, other 

• Awards 

• Participation in trade, chamber, philanthropic organizations 

• Presentations and education – you are the expert 

• Be a mentor to others 

• Take opportunities to talk about your business 

 

March 22, 2016 Wisconsin Procurement Institute 19 



Thank You! 
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Benjamin Blanc, CFCM CPPS – Government Contract Specialist  

benjaminb@wispro.org  

414-270-3600 
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