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1 Introduction
Finding real sales opportunities is applied research; you must piece together facts from several sources without knowing where you may have to go next. Federal procurement sites are numerous, not user friendly, and incomplete from the perspective of finding sales opportunities. Sales opportunity identification is a creative process based on intuition, federal procurement database knowledge, and Internet search skills. Learning the process requires training and a willingness to learn from trial and error.
The job should be performed by a person who has Internet search skills, is analytical, and is not afraid of ambiguity. The person must be given the time and responsibility to work with sales people to identify search starting points including target agencies, ferret opportunities from the federal procurement databases, and update a Customer Relationship Management (CRM) System.
The table of contents lists the following procedures for finding sales opportunities.

· Procedure 1: Search Agency Web Sites
· 

 HYPERLINK  \l "Procedure2" 

Procedure 2: Search Award Data
· 
Procedure 3: Find Contracting Officers
· 
Procedure 4: Find Teaming Partners
· 

 HYPERLINK  \l "Procedure5" 

Procedure 5: Find Prime Contractors and Subcontracting Opportunities
· 

 HYPERLINK  \l "Procedure6" 

Procedure 6: Finding Opportunities outside the Washington, DC Area


Each of the procedures has strengths and weaknesses and the procedures are used in combination. How the procedures are applied to find opportunities and their usefulness varies depending on what a company sells.
1.1 About Fedmarket.com

Fedmarket.com is a tactical solutions provider for federal government contractors. Its core areas of expertise are federal sales training, GSA Schedules contracts, and informational tools and products related to procurement activity.

Founded in 1995, Fedmarket.com has grown into an organization that has assisted countless organizations get their start and thrive in the federal marketplace. Fedmarket offers products and services to cover the full needs of such companies starting with basic sales training through procurement data digests and target buyers lists.
For more information please call (888) 661-4094 x 2 or email sales@fedmarket.com.

2 Applying the Procedure
The following sections discuss the productiveness of the procedures in certain situations. The information on preferred procedures under certain circumstance should be considered hypothetical and is not meant to be rigid. The procedures are intertwined and using one can point to when to use another.
Begin with Procedure 1: Search Agency Web Sites
 if you do not fit any of the categories listed below. Begin with agencies who you believe will require your services and then use Procedure 2: Search Award Data


 to find the contracts let by the agency. Working back and forth between Procures 1 & 2 will point you to opportunities.

2.1 All Companies: Follow Current Bidding Opportunities Religiously

Finding published federal procurement notices is relatively easy. By law, all federal procurements over $25,000 are published at the FedBizOpps Internet site. Under-$25,000 opportunities may appear at FedBizOpps at the discretion of the buyer. 
FedBizOpps is a free Internet service and the service will email procurement opportunities to vendors at no charge based on selected product/ service categories. Sign up at FedBizOpps to receive automatic notification of current bidding opportunities for the product/service you sell.

Most experienced federal contractors do not bid on current opportunities unless they have presold them or know the customer well. Exceptions to this general rule are made based on specific circumstances and the cost of responding. Yet many companies do not follow current bidding opportunities and contract awards at FedBizOpps for marketing purposes even though they usually don't respond to current opportunities. This is an egregious error.
Current bidding opportunities and awards for what you sell can tell you many things. This may seem obvious but religiously following current bidding opportunities is often overlooked in the day-to-day fray of conducting federal business. Current opportunities and awards can help you answer the following types of questions.

· Maybe we should bid even if we don't know the customer if a proposal will not be too expensive to write?

· Maybe we should seek a subcontracting opportunity?

· Could this type of opportunity create new work that we would be interested in?
· What are the scopes of work for the contracts this agency is letting and will there be more of this type of work contracted in the future?
· When will repeating service contracts be rebid?
· What are the names and contract data for the contracting officers handling our type of work?

Sources Sought notices and Requests for Information (RFIs) published at FedBizOpps are also valuable pointers to future procurements.
2.2 Companies with Federal Contracts
Companies with federal contracts should always focus on their existing customer base first. Federal buyers are extremely risk averse and will always go for a known vendor over someone new. Build your business with existing customers and use existing customer relationships to help you reach out to other new federal customers.

Use your customer relationships to sell within the customer's agency including more opportunities with the individual customer and other potential customers within the agency, i.e., "the getting paid to sell approach". More federal business is sold using this approach than any other. This is why the insiders get bigger and bigger.
Use your contract staff to assist in analyzing budgets, project plans, existing contracts, procurement forecasts, and other agency documents pointing to contract opportunities. Ask your customers within the agency for referrals to persons with contract dollars within the agency and in other agencies.
Search for opportunities in new agencies as an adjunct to growing your existing customer base. Use the following procedures to fine new agency markets.
	Procedure
	Use When or For



	Procedure 1: Search Agency Web Sites


	You have asked your existing customers for pointers to new business and have identified new agencies that may require your product/service.


	Procedure 2: Search Award Data





	Look at all of the contracts let by the agencies you are currently doing business with.
Search for new opportunities when your product/service is generic and can be readily described with key words.


	Procedure 3: Find Contracting Officers


	You have identified a contract but don't know the contracting officer.
If you sell commodities or need to find end users.



	Procedure 4: Find Teaming Partners

	When teaming appears appropriate 

	Procedure 5: Find Prime Contractors and Subcontracting Opportunities

	When your product/service is usually subcontracted or you are new to the agency



	Procedure 6: Finding Opportunities outside the Washington, DC Area

	Your office is outside Washington, DC or potential opportunities are outside DC.


2.3 Companies Selling Commodities
All federal agencies purchase commodities like office supplies, tools, building materials, etc. Commodity companies need to focus on geographic areas that they can reach economically, both from sales costs and shipping costs viewpoints. Office equipment and supplies, office furniture, reproduction equipment and supplies, and office leasing would all fall into this category.
End users usually do not care where commodities are purchased (but not always). Companies selling commodities should focus on selling contracting officers because they make most of the buying decisions for commodities, non-technical products, and routine services or at least play a part in the decision.
For some commodity purchase, end users do care about the supplier, e.g., your capability to replace defective product or provide a replacement product while repairs are made within an hour. Then sell both the end user and the contracting officer. The contracting officer is the person that can tell you the name and contact information for the illusive end user. See Summary of the Federal Sales Process.
	Procedure
	Use When or For



	Procedure 2: Search Award Data



	Start here if your product/service is generic and can be readily described with key words and shipping and sales costs are not major factors in making sales.


	Procedure 1: Search Agency Web Sites

	You have identified agencies that may require your product/service.

 

	Procedure 6: Finding Opportunities outside the Washington, DC Area



	When your office or your target sales area is outside DC.

	Procedure 3: Find Contracting Officers


	You have identifies awards and want contact information for one or more contracting officers.




2.4 Companies Selling Generic Professional Services
Selling generic professional services (computer development, management consulting) is difficult due to the significant amount of competition in the field. Existing federal relationships are particularly important and most sales result from professionals having personal relationships with end users. Intense focus in identifying sales opportunities is required so you don't spin your wheels and spend too much money in making a sale. Focuses can include:

· Relying on subject matter expertise and/or unique packaged solutions based on proprietary software, a unique methodology or a knowledge base. Search based on type of problem, solution, and expertise.

· Making sales in your nearby geographic may be important because you can effectively develop the close personal relationships required to make a sale. Search agencies within your geographic area.

· Relying on unique past experience. Search for similar projects.

· Subcontracting with prime contractors. Often the federal relationships are first established by working for a prime contractor. Identify prime contractor opportunities.

Use these focusing factors in searching for opportunities that fit you company using the opportunity identification procedures shown below.

	Procedure
	Use When or For



	Procedure 2: Search Award Data



	Your product/service is generic and can be readily described with key words. Search solicitation and award data using key words.
Define key word searches by problem, solution, or expertise.


	Procedure 1: Search Agency Web Sites

	You have identified agencies that may require your product/service.


	Procedure 3: Find Contracting Officers

	When you want to find end users and program mangers and can't identify them through agency web site research



	Procedure 4: Find Teaming Partners

	When teaming is required 

	Procedure 5: Find Prime Contractors and Subcontracting Opportunities



	When you are new to the market

	Procedure 6: Finding Opportunities outside the Washington, DC Area
	When your office is outside DC


2.5 Companies Selling Complex Products and Specialized Professional Services
The more specific a product/service is, the easier it is to pinpoint potential customers. Examples:

1. Suppose that you sell a device to reduce the time needed to fill a sand bag. The Federal Emergency Management Service (FEMA), the Forest Service, the Bureau of Land Management, and the Army Corp of Engineers would be places to start. Further research, will point you to other agencies that fill sand bags.
2. Your software or solution is based on artificial intelligence or game theory. Key word searches using terms like these often result in specific opportunities. If an agency has let one contract requiring artificial intelligence, they will probably let others. Focus on research based agencies like the Department of Energy laboratories or the Defense Advanced Research Project Agency.

Proprietary software or methodologies and highly specialized services requiring scare expertise and/or specialized facilities all fall in this category.
	Procedure
	Use When or For



	Procedure 1: Search Agency Web Sites




	You have identified agencies that may require your product/service.


	Procedure 2: Search Award Data




	Your product/service is generic and can be readily described with key words.



	Procedure 3: Find Contracting Officers

	When you want to find end users and program mangers and can't identify them through agency web site research



	Procedure 4: Find Teaming Partners

	When teaming is required 

	Procedure 5: Find Prime Contractors and Subcontracting Opportunities

	When you are new to the market

	Procedure 6: Finding Opportunities outside the Washington, DC Area


	When your office is outside DC


2.6 Companies Selling Solutions Requiring Partnering and Companies with No Federal Contracts or Relationships

Many companies fit better in the federal market as partners (subcontractors) than prime contractors. Small service companies new to the federal market are often best suited to act as subcontractors until they can develop their own customer base.

Potential teaming partners are reasonably easy to find but beware. You will usually spin your "teaming wheels" unless you have potential business you have presold and are forming a team. Getting on a team for a blind bid or to go for an opportunity that another company has presold is very difficult unless you bring something absolutely unique to the table.
Internet research is an ideal way to find teaming partners and subcontracting opportunities. Use Procedure 4: Find Teaming Partners and Procedure 5:  Finding Prime Contractors and Subcontracting Opportunities.
2.7 Companies outside the Metropolitan Washington, DC Area

Most are unaware that the federal government spends more than $250 billion on projects located outside of the Washington metropolitan area. In fact, the federal government's buying power extends across the United States and even worldwide. Some of this money may be spent at military bases or other government installations in your state. You would be shocked to discover how much federal business is conducted within 100 miles of your office. Federal officials prefer to work with small businesses located near them since doing so is sound policy from a political and practical standpoint.
Small businesses located within the Washington metropolitan area do reasonably well because of the vast amounts of money available for contracts in the region. However, the abundance of contract opportunities is offset by the level of competition. The Washington area is home to the very largest prime contractors and small businesses are playing in their backyard.  Small businesses hoping to win federal business near the Beltway must learn to play nice with the large primes or they run the risk of being shut out of the market.
Many small businesses emerge and prosper by staying close to home where the competition is not as intense. There are countless federal facilities located throughout the U.S. and overseas.  Such facilities include military bases, research centers, Veterans Administration and military hospitals, and regional offices of various federal agencies.  Use your local blue page telephone directory or peruse the federal agency web sites for in an effort to locate contact information.
As previously mentioned, federal facilities located outside of the Beltway prefer, for political and social reasons, to work with local companies.  Local businesses are also perceived by federal officials to be more cognizant of delivering value.  It is not uncommon for a small business owner to meet an end user from a local federal facility at a social occasion or at a networking event.  He or she can then turn the contact into a business relationship and ultimately a sale.
Take out a local map and draw a circle around your office’s location.  Contact the federal installations located within the circle.  Use the following links to help you find local federal sales opportunities:
Use Procedure 6: Finding Opportunities outside the Washington, DC Area. Then supplement Procedure 6 with the other five procedures.
2.8 Information Technology Companies

Information Technology (IT) companies should use all of the six procedures to identify opportunities, starting with Procedure 1: Search Agency Web Sites. IT products and services have unique product and service codes in federal opportunity and award databases; this make opportunity identification easier for IT companies.

IT companies have an added advantage in finding sales opportunities because project level budget information is published at IT Dashboard.gov The IT Dashboard provides Federal agencies and the public with details of Federal information technology (IT) investments.  The IT Dashboard displays data received from agency IT Portfolio and Business Case reports. Data is searchable by agency. 
2.9 Starting the Sales Opportunity Research Process
Set up a Word Table with the following suggested format (tailor to your company). In many cases all of the data about an opportunity may not be known, particularly the End User. Build the table as the process continues dropping dead end opportunities and adding new.
Use the table information as input to your CRM System. Input the data directly to you CRM system when it is operational.
The research process is never ending and should be done on a day-to-day basis.

	Type of Opportunity


	Title & Solicitation Link


	Dollar Value

	Due

Date
	Place of Performance
	Type of Procurement
	Interested Vendor List


	Contracting  Office Contact
	End user

	Example: Subcontracting Opportunity


	IDIQ for maintenance, repair, construction and design-build services
http:xxx


	200,000 
	9/30/2009
	Various Illinois Army National Guard locations


	6 - 10 awards to various types of small businesses
	http:xxx
	Sharon G Star,

Procurement Assistant

sharon.star@us.army.mil
Phone: 217-761-3553

Fax: 217-761-3908


	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	


3 Procedure 1: Search Agency Web Sites
Use Google to find agency web sites and then familiarize yourself with the content of the sites. In tandem, use Acquisition Central and the Federal Acquisition Jump Station to find agency procurement information quickly. 

Agency web sites can provide information that point to sales opportunities. Searching agency web sites requires patience and experience because no two federal web sites are alike. At agency web sites look for: 

· Organization Charts

· Contracting Office including active contracts and procurement forecasts

· Small Business Office

· Public Relations/Press Room

· Freedom of Information (FOIA) Office

· Press Releases

· Look for Local Offices, Staff Directories, Key Staff, Electronic Phonebook

· Program Descriptions
Contact the FOIA, Small Business, Public Relations, and Contracting Offices to find out more when you see a pointer to an opportunity. They may have paper documents like telephone directories, contract files, and prime contractor information that may be helpful.
Their cooperation in providing information may be spotty based on their personality and job pressure. However the information you are seeking is public information and their job is to be cooperative. So be persistent while remaining positive.
3.1 Procurement Forecasts 

Government agencies routinely publish forecasts of upcoming procurements accessible through a procurements forecast page. They do this to give contractors a "heads up" on future business opportunities by providing information on what the agencies are planning to buy and, in many cases, how much money they plan to spend. While forecasts are for informational purposes and do not represent current contract opportunities, they can be wonderful gold nuggets on where business will likely be down the road. Procurement forecasts have the following drawbacks.
· Everyone sees them
· They represent only a small fraction of what agencies are going to procure in the future

· They tend to be for operating type contracts since the agency knows that they are going to have to re-procure the service

· They tend to be small business set-asides (a good thing if you are a small business)
3.2 Agency FOIA Requests

A word of caution: use FOIA requests for contracts, detailed budget information, winner's proposals, etc judicially for only the hottest of your potential opportunities and only after the agency have stonewalled in giving you what you need. Answers to FOIOA request are slow and agencies are not enthusiastic about you submitting them. Often the information arrives (if it arrives at all) well after the need for the information passes.

3.3 General Agency Interest, Spending Information, and Contact Data

USA.gov Research: You can also try key word searches at USA.gov to find potential buyers indirectly. Use key word phrases and follow the often ambiguous trail of programs, agency interest, and opportunities shown in search results. This approach doesn't produce direct link to specific opportunities but trial and error can produce agency programs that may require what you sell. The best results are found with unique and pertinent key word phrases. A phrase like "water truck" or "water treatment" may be productive while "toner cartridges" or "personal computer" may be problematic. 

FederalSpending.org
Finding Federal Employee Contact Data: Centralized Federal Telephone Directory 

3.4 Example Agency Search
Go to USA.gov, and find the FEMA homepage using the keywords, "Federal Emergency" The first listing in the search results is Fema.gov. 
At the FEMA site, start your research at the "Doing Business with FEMA" web page. Most of the information here is helpful, especially two sections: 
1. The "Listing of Active Contracts" section shows what FEMA has bought in the past through large contracts and the end dates for these contracts. The contract listings are not tied to end-users, but are, nonetheless, excellent starting points for determining if FEMA buys what you sell. (Not all federal sites list active contract data but many state sites do.) 
2. The "Doing Business Guide" section lists program offices and what they buy.
Note that these two sections were found by clicking on the "Private Sector" link at the FEMA home page. Most agency web site show a similar linl: some call the link "Doing Business" and others "Contract Information".
Let's assume that you've now identified a program office that buys what you sell. Now is when the market research gets a bit more challenging? You must find who is in each program office and what their responsibilities are. Then you must determine how to get a hold of them. For example, the training program head within a program office would be the obvious person purchasing training-related products and services. This would probably be the first person you'd call if you worked for a training company. 
Each agency's web site will be different in how it presents personnel and organizational information. In the case of FEMA, the web site shows key personnel and their contact information, although you have to go several places to tie it all together. The site contains the names of program managers and staff. Email addresses have a common format, allowing you to formulate a person's email address from their name. 
Frequently, you'll have to go beyond the Internet to find relevant end-users. If you can't find end-users at the site, call the agency's public affairs office and/or small business office and ask for staff directories, organization charts, and written information about the agency's programs. Don't be shy! It's all public information, and it's their job to assist you. 
If you visit an agency, make a personal call on the public affairs office and the small business office. They may not be much help in finding you specific business opportunities, but they can be useful in providing you with end-user contact information. 
Contracting officers (official buyers) also are an excellent source for information on end-users. They know who buys what in their agency and it's their job to assist you in finding the end-users who buy what you sell. Buyer contact information often can be found at an agency's purchasing web site or FedBizOpps.
4 Procedure 2: Search Award Data
The federal government maintains a number of contract award information sites. Usually, one site will not provide the award information you’ll need, although the Federal Procurement Data System comes close.  Use the following sites to piece together sales opportunity the intelligence for your company.
Sites
Federal Procurement Data Center  (now called Federal Procurement Data System (FPDS))
FedBizOpps
USASpending.gov
The best site for locating detailed and through overall results is the Federal Procurement Data Systems (FPDS).
The best site for locating buyer contact data is FedBizOps.
4.1 Federal Procurement Data Center (FPDS)
FPDS provides information on $350 billion of federal contracts awarded each year for goods and services. It provides detailed information on contracts above $25,000 and summary data on procurements below $25,000.
Pros:
Most comprehensive collection of award data

Searches all federal agencies

Numerous ways to search for data and package results


Once you set up an account you can save your search results to access anytime.
Cons:
Difficult to navigate at first


Not intuitive – take the time to read manuals and documentation


Registration recommended
Directions for a Simple Search based on Keywords: Ezsearch
Results are detailed and most results allow you to drill down to related information by clicking individual result.
1. To begin your Easy Search type in one or more keywords that will be searched for in the contracts that you would like to find.
2. Click on the Go button. A list of contracts will be displayed that matches your search criteria in the Results page section. To remove your search criteria text, click the Clear button.
3. You can refine your search by using the four filter boxes on the left side of the screen. You can drill down by Department, Agency, Vendor and Vendor State. The information in each filter box is displayed in descending order. Only top 10 results will be displayed. We can further drill down on a Department or Vendor State. Click on the appropriate link in each filter box. Your results will be displayed in the Results Page section.
4. Clicking on the links inside the documents allows you to further refine your search and drill down to specific information. For example by clicking on a specific PSC Code you will only see contracts for that PSC Code.
You also have the option of sorting your results by:
· Contract type

· Agency Code

· Agency Full Name

· Contracting Agency ID

· Contracting Agency Name

· Department Full Name
· Action Obligation $

· NAICS

· PSC

· Vendor State

· Vendor Zip Code

· PoP Country Name

· PoP State Name

· Local Area Set Aside
4.2 FedBizOpps (FBO)
FedBizOpps (FBO) lists notices of proposed government procurement actions, contract awards, sales of government property, and other procurement information over $25,000 - all updated daily.
Pros:
Represents all federal agencies

Locate award and view solicitations at one site


Fairly comprehensive buyer contact data


Advance search is easily navigated

Detailed search documentation available in FBO Vendor Guide
Cons:
Limited contractor data at times


Not all award data is reported

Keyword searches can often result in false positives
Searching for Award Data in FBO:
From the FBO homepage click on the “advanced search form” select “award notice” and proceed to select from the following options the criteria you wish to base your award search on.
· Posted Date

· Place of Performance

· Place of Performance Zip

· Documents to Search

· Set-aside code

· Opportunity/Procurement Type

· Agency/Office/Locations

· Keyword/or Solicitation Number (Search forms provides tips on keyword searches)
· NAICS code

· Classification code

· J & A Statutory Authority

· Posted Date Range
4.3 Navy Electronic Commerce Online
The Navy Electronic Commerce On-Line (NECO) system is a low cost, easily accessible Internet based system for Navy and Business to do Electronic Commerce (EC). It is made up of commercial off the shelf tools merged to accomplish the contracting mission in an innovative way. It is a partnership between DoD and business, namely the Naval Supply Systems Command, Dynamic Systems Incorporated and Federal Data Corporation.
Pros:
Simple navigation and search capabilities

Results include Solicitation, Award Number and Post Date


Contact data for contracting officer can include name, telephone, address and email address.

Excellent starting point if the Navy is your targeted agency, with the results data you use the

Solicitation Number in FBO for more details, and to flesh out buyer contact data if needed.
Cons:
Limited to Navy


Not all records contain solicitation number
Available Search Criteria:
· Solicitation, UIC, Award No

· Type of Synopsis

· Date Range

· NAICS Codes

· Set-Aside Code

· J & A Statutory Authority

· Keywords

· Status
Search Results include:
· Subject

· Synopsis Data

· Contracting Office Address

· NAICS Code

· Classification Code

· Solicitation Number

· Archive Date

· Contact Points

· Contract Award Number

· Contract Award Dollar Amount

· Contract Line Item Number

· Contract Award Date

· Contractor

· Description

· Email POC
The NECO database is simple and intuitive to navigate.   Simply make your selections from the dropdowns in the search fields and click on the search button.
4.4 USASpending.gov
USAspending.gov provides this information to the public, as collected from federal agencies, in an easy to use website. The data is largely from sources: the Federal Procurement Data System, which contains information about federal contracts; and the Federal Assistance Award Data System, which contains information about federal financial assistance such as grants, loans, insurance, and direct subsidies like Social Security.
Pros:
User friendly interface,

Easy to navigate,

Because of its simplicity a good starting point

Can be a resource for subcontracting opportunities

Broad overviews available by agency, location, and product/service category

Advanced search allow s you to tailor your search.
Cons:
Lacking in detail, you will need to use other sites to locate the details

You will not find contact data beyond a contractor name
Available Search Criteria:
· By contract ID number (PIID)
· By contractor

· By place of performance

· By contracting agency

· By competition type

· By funding agency
· By place of performance

· By product/service
How to search for award data
· From homepage click on “Spending”

· From dropdown menu select “Contracts”

· From contracts page, on right side navigation select either “Awards by Contractor State”
· The results page will bring up a page listing totals in each state, select a state and year and click on dollar amount.
· On the next results page select “Get list of transactions” and once again select dollar amount to view details.
4.5 Summary of Contract Award Site Pros and Cons
	Resource
	About 
	Pros
	Cons

	Federal Procurement Data Center (FPDS)


	FPDS stores information on $350 billion of federal contracts awarded each year for goods and services. It provides detailed information on contracts above $25,000 and summary data on procurements below $25,000.


	· Most comprehensive collection of award data

· Searches all federal agencies
· Numerous ways to search for data, and package results

· Once you set up an account you can save your search results to access anytime.

· 
	· Difficult to navigate at first
· Not intuitive – take the time to read manuals and documentation

· Registration recommended

	FedBizOpps (FBO)


	FedBizOpps (FBO) provides notices of proposed government procurement actions, contract awards, sales of government property, and other procurement information over $25,000 - all updated daily.
	· Represents all federal agencies
· Locate award and view solicitations at one site
· Fairly comprehensive buyer contact data
· Advance search is easily navigated
· Detailed search documentation available in FBO Vendor Guide
	Limited contractor data at times
Not all award data is reported
Keyword searches can often result in false positives

	Navy Electronic Commerce Online

	The Navy Electronic Commerce On-Line (NECO) system is a low cost, easily accessible Internet based system for Navy and Business to do Electronic Commerce (EC). 
	· Simple navigation and search capabilities

·  Results include Solicitation, Award Number, and Posted Date

· Contact data for contracting officer can include name, telephone, address and email address.
· Excellent starting point if the Navy is your targeted agency, with the results data you can use the Solicitation Number in FedBizOpps for details, including buyer contact data
	· Limited to Navy

· Not all records contain solicitation number

	USASpending.gov

	USAspending.gov provides this information to the public, as collected from federal agencies, in an easy to use website.
	· User friendly interface
· Easy to navigate
· Because of its simplicity a good starting point to gather  further information from other award sites

· Can be a resource for subcontracting opportunities

· Broad overviews available by agency, location, and product/service category

· Advanced search capabilities allow you to tailor your search.
	· Lacking in detail, use other sites to locate the details

· Does not provide contractor contact data beyond a contractor name


5 Procedure 3: Find Contracting Officers
Contracting officers have:

· A broad understanding of what the agency buys.
· Contract award information, including who has provided what product/service in the past, the pricing and other contract details.
· Knowledge of the agency's planned future procurements.
Generally, contracting officers are accustomed to sharing information with vendors. Sometimes they'll provide it for the asking; other times you'll have to make formal information requests. (Freedom of Information Act requests at the federal level.)
Finding buyers is considerably easier than finding end-users for the following reasons.
· They are concentrated in the purchasing organization, as opposed to end-users who can be located anywhere in an agency.
· Often a buyer directory is published at an agency's web site. If you're lucky, a buyer directory will show the types of products or services that each buyer is responsible for purchasing.
· The employee breakdown of the purchasing organization is usually shown in published, paper directories available from the public information office.
· At a minimum, the public information office will provide you with contact information for the head of the purchasing organization.
Contracting Officers can be found at Agency web sites and FedBizOpps in the text potions of solicitations and awards. Also, see Procedure 2 for other paths to contracting officer data.

6 Procedure 4: Find Teaming Partners
The following procedures will assist you in finding teaming partners.
System of Award Management  (SAM) Search: Search SAM by DUNS Number, company name, or NAICS Code. NAICS Code searches are particularly effective in finding a group of companies providing the same product or service, just what is needed to find a company with a particular capability. 
FebBizOpps (FBO) Search: Search FBO opportunities and awards using key words, NAICS Codes, specific agencies, etc and then click on the Interested Vendor List Tab when projects similar to your opportunity are found. This feature of FBO can show you potential teaming partners by capability and geography and then FBO results can be used in combination with CCR and ORCA searches to narrow the list of potential partners.
GSA Schedule Contractor Search: The screen at this link lists individual GSA schedules by schedule number and name. Click on the Schedule Number in the left column.

The resulting screen lists Special Item Numbers (SINS) for the selected schedule.  Click on the SIN number in the left column.

The resulting screen lists companies awarded the selected SIN. Click on the company name.

The resulting company screen lists contact information for the company. GSA pricing for the company can be accessed by clicking on the icons in columns 7 & 8.
Fedmarkey.com offers a database of all schedule holders that can be search by schedule, SIN, and NAICS Code.
7 Procedure 5:  Finding Prime Contractors and Subcontracting Opportunities
Prime contractor sales opportunities are difficult to find because their inherent self interest causes them to seek subcontractors that bring them business. They have large stables of subcontractors they know and trust and are reluctant to take on new subcontractors unless it is in their best interest.
The most practical way to find prime contractors is to contact the Contracting Office at the agency or facility that you have targeted to do business with. Ask then who their prime contractors are, what work are they performing, and how can you contact the program manager for the prime contractor.

Internet sources of general information on prime contractors and subcontracting include:

DOD Subcontracting Directory  (Prime Contractor Directory with contact information). Once in, scroll down to “Prime Contractors with Subcontracting Plans” to download spreadsheet. 
Small Business Administration: SUB-Net
The SUB-Net database is a listing of subcontracting solicitations and opportunities posted by large prime contractors and other non-federal agencies
Other online sources of contracting news, and opportunities: 
Federal Computer Week

Government Computer News
Government Executive
Washington Post
Washington Technology
8 Procedure 6: Finding Opportunities outside the Washington, DC Area

The following links provide information on federal offices in your area:
USA.gov


Locate a military base:
1. Military Base Map (enlarge as necessary and select Map number)
2. Military Base Index (use Map Number to find name of base)
3. Enter name of base in Google

Master List of Federally Funded Research and Development Centers



VA Facilities 
USASpending.gov



Blue pages in your local telephone phone directories are an additional source of offices in your area.
9 Finding Federal End Users: Who Bought What, Where, Why, & When
Sales people entering a new market always ask: "Can you give me contact data for the people who have bought what I sell"? In the federal market it's not always easy to answer this question. Contracting Officers and their representatives, called Contracting Specialists, can be identified by the products or services they have purchased in the past. These "official buyers" or "purchasing agents" represent the end user--the agency or department requesting a product or service--in contract negotiations. The contracting officer is the official point of contact between vendors and the government.
The contact data for end users, the person making the purchasing decisions for complex products and solutions, is not readily available to the public. You have to find out who they are by word of mouth, telephone research, Internet research, or by looking at organizational charts and directories. In addition, there can be more than one federal official responsible for making purchasing decisions for a large buy. Often, you have to surmise who the end user is by their title; a Human Resources Manager probably buys recruiting services or software, for instance.
Contracting Officers know who the end users are but may be reluctant to tell you. Legally,  they should tell you who the end users are in their organization but in real life they may not. Then it becomes a sales job.
Like everything in government, the issue of whether the Contracting Officer is legally required to give out an end user's name is gray. You have the legal right to request a copy of the contract itself under the Freedom of Information Act (FOIA) and then wait anywhere from one to twelve months for a response. By the time you get the contract, the end user will have ordered another large batch of Cisco routers. Yes, federal officials violate the 20 working day response time in the FOIA law as a routine matter. Alternatively, you can do the practical thing and either beg the Contracting Officer to help you or call the CIO's Office and ask them. Whoever said that making sales is easy? Just like the commercial sector isn't it.
The bottom line is the feds have all the cards so you have to find a way to play their game. Trying to force them to give you contact data is counterproductive.
What do you do when Contracting Officers stonewall concerning identifying end users? Select the large awards that represent exactly what you sell and that you are intensely interested in as opportunities. Contracting Officers will usually tell you who won a contract and the contract number when an award document cannot be found to match the solicitation that you are interested in.
The request copies of the contracts under FOIA. Be very selective in making FOIA requests because the contract may not arrive for some time and Contracting Officers can become annoyed with FOIA requests. You don't want to annoy the people you are selling to.
The federal government has over a thousand buying organizations. At the very least use solicitation and award data to narrow the list of agencies that you want to target. Then go on the Internet to look at organization charts, directories, and program descriptions to find end users for the targeted agencies.
Contracting Officers will usually tell you who won a contract and the contract number when an award document cannot be found to match the solicitation that you are interested in.
10 Summary of the Federal Sales Process

10.1 The Hard Part: Establishing the Customer Relationship 

Like commercial sales the key to success in federal sales is establishing a customer relationship. Finding and convincing new customers that you are the answer to their prayer can be an arduous process because the government can be resistant to new faces. Federal agencies think- if their current contractor keeps them out of trouble, why risk a switch? Establishing relationships is well worth it because you can become that "current contractor," and the government buyer will want more and more as long as you perform. So what's the secret? There isn't one, it's just basic blocking and tackling. Pick up the phone and start building relationships.
· Cold call: Find out who is buying what you sell; summarize your capabilities and solutions in an email, and then follow the email with a cold call. This is the quickest and most difficult way to establish customer relationships. It can be frustrating yet effective.
· Get paid to sell: Identify opportunities while working onsite for a federal customer; this is the cheapest and most effective way to sell.
· Government referrals: Ask your customer to refer you to their counterparts and friends in other agencies.
· Network referrals: Use your network of friends, business partners, and customers to refer you.
· Write losing proposals and follow up with a debriefing: It can work but is not recommended unless you can write a proposal that won't cost your company too much embarrassment or money.
· Find out who bought what: Use past contract award data to find out who buys what you sell and make sales calls.
· Subcontracts: Sell your products and services to federal prime contractors through subcontracts. Subcontracting with prime contractors will probably be the most cost effective way for newcomers to win federal stimulus revenue. Stimulus dollars will be flowing into contracts for the next year or more. Start now; the sales cycle can be long.
10.2 Getting in the Door
End users are busy and every vendor under the sun is trying to sell them their wares. On the other hand, end users are expected to be open to meeting with all vendors and are not supposed to show favoritism. Getting through the door of an end user's office requires people with sales skills. You need to establish a personal relationship with the right person who can make the decision to use your product or service. Finding the right person to call requires patience and in-depth research.
Getting your foot in the door and scheduling an appointment with the person can be even harder. Your introductory message delivered by a friend, a network person, or you either through email or a telephone message must be distinguishing enough to get a meeting or initial telephone discussion.
10.3 Provide a Solution, Not a Sales Pitch 

The most important thing to remember is that end users are people trying to do their job. They are naturally more eager to meet with those who appear to understand their problems and offer solutions. They will figure out a way to avoid meeting with vendors who appear to be on a fishing expedition.
An obvious question is, "How can I know an end user's problems without meeting with them first?" Identifying problems is not easy but it can be done. Use the Internet and phone calls to conduct research on the targeted agency's programs, the structure of the organization, and each individual's job responsibilities. Talk to other vendors, use your networking contacts, and deduce what their problems may be.
10.4 Distinguishing Yourself Once in the Door
You have connected with the right people. They have asked you for an oral presentation with their key decision makers. You have one chance to impress them and win their business. Do you have what it takes to distinguish yourself and outshine your competitors? Doing so is more an art than a science but, at a minimum, you must answer the target audience's three critical, unspoken questions in order to gain their trust and confidence in you; an in-depth understanding their need, a proven solution, and minimal or no risk.
You must make it clear to them that you understand their situation and you must provide them with a solution that they think will work. They don't really want to hear about your in-depth qualifications and top-quality staff. On the other hand, your corporate experience will be of great interest to them if you have solved their specific problem for someone else.
Distinguishing messages could include:

We are the ones who can reduce your risk…..

· We are the incumbent

· We have recruited the incumbent's staff…

· We have a proven solution, who has installed it and what were the results….

We are the only ones who have……

· Past performance in solving problems the same as yours……

· Certifications, background….

· The person or solution the customer wants…..

We are the only ones who can….

· Deliver in a quick timeframe……

· Roll out the program cost effectively…..
10.5 Debriefings and Protests from a Sales Prospective
Always request a post award debriefing unless you are considering protesting before award. The primary value of a debriefing is to learn from mistakes, get better, etc., and a post award debriefing will often provide you with critical information in that regard.
Communicate by telephone with the CO concerning debriefing and protests; it's the CO's job to communicate openly with you about these two issues. Often, formal debriefings and protests can be avoided through telephone communications at considerable savings to you and the government. Also, this type of communication can help establish a trust relationship between you and the CO, particularly if you are reasonable and willing to save the CO time by avoiding a formal debriefing.
Have a formal debriefing unless the reasons for losing are apparent -- e.g., your price was clearly out of line, or the contracting officer has told you enough over the telephone to rule out a formal debriefing.
In some cases, the REAL reasons for your losing will come out in a debriefing. It's important to learn why you lost and then use that information to improve your competitiveness or to make a no bid decision in the future.
Do not protest except in special circumstances -- e.g., the violation of procurement regulations was so blatant that you and your lawyer agree that you have a substantial probability of winning. This rule applies particularly to small businesses with limited legal budgets. Protests are very expensive, often counterproductive, always emotionally draining. And worse: about 90% lose. Do your best to look forward, not backward.

10.6 Direct Sales Rules

The following peripheral activities are just that; peripheral to sales and not the most effective way to win contracts.  They may assist in making a sale or be necessary in the long range. But to consider them as sales activities can divert the focus and funding for the most critical activity, finding an opportunity and making a sales call.

· Marketing, e.g., web site, brochures, etc

· Use small business preference programs to gain an edge

· Attend professional conferences about professional disciplines or specific industries
· Professional conferences and events concerning federal contracting, e.g. , federal contracting associations
· Small business assistance meetings with contracting officers and small business specialists
· Federal agency vendor conferences

· Use of congress persons or lobbyists
· Writing losing proposals to obtain customer contact through debriefings

11 Setting Up Your Federal Customer Relationship Management (CRM) System

Your Federal Sales Plan should include a Customer Relationship Management System including a Customer Relationship Questionnaire and a Bid/No Bid Procedure. Start with a simple CRM system for tracking sales opportunities. Grow the system in phases as your opportunity list increases in size. Start with a Word or Excel table and then grow the system into an online system as the opportunity list grows and opportunity tracking becomes more complex, if required. Suggested approaches are:

· Use your existing CRM system if you have one

· Develop a system in-house using the guidelines in this document

A sales opportunity database should contain descriptive information on each sales opportunity in your company's sales pipeline. Suggested data elements are:

· Agency

· Office
· Title/Project Name (must be unique)

· Calendar Quarter

· Summary Description of Opportunity

· Duration

· Value

· Probability

· Current Vendors

· Sales Person

· Capture Team

· Bid / No Bid

· Proposal Manager

· Proposal Due Date

· Proposal Status
11.1 Example Database Record

Note: Data shown in italics are entered by the sales team as the customer relationship develops.

	Customer 
	Title 
	Description 
	Duration 
	Estimated Value 
	..... 
	Customer Intelligence Questionnaire 
	Selling Points 

	Department of Agriculture, Office of the CIO 
	IT Services
	We are providing IT services to the CIO under our MOBIS GSA schedule. Infrastructure services are currently been provided by two large businesses. The scopes of work are being combined under a small business set-aside and we have exclusive teaming agreements with the incumbents. 
	5 Years (one fixed, four options) 
	$ 25 M 
	 
	 (link to CIQ)
	(link to Selling Points)

	Department of Labor
	.....
	 
	 
	 
	 
	  
	 

	.....
	 
	  
	 
	  
	 
	  
	 


The Customer Intelligence Questionnaire (CIQ) and Selling Points are unique to each customer and are part of the customer record in the opportunity database. They are completed by sales people as the customer relationship develops.
Creating and maintaining CIQ and Selling Points are two of the most important processes in selling federal contracts. The steps in these processes are as follows:
1. Sales people meet with the customer either in a sales meeting or as part of the process for performing a contract for the customer.
2. They make entries in the CIQ as sales meetings take place and the CIQ gradually becomes the single document were customer intelligence information is summarized.
3. Selling Points (win themes) are developed jointly by sales and technical people as the customer’s needs, wants, and fears are documented in the CIQ. Taken as a whole, Selling Points detail the solution to the customer’s problem.
11.2 No Selling Points, NO BID

Following a yes bid decision, Selling Points are distributed throughout the proposal outline so everyone on the proposal team is writing to a common solution. An individual selling point may be placed in several places in the proposal outline. In other words, the selling point “Our project team will assure that ongoing services are not disrupted” is so important that it would be discussed in all chapters of a proposal, each chapter hitting the point from a chapter-specific perspective.
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11.3 The Customer Intelligence Questionnaire
The Customer Intelligence Questionnaire (CIQ) is the key to documenting your customer relationships. It can be used:

1. To document sales activities and their results.

2. As tool to strengthen customer relationships (stimulate sales contract staff to interact. with the customer)

3. As a basis for the bidding decision.

Data elements in a CIQ should include the following. Many items of information may not be known but that tells you something in itself. The more you know the better! A sample of the questionnaire follows.
Sample Customer Intelligence Questionnaire
Sales Opportunity Number:
Questionnaire Number:
Agency:

Title:
	Question
	Answer



	Who identified the opportunity?


	

	What is the composition of our capture team?

· Sales

· Solutions Architect

· Other Technical

· Product Manager

· Program Manger

· Proposal Manager


	

	How early in the procurement cycle?


	

	Who do we know from the customer organization?
· Program

· Technical

· Stakeholders


	

	Do we know who wrote the RFP?


	

	Do we know who is on the evaluation committee?
· Program

· Technical

· Stakeholders


	

	Who do we know outside the customer who has a relationship with the customer?


	

	Is this an existing contract?


	

	Who is the incumbent(s)?


	

	Do we know what the customer thinks of the incumbent’s performance?


	

	Is this a set-aside of a previously open procurement?


	

	What type of set-aside: Small business


	

	Can the incumbents re-bid under the set-aside?

	

	Does the customer have other bidders in mind?


	

	Have we assisted the customer in defining the requirement?

· Budget

· White papers

· Specifications


	

	What are the customer’s hot buttons concerning the procurement?


	

	What does the customer fear going wrong?


	

	How do we lessen these fears?


	

	Why do we want to seek this opportunity?


	

	Why would the customer choose us?


	

	Negative factors in bidding
	

	How much of our intelligence is fact rather than wishful thinking?


	


Example of a Completed Customer Intelligence Questionnaire
The CIQ is used to:
· To document sales activities and their results.
· As tool to strengthen customer relationships (stimulate sales contract staff to interact with the customer)
· As a basis for the bidding decision.
· As the core customer information to used in the proposal
· Develop the customer solution (Selling Points)
Questionnaire data elements and an example record for an IT Infrastructure opportunity are shown below.
Note: Ten of the twenty-five questions in the questionnaire are shown

	Question
	Answer 

	Who identified the opportunity? 
	R. Evans 

	What is the composition of our sales team?
· Sales
· Solutions Architect
· Other Technical
· Product Manager
· Program Manger
· Proposal Manager
	R Evans, Sales
G Stevens, Proposal Manager 
D Brown, Solutions Architect
G Nelson, Project Manager
R Fuller, Senior Security Engineer 

	How early in the procurement cycle? 
	9 months prior to RFP 

	Why does the opportunity exist? 
	Re-bid of existing contracts 

	Funding available?/Budget 
	Yes, $ 25 million 

	Who do we know from the customer organization?
· Program
· Technical
· Stakeholders
	Name: J Saunders Title: CIO Role in the procurement: Primary decision maker What does this person have to gain/lose from the procurement: His job Have we met with the person: Yes How many times: Formally (3) Informally (numerous) Have we presented our solution/capabilities: Yes Reaction to our presentation: Positive
Name: G Jeffery Title: Chief Security Engineer Role in the procurement: Secondary decision maker What does this person have to gain/lose from the procurement: His job Have we met with the person: Yes How many times: Informally (numerous) Have we presented our solution/capabilities: Yes Reaction to our presentation: Positive
Name: H Maynard Title: Head of Help Desk Unit Role in the procurement: Secondary decision maker What does this person have to gain/lose from the procurement: Her job Have we met with the person: Yes How many times: Informally (numerous) Have we presented our solution/capabilities: Yes Reaction to our presentation: Positive
Name: IT service users Title: N/A Role in the procurement: Several yet to be selected users will be on the evaluation committee What does this person have to gain/lose from the procurement: Effective IT services Have we met with the person: Yes How many times: Informally (numerous) Have we presented our solution/capabilities: Yes Reaction to our presentation: Positive 

	Do we know who wrote the RFP? 
	A committee formed by the CIO 

	Do we know who is on the evaluation committee?
· Program
· Technical
· Stakeholders
	No, committee has not been designated.
Title: 
Name: 
Title: 
Represents:
Have we met with the person: 
Have we presented our solution/capabilities: 
Reaction to our presentation: 

	Who do we know outside the customer who has a relationship with the customer? 
	N Olson, Chief Security Engineer at the National Cancer Institute knows us and is a professional acquaintance of G Jeffery, CSE at DOA. 

	Is this an existing contract? 
	Yes

	..... 
	 

	.....
	 

	
	


12 Bid/No Bid Decision Procedure
A company’s most precious proposal resources are their technical or subject matter staff. Their morale and attitude toward the company is critical to contact performance and producing winning proposals. Don’t waste this resource by writing losing proposals.
Sales people want to bid everything. Executives new to the federal market want to bid more than they should. Experienced Proposal Managers want to write only winners based on customer relationships. The Bid/No decision is critical to success. Poor Bid/No Bid decisions will drain your company of its expensive, precious proposal resources and you will end up in a downward, losing spiral. Losing proposals produce staff burnout; you can only ask them to miss their child’s soccer game only so many times. Not to mention the loss of billable hours.
12.1 The Earlier the Better
Many proposal experts portray the bid/no bid decision as being made at a point in time just before or concurrent with issuance of the RFP.
In practice, the decision is usually made much earlier in the sales process, often is the first several weeks of opportunity identification. At the latest, make the decision within three days of RFP publication. postponing the decision puts everyone in limbo and wastes valuable resources.
The more aggressive your front end sales efforts are the more likely that the bid/ no bid decision will become obvious early in the process.
Most managers and senior sales people develop a feel for win probability as intelligence is gathered. The questionnaire serves as a consistent way of documenting sales intelligence. In other words, they apply their experience, instincts, and “street smarts” as they go along and make tentative bidding decisions early in the process.
In fact, the decision should probably be “no bid” if you haven’t made it by time the RFP is issued.
The intelligence shown in the Sales Intelligence Questionnaire and associated Selling Points is the key.
Sales intelligence and selling points are developed for customer relationships and they will be weak if the customer relationship is weak.
12.2 Bid/No Bid Guidelines
No bid if:
· Customer relationships are nonexistent or weak.
· There is an incumbent and you do not know if the customer wants them back or not.
· You know the customer prefers another company.
· You do not have a solution to the customer’s problem, not the one in the RFP but the real one.
· You have any doubts about your chances of success.
Lean toward a no bid if:
· You customer relationships are solid but you know they are talking with others and you are not sure what they think of your company or the competition?
· You do not know who wrote the RFP and who is on the evaluation committee. These are strong signs for a no bid.
· You are unsure of or fear a competitor.
· You think the sales staff may not be as tight with the customer as they say.
· You have any doubts about your chances of success.
· You know that others have been selling aggressively and there are players that are larger than your company.
· Too much outside recruiting is required.
· It is a stretch financially or strategically, stretching yourself in any way should point to a no bid.
Bid if:
· Our customer relationships are strong.
· You know the customers hot buttons and we have the solution they want.
· There is an incumbent contractor, you know the end user does not want them back, and you have a relationship with the customer.
· You can significantly lessen their fears (avert their risks).
· You think that the customer wants your company.
· You think the customer is open to selecting your company.
· You have enough support to swing the evaluation with an excellent proposal.
12.3 Summary
Often too much is made of the bid/no bid decision. The single most important questions are: do we know the customer, their problem, and have we sold them that we have the needed solution. No bid if you cannot answer affirmatively. Don’t fool yourself; ask:
· Do we know the real story? (Remember, there is always a story.)
· Are they telling you what you want to hear?
· Who may be lurking; usually one or more vendors are pre-selling along with you.[image: image2][image: image3][image: image4][image: image5][image: image6][image: image7]
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