
Capture tactics that work

Increasing 
your 
probability 
of winning



To win business in today’s highly competitive world, you must stand out 
from the crowd. You need to capture your potential client’s attention and 
persuade them that yours is the best proposition. 

Your goal, therefore, is to move from being unknown to known and, from 
there, progressing to become their favoured option. 
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Favoured 
position



Getting to 
favoured is 
easy, right?

Wrong, it’s hard. 
Mostly because 
of these 
challenges...

Shorter time to influence buyers 
as they’re going to market later in 

their purchasing processes

Engaging with 
stakeholders is forbidden 
in public sector bidding 
once the formal process 

has kicked o�

The involvement of increasing 
numbers of decision makers leading 

to the status quo (i.e. no change) 
being the likely winner 

Having more stakeholders 
also makes it harder to 
understand all the hot 

buttons

It takes an average of eight 
‘touches’ to generate a 

conversion which requires e�ort 
and patience

If you don’t connect 
with any of your 

sales engagements, 
you’re less likely to 
get the response 

you want – so 
there’s pressure to 
get all of the client 
interactions perfect

So where do you start?
You need to create a reason 
for the customer to engage 
with you...



Capturing your customer’s 
attention can be a massive 
headache. 

You need a strategy to find 
a way in and engage with 
them early.
To become the supplier of choice, you need 
to get to know who the decision makers are 
and pique their interest. But take care – get it 
wrong and it might set you back. 

Think carefully about your contact strategy, 
basing it on who your customer is, what 
they do, how influential they are, and what’s 
important to them. It’s vital to be consistent in 
your communication and have an overarching 
view of all touchpoints.

Cold calling, emailing, or messaging is not an 
e�ective way to engage with clients. 

The strategy 
you choose will 
depend on your 
starting position 



Are you the 
incumbent? 
As the incumbent, you want to make your organisation 
as sticky as possible. Building relationships with the 
people who make the buying decisions is essential. 
Remind them of the e�ort and work you’ve put in and 
demonstrate the value you’ve added. 

Supplier of choice

...Yes

Remind them of the work you’ve done, 
including success stories and quotes from 
someone within the client’s organisation.

Be personal, include photos and quotes from 
your delivery team.

Present facts and figures associated with 
the delivery period, not just the SLAs.

Include the business value you’ve 
delivered, ideally signed o� by the client, 
or use your assumptions.

Incorporate a ‘what next?’ or ‘ideas for 
continuous improvement’ section to set 
out your stall for the next period, including 
new areas you want to explore with them 
and the value that you’ll bring.



Find a mutual connection

This is an excellent way to make an 
introduction. For this to work, you have 
to be clear on your proposition and adapt 
your approach depending on how well you 
know the connecting person – are they a 
close friend or are they simply a contact on 
LinkedIn? It would help if you could give them 
a reason to introduce you. What could you 
o�er in return – market insights or time with 
one of your experts? Or, maybe, they’d be 
happy for you to take them for a beer. 

Are you the 
incumbent? 

So, how can you 
find a way in? 
Here are seven of our 
tried-and-tested 
solutions for making 
ourselves known to 
the people we want to 
work with. 

...No

This is an excellent way to make an 
introduction. For this to work, you have 
to be clear on your proposition and adapt 
your approach depending on how well you 
know the connecting person – are they a 
close friend or are they simply a contact on 
LinkedIn? It would help if you could give them 
a reason to introduce you. What could you 
o�er in return – market insights or time with 
one of your experts? Or, maybe, they’d be 
happy for you to take them for a beer. 

tried-and-tested 
solutions for making 
ourselves known to 
the people we want to 
work with. 

Create a report or whitepaper

Use the results from your survey or research 
and include your suggestions on how to 
overcome the challenges. This will create 
value in what your organisation could 
o�er to your customer. Showing them you 
understand and can help them with the 
issues they face is a good way to increase 
your credibility and move from an outsider 
to a contender.

Engage your customer in research

If there’s a particular challenge you think 
you can help your customer with, ask 
them to participate in a survey or research 
piece and o�er to share the findings. This 
can be as simple as a poll on LinkedIn. 
Once you have the results, you can share 
your ideas for addressing the problems 
the survey identifies. This will help them 
realise that you understand their concerns 
and are someone they could approach for 
a solution. 

3.

2.

1.



Targeted advertising or marketing

This isn’t marketing in the general sense as that’s too 
broad. However, you could scour your marketing 
team’s latest campaigns to give you ideas of material 
you could share. If your customer has engaged with 
those campaigns previously, this could create an 
opening for you to contact them and continue the 
conversation.

O�ering access to senior technical 
experts

Giving your customer access to 
people who can provide insights on 
a particular topic or challenge can 
be extremely persuasive. You can 
use this to engage with them pre-
RFP, but also as a carrot to dangle in 
front of the client in a bid.

O�ering access to senior technical 
experts

Giving your customer access to 
people who can provide insights on 
a particular topic or challenge can 
be extremely persuasive. You can 
use this to engage with them pre-
RFP, but also as a carrot to dangle in 
front of the client in a bid.

4.

5.

7.
Attend or speak at an industry event

Find out which events your person of interest 
might be keen to attend and get yourself a 
ticket. Better yet, o�er to speak on a topic that 
you suspect will be high on their agenda. This 
will increase your credibility and could trigger a 
successful discussion. Even just attending the same 
events presents an excellent opportunity to meet 
them in person. 

Convert a connection into a coach

A coach is someone within your target 
organisation who favours you and your 
organisation and would be willing to help you 
understand what their hot buttons are and 
who it is you need to persuade. However, it’s 
important to create a win-win situation for 
both parties and avoid over-reliance on the 
coach. You could also check if they can give 
you access to other decision-makers and ask 
them to test your ideas and approach.

6.



Now 
you’ve 
got their 
attention.



What next? 
Make sure your next move is the right one. It’s time to influence their thinking 
and make them want to do business with you. 

Understand their pain points

To show them how you can help, you first 
need to understand what it is they need help 
with. What challenges are they facing? What 
can you o�er? You must build rapport and 
trust with your customer by being proactive. 
Identify potential issues and help address 
them before they become problems.

Carefully choreograph your engagements.

The people you want to engage with 
are probably extremely busy. Their time 
is precious. Create impact with short 
memorable sound bites full of action and 
emotion. It’s also essential to engage with 
your customer, respond quickly to their 
questions, and show them that you want 
to work with them. A good relationship will 
influence their thinking.

Compelling storytelling

Storytelling is great for drawing people in. 
Make them feel like it’s worth giving you their 
valuable time. By focusing on the three Cs 
(the customer’s situation, your capability, and 
the competition) you can tell a compelling 
story that resonates with your customer 
and leaves them in no doubt as to why they 
should choose you above the competition. 

Find di�erent ways to engage 

There are many ways you can engage 
your customer and demonstrate the 
value of your solution. Using videos and 
animations, conducting traditional product 
demonstrations, and developing proactive 
proposals and/or pitches can provide a 
playback of your understanding. 

Be crystal clear on the value you can bring. 
Di�erentiate yourself from the competition 
and demonstrate how you’ll deliver the 
organisational and customer objectives 
you’ve uncovered.

And, importantly, don’t  
forget procurement

We all know that people buy from people 
they know, like and trust. 

You’ve worked hard to build a relationship 
with your customer and now they want to 
buy from you. 

This is great. 

But you also have to demonstrate that your 
solution makes sense. If you want them to 
make a decision or come to a particular 
conclusion, you must also back up your 
argument with logic. 

You’ll want to pitch your ideas to them and 
demonstrate the value you can o�er. Explain 
why going to market will slow down the 
benefits they’ll realise from working with you. 

In conclusion…
you must maximise every opportunity to make your organisation and your 
message memorable – for the right reasons! Investing time and effort 
to get to know your customer shows them that you really want to do 
business with them. Build trust and rapport and show them how you can 
help solve their challenges. 

Through compelling storytelling, you can build credibility which will go a 
long way to moving you from outsider to contender to favourite. 

Influencing to win

them before they become problems.

Carefully choreograph your engagements.

The people you want to engage with 
are probably extremely busy. Their time 
is precious. Create impact with short 
memorable sound bites full of action and 
emotion. It’s also essential to engage with 
your customer, respond quickly to their 
questions, and show them that you want 
to work with them. A good relationship will 
influence their thinking.

Compelling storytelling

Storytelling is great for drawing people in. 
Make them feel like it’s worth giving you their 
valuable time. By focusing on the three Cs 
(the customer’s situation, your capability, and 
the competition) you can tell a compelling 
story that resonates with your customer 
and leaves them in no doubt as to why they 
should choose you above the competition. 
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