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Assist businesses in creating, 
developing and growing their sales, 
revenue and jobs through Federal, 

state and local government contracts.
WPI is a Procurement Technical Assistance Center (PTAC) funded in part 

by the Defense Logistics Agency (DLA), WEDC and other funding sources.
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 MILWAUKEE
 Technology Innovation Center

 MADISON
 FEED Kitchens
 Dane County Latino Chamber of Commerce
 Wisconsin Manufacturing Extension Partnership 

(WMEP)
 Madison Area Technical College (MATC)

 CAMP DOUGLAS
 Juneau County Economic Development 

Corporation (JCEDC)

 STEVENS POINT
 IDEA Center

 APPLETON
 Fox Valley Technical College 

WPI OFFICE LOCATIONS
 OSHKOSH

 Fox Valley Technical College 
 Greater Oshkosh Economic Development Corporation

 EAU CLAIRE
 Western Dairyland

 MENOMONIE
 Dunn County Economic Development Corporation

 LADYSMITH
 Indianhead Community Action Agency

 RHINELANDER
 Nicolet Area Technical College

 GREEN BAY
 Advance Business & Manufacturing Center
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www.wispro.org
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SO…. WHAT DOES WPI REALLY DO
Provides technical assistance to CURRENT and POTENTIAL
Contractors and Subcontractors
 INDIVIDUAL COUNSELING – At our offices, at clients facility or via 

telephone/GoToMeeting
 SMALL GROUP TRAINING – Workshops and webinars
 CONFERENCES to include one on one or roundtable sessions

Last year WPI provided training at over 100 events, provided service to 
over 1,200 companies
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The Federal government purchased 
 $562 billion in good and services 
 $4.40 billion from Wisconsin businesses
 $850 million from Wisconsin Small Businesses – 1,309 

contractors
 $23 million from Woman Owned Businesses – 127 contractors
 $223 million from Small Disadvantaged Businesses – 287 contractors
 $44 million from HUBZone Certified Businesses – 19 contractors
 $120 million from Service Disabled Veteran Owned Businesses – 48 

contractors

IN FY2018
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 The Federal government purchased in the first 9 months
 $481 billion in good and services 
 $5.12 billion from Wisconsin businesses 
 $623 million from Wisconsin Small Businesses
 $45 million from Woman Owned Businesses
 $205 million from Small Disadvantaged Businesses
 $16 million from HUBZone Certified Businesses 
 $92 million from Service Disabled Veteran Owned Businesses

SO FAR IN FY2019 – FIRST 9 MONTHS
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WHAT THE GOVERNMENT AND PRIME 
CONTRACTORS ARE LOOK FOR
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 Established business
 Good past performance and relevant past experience
 Knows that they CANNOT DO EVERYTHING – understands their 

capabilities/limitations
 Adequate resources – Financial – Facilities – Equipment - Capacity

WHAT THE GOVERNMENT AND 
PRIME CONTRACTORS LOOK FOR

Page 910/17/201
9



 Record of personal and business integrity and ethics
 Possesses needed technical credentials
 Small business certifications (if appropriate)
 Internet capable and comfortable
 Researchable - verifiable

WHAT THE GOVERNMENT AND 
PRIME CONTRACTORS LOOK FOR
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Federal Goals [applied to Federal agencies and their large
prime contractors:
 23 percent of prime contracts and subcontracts for small businesses table of size 

standards;
 5 percent of prime and subcontracts for women-owned small businesses;
 5 percent of prime contracts and subcontracts for Small Disadvantaged 

Businesses (including minority);
 3 percent of prime contracts and subcontracts for HUBZone small businesses;
 3 percent of prime and subcontracts for service-disabled veteran-owned small 

businesses [VA also has both a veteran and service disabled veteran business 
preference].

FEDERAL SMALL BUSINESS PROGRAMS
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https://www.sba.gov/contracting/getting-started-contractor/make-sure-you-meet-sba-size-standards/table-small-business-size-standards
http://www.sba.gov/content/women-owned-businesses
http://www.sba.gov/content/8a-business-development
http://www.sba.gov/content/hubzone-0
http://www.sba.gov/content/service-disabled-veteran-owned-small-business-concerns-sdvosbc


WHAT MATERIALS DO YOU NEED WHEN 
MARKETING TO THE GOVERNMENT
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 Business card
 Capabilities Statement
 Website
 Prepared verbal introduction of your business
 Prepared verbal “about your business”
 And if Federal Government or Federal Prime Contractor are your 

target – register in www.SAM.gov and Dynamic Small Business 
Search http://dsbs.sba.gov

WHAT PREPARED MARKETING 
MATERIALS DO YOU NEED
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GOVERNMENT
CUSTOMERS

COMMERCIAL 
CUSTOMERS

One for government and one for commercial sales - different customer – different 
marketing criteria and focus

CONSIDER MULTIPLE IDENTITIES
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YOUR BUSINESS CARD
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 CLEARLY states what your business DOES – use a tag line if 
necessary

 COMPLETE contact information including street address, 
telephone and email

 NAICS codes – NIPG codes – DUNS – CAGE CODE

 Website

 Small business designations – small, HUBZone, SDVOSB, 
MBE…..

 Quality level, ITAR, other technical and professional certifications 
of value to market

 ALSO
 Professional in appearance – include logo
 Light colored background - non glossy paper
 If recent “award recipient” – would need to be recognizable

FRONT

BACK

BUSINESS CARDS
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https://www.census.gov/cgi-bin/sssd/naics/naicsrch?chart=2017
http://www.nigp.org/home/find-procurement-resources/agency-development-path/nigp-code


BUSINESS CARDS
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CRAFTING A STRONG CAPABILITIES 
STATEMENT
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A concise one page document that clearly and effectively communicates 
your capabilities to potential government customers.

A GOOD (GREAT) CAPABILITIES STATEMENT IS CRITICAL
 Provides a concise summary for review and initial decision
 Identifies key points of interest and focus – example past 

experience, certifications
 Highlights your strengths and successes
 Reflects your “preparedness” and business maturity
 Provides an outline for you during initial discussions

A BAD CAPABILITIES STATEMENT – CAN QUICKLY CLOSE DOORS

CAPABILITIES STATEMENT
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It should include:
1. Company Data
2. Core Competencies
3. Contact Information
4. Differentiators
5. Past Performance

CAPABILITIES STATEMENT
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1. COMPANY DATA
 Small business program designations –

Federal, State, Local and Corporate
 NAICS, NIGP, PSC-FSC codes – limit to no 

more than 12 AND do not include 
descriptions if space is limited

 DUNS and CAGE code numbers
 Accept  credit cards?
 Long term government agreements – such 

as GSA (include numbers)

CAPABILITIES STATEMENT
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2. CORE COMPETENCIES
 Start with a short introductory statement
 Use bullet points to highlight the CORE COMPETENCIES that 

fit the CUSTOMER
Example:
Since 1962, the Really Great Construction Company has been a 
national leader in providing renovations that maximize energy savings 
and space utilization.  RGCC prides itself on having a highly skilled 
and experienced staff, excellent safety record and has the reputation of 
completing projects on time and on budget.  RGCC is a small business 
with experience in teaming on Federal and State projects.  RGCC has 
unique capabilities in:

 Solar panel installation
 Boilers and sheet metal upgrades
 Energy Analysis

CAPABILITIES STATEMENT

Page 2210/17/201
9



3. CONTACT INFORMATION
 Direct contact information – name of individual and title
 Email address – on the individual – NOT .gmail or .yahoo – get a 

business email
 Address – street address – NOT PO BOX
 Telephone – office AND cell
 Website and social media links

CAPABILITIES STATEMENT
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4. DIFFERENTIATORS
 WHY SHOULD THEY PICK YOU!
 AND IT IS NOT because of your certifications
 What sets you apart from your competitors 

[this is where the “homework” comes in]

 Expertise and experience of 
your staff

 Past performance
 Technology – process that 

provides cost savings
 You have contacts and 

relationships that support 
your success in bringing 
partners and team members 
to projects

 Your product is the BEST 
because……

 You are able, and have the 
reputation, to work with the 
customer to solve problems 
[not create them]

CAPABILITIES STATEMENT
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CAPABILITIES STATEMENT
5. PAST PERFORMANCE

 Target your past performance to the customer
 Include the most current work with the government
 If you have not had work with the government –

focus on work you have done with prime contractors 
 If you are new to the market – include work that is 

most similar to what the government is buying 
[this is where your “homework comes in”]

 DO NOT include any contact detail – you can provide 
that later if requested

 Do not mention any customers by name without 
their permission

 Include recognition for recent, related past work 
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 Every capabilities statement will be unique 
in appearance and content – it should 
reflect your company and your work

 It is important though to include all the 
elements we discussed

 It should reflect your company’s identity 
and brand 

 It can be simple – must be informative
 And should look good

CAPABILITIES STATEMENT
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A FEW MORE THINGS

 HAVE SOMEONE REVIEW BEFORE USING – check 
for spelling, grammar, general appearance and overall 
accuracy

 Include your logo – really need one
 Include some select graphics of product or past work 

that supports your message
 Keep it business
 DO NOT INCLUDE ANY competitive information
 Prepare in WORD or other program that will allow you to 

easily modify and update – THIS SHOULD BE A 
LIVING DOCUMENT

CLARITY – MESSAGE – APPEARANCE – FOCUS 
and is consistent with your website, business card and verbal message
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CAPABILITIES STATEMENT RUBRIC
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Recommend 
light color 
background –
allows for note 
taking and 
comments
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YOUR WEBSITE
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 YOU MUST HAVE ONE - WHY?? – you need to be found and found out about –
there are some “free” starter options 

 Your website should highlight what a potential customer would want to know 
about you – remember when we started this session we discussed what a buyer 
looks for

 Consider separating the GOVERNMENT piece in a separate tab or section
 It can be simple and easy
 CAUTION – you may be doing work that is sensitive to an agency or prime –

careful about bragging on your website.  Consider using descriptive words such 
as “defense contractor” or “worked on the I-94 project” 

WEBSITE
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 Include information on your certifications
 Include information on any long term contracting vehicles that you may 

have – example GSA
 Graphics showing product or service
 KEEP CURRENT
 If appropriate include recognitions, press releases / news stories, current 

community work (support), positive leadership activity (ex.  welcoming new 
VP)

 ALL TIES BACK TO what information would be of value to someone looking 
at your website

CAPABILITIES STATEMENT
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VERBAL INTRODUCTION
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 SHORT and TIGHT introductory statement – maybe 30 seconds or so
 Who you are

 What you do

 KEEP IT BUSINESS

 Try it – refine it – try it – refine it – until you feel it is just right
Good afternoon.  Example - My name is Red Green, President of the Green 
Barge Company based in Jacksonville, Florida.  Our company specializes in 
shoreline clean up and reconstruction.

PREPARED VERBAL INTRODUCTION OF 
YOUR BUSINESS
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 You would use this as your discussions continue or if you are in a situation 
where a longer opening is available and appropriate – 1 – 2 minutes
My name is Red Green, President of the Green Barge Company based in Jacksonville, 
Florida.  Our company specializes in shoreline clean up and reconstruction. We are 
currently working with the USACE on repairing areas on the St. Josephs River damaged 
after Hurricane Irma.  Green Barge is certified as a HUBZone with 10 years of  
experience in shoreline work.  We have an experienced crew with a superior safety 
record.

PREPARED VERBAL “ABOUT YOUR 
BUSINESS”
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 You should NOT add “negative” qualifiers at this point such as 
 This is your first government work – talk about your commercial success

 You have issues of any kind – will want to disclose that information, but not in the 
initial conversation

What not to do
My name is Jack Smith, President of the Smith Manufacturing Corp.  We are based in Milwaukee, 
WI.  We have a floor full of equipment that can be used to fabricate parts up that are up to 3 feet 
long.  We are not ISO but we do check every part.  We tried government work a few years ago, 
but it did not get us any work.  So I am looking for some long term contracts.

PREPARED VERBAL “ABOUT YOUR 
BUSINESS”
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 DO YOUR HOMEWORK - it impresses AND is at some level expected
 Remember that when you are speaking to a buyer of government / prime 

representative – they talk to MANY companies.  Respect their time and 
understand they may not remember you the first couple of times.  
RELATIONSHIP BUILDING TAKES TIME.

 Don’t have a CHIP on your shoulder – it shows quickly
 Don’t look like you just got out of bed
 Be confident not arrogant
 This is BUSINESS

MORE ABOUT THE VERBAL PART
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A FEW COMMENTS ON FIRST STEPS

10/17/2019 41



If you want to work with the 
Federal Government you must 
register at SAM.GOV….. AND you 
should submit your small business 
profile through SAM.GOV

NOTE:  There will be a change –
migration to beta.SAM.gov
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Federal agencies and 
Federal primes will search 
SAM.GOV and DSBS for 
potential suppliers.

KEEP YOUR PROFILES 
CURRENT.

DYNAMIC SMALL BUSINESS SEARCH
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LOCATING OPPORTUNITIES

www.fbo.gov BID MATCHING FROM WPI –
CALL OUR OFFICES TO 
DISCUSS
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https://www.usaspending.gov/ https://www.fpds.gov

LOCATING AWARD HISTORY
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SOME UPCOMING EVENTS AND TRAININGS
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http://wicontractingacademy.org
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October 17, 2019

https://www.marketplacewisconsin.com

Each year, the MARKETPLACE conference helps Wisconsin business owners learn about doing 
business with state, federal and local agencies as well as corporations, which represent billions 
of dollars of annual purchasing power. During this two-day event, businesses can meet with 
government and corporate buyers and connect with other small businesses and service 
providers from across the state.
While the conference is open to all Wisconsin business owners and aspiring entrepreneurs, 
conference content is specifically crafted for minority-owned, woman-owned, veteran-owned and 
LGBTQ-owned business enterprises and HUBZone businesses. These companies can connect 
with resources and potentially make a deal or lay the framework for a future contract.
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October 17, 2019

Hilary W. DeBlois
Program and Outreach Coordinator
Wisconsin Procurement Institute
A Procurement Technical Assistance Center (PTAC)
10437 Innovation Dr. Suite, 320
Wauwatosa, WI 53226
Ph. (414) 688-3882 - Fax (414) 270-3610
HilaryD@wispro.org www.wispro.org
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