
DEVELOPING A TARGETED 
CAPABILITIES STATEMENT
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WHAT THE GOVERNMENT AND PRIME 
CONTRACTORS LOOK FOR

• Established business, has other customers, sales history

• Good past performance and relevant past experience

• A business who knows that they CANNOT DO EVERYTHING –
understands your capabilities and limitations

• Adequate resources – Financial – Facilities – Equipment - Capacity
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WHAT THE GOVERNMENT AND PRIME 
CONTRACTORS LOOK FOR

• Record of personal and business integrity and ethics

• Possesses needed technical credentials

• Small business certifications (if appropriate)

• Internet capable and comfortable

• Researchable - verifiable
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WHAT THE GOVERNMENT AND PRIME 
CONTRACTORS LOOK FOR NOW
• If you are offering supplies and services for COVID-19, state it very directly

on your Targeted Capabilities Statement.

• Have your inventory numbers, pricing  and delivery already calculated and 
ready to provide.

• Be able to deliver  quickly. 

• Recognize that your Covid-19 Response buyers, have very limited time.

• Trim out extraneous, purely marketing materials.

• Trim out products they are NOT looking for at this time.
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WHAT MATERIALS DO YOU NEED WHEN 
MARKETING TO THE GOVERNMENT
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WHAT PREPARED MARKETING MATERIALS 
DO YOU NEED
• 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
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http://www.sam.gov/
http://dsbs.sba.gov/


CONSIDER MULTIPLE IDENTITIES
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GOVERNMENT
CUSTOMERS

COMMERCIAL 
CUSTOMERS

ONE FOR GOVERNMENT AND ONE 
FOR COMMERCIAL SALES –
DIFFERENT CUSTOMERS –
DIFFERENT MARKETING CRITERIA 
AND FOCUS



CRAFTING A STRONG CAPABILITIES 
STATEMENT
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TARGETED CAPABILITIES STATEMENT

A concise, one-page document that clearly and effectively 
communicates your capabilities to potential government customers.
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A 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



TARGETED CAPABILITIES STATEMENT

Should include:

1. Company Data

2. Core Competencies – Related to the Emergency!

3. Contact Information

4. Differentiators

5. Past Performance

This is a Data Sheet, not a Marketing Brochure. 
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TARGETED CAPABILITIES STATEMENT

Should NOT include:

1. Huge, “empty” graphics.  Giant swaths of color only.                                
(A few thumbnail photos of your products are OK.) 

2. Photo of your building?   (unless signage, logo, branding is there)

3. Marketing “fluff” and business jargon, buzz-words and phrases. 

4. Irrelevant products /services to the customer’s needs at hand. 

5. Criticism, even mention, of your competition

6. Outdated information, products you no longer carry. 
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CAPABILITIES STATEMENT

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)
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TARGETED CAPABILITIES STATEMENT
2. CORE COMPETENCIES

• Start with a short introductory statement

• Use bullet points to highlight the CORE COMPETENCIES that fit the CUSTOMER.    
Example:

Wisconsin Construction Company is a leader in mobile, temporary medical outbuildings. 

• One-day installations and removal, and on-call technicians for immediate maintenance. 

• Weather –resistant with portable, filtered HVAC. 

• Variably sized units for intake, patient care, family waiting areas, staff breakroom areas, 
secured storage rooms and administration offices. 

• Materials ranging from plastic and canvas tents and pagodas,  to foam core walls, even 
customized storage containers.  
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CAPABILITIES STATEMENT

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
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CAPABILITIES STATEMENT
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]
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• 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
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 past customer contact detail – you can 
provide that later if requested

• Mention customers by name only with 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, brand 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
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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-like

• DO NOT INCLUDE ANY competitor 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



• Be consistent across all platforms: Logo, color, font, style, in telephone 
messaging, advertising, the sign on your building. 

• Capabilities Statement, Logo, Business Cards, Website, stationery, even 
the embroidery on your polo shirts should MATCH.

• Reduce logo size to allow more critical DATA. A logo that takes a third of a 
page is pretentious and empty.

• A good brand speaks for itself, without mentioning itself much. 

• Brand loyalty takes YEARS, even decades, and must be earned. 

• Do not change brands often if you can absolutely avoid it. 
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BRANDING:
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QUESTIONS?
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FOR ADDITIONAL INFORMATION

Mark Dennis, CFCM
Government Contract Specialist

Wisconsin Procurement Institute
markd@wispro.org

608-427-2086 or 608-633-3605

Wisconsin Procurement Institute (WPI)
www.wispro.org
414-2700-3600

10437 Innovation Drive, Suite 320
Milwaukee, WI  53226

mailto:markd@wispro.org
http://www.wispro.org/

