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PITCH

Gaining an edge in winning business pitches — what you need to know

Y our reputation, strategy,
understanding of your customer and

the messages you want the customer

to retain about you, your products and
services are all important components to
winning a pitch. However, the way your
client perceives you and your team as
you implement the above components is
often overlooked.

Pitches are often won a long time
before the final ‘beauty contest’
presentation, where the client has
their short list of tenderers present the
final presentation. In effect, the client
buys you and your people first, and
your services and products second.

The months of interactions your team
has had with the client before the final
presentation can have a major impact on
whether you win the pitch or not.
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In fact, most ‘sales’ it would seem are
made early in the relationship with a
client. This could be as simple as when a
client rings your mobile phone and hears
your voice mail greeting. So what does
your voice mail greeting say about you?

Make sure that the greetings on your
team members’ phones are perceived
as being articulate, competent and
significantly interested in the person
calling. A phone greeting might be the
firstimpression a prospective client gets
of your organisation.

How well you and your team listen to
the client throughout the pitch period
can also give you a winning edge. When
you listen, don’t be anywhere else. That
means to focus in the moment, fully. One
way to do this is to prompt yourself prior
to a meeting with a client. For example,
write the acronym, DBAE (Don’t Be
Anywhere Else) on your meeting agenda.

Also use ‘pause gaps’ when interacting
with clients. A pause gap is a full, one-
second gap, after the client has stopped
speaking, and before you begin to speak.
This is valuable because in it, clients
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have space to add another comment or
answer their own question. It also gives
you time to think of your response as
well as giving you time for observing
the client’s body language, which might
indicate that you need to ask more
probing questions. A good ratio to aim
for is 60 per cent listening versus 40 per
cent speaking. Routinely gauging this
ratio will make you a better listener by
raising your awareness.

If you need to present a final
pitch presentation, be wary of fancy
PowerPoint presentations and big
impact props and gimmicks. They can
be negatively perceived — particularly if
they do not fit your organisation’s brand
and culture. PowerPoint slides are best
used for graphs, images, tables and
charts. Use the ‘b’ key to blacken the
slides, as this can control the audience’s
attention. You can then press ‘b’ again
and the slide returns. Short video clips
can be very effective when they tie into
your key message.

More importantly, the final
presentation is for your team to present
a simple, memorable message for the
client to retain and/or act upon, and to
be perceived as authentically passionate
as well as articulate your ability to
deliver the work and help the client.

Here’s an example of a winning pitch
from one of my clients:

The client was a medical devices
company pitching $10 million worth
of medical devices to a group of doctor
radiologists.

I consulted with the pitch team on
their strategy, their understanding of the
client and their competitors, as well as
the messages they wanted the client to
retain about them, their solutions and
their services.

During our last pitch consulting
session before the final oral stand-up
presentation to the client, we developed
the key message we wanted to get
across in the final presentation.

| asked the team members to project
themselves ahead in time, and imagine
that they had won the business. They
were asked to imagine being able to
eavesdrop on the key decision-maker
talking to a respected colleague about

the pitch. The respected colleague asks
the key decision-maker: “Why did you
decide to go with that medical devices
company?”

The pitch team members then debated
what they believed the key decision-
maker would say to his respected
colleague. One of the team said
‘Quality of images’. The lead pitch team
member quickly said, ‘No — diagnostic
confidence’. Diagnostic confidence
meant that the doctor radiologist could
make a confident diagnosis on the basis
of the images the medical device could
display.

It was decided after discussion that
‘diagnostic confidence’ should be the
key message. A number of things were
decided about how to handle the final

Want to know how to win
the business every time?

presentation — the lead team member
and a technical consultant would go to
the final presentation. No slides would
be used. And a short presentation by the
lead team member would have the most
impact.

The following excerpt was how
the lead team member opened his
presentation.

“You've got an important decision
to make. If you agree that diagnostic
confidence is the key in investing your
medical devices dollar, this presentation
will clearly show you how we meet that
need.”

The presentation went for just over
three minutes, and $10 million worth of

business was won. 1



