
THE RFP: WIN THE BIG ONE  

EXCERPT :  To compete and w in today, the proposal must demonstrate i ts  

strength in both the tradit ional value factors and an ever -expanding set of  

addit ional factors that include:  

•  Alignment on the relationship level — understanding the 

cl ient’s industry, i ts business,  i ts legal department and 

i ts business success metr ics;  

 

•  Alignment on the matter level — agreement  on where a 

specif ic matter si ts ( legal complexity, business 

r isk/reward) and agreement on what  consti tutes a w in; 

 

•  Communication (g. ,  scheduled touch points  cover ing 

matter updates, end-of -matter rev iew, formal/ informal 

state-of - the relationship feedback);  

 

•  Collaboration ( g. ,  intranets,  cl ient teams, key cl ient  

programs, third-party legal serv ice prov iders);  

 

•  Operational excel lence (staf f ing models, knowledge 

management, project management, process 

improvement);  and 

 

•  Special  programs (“secondments,”  CLE-accredited 

training, of f - the clock adv ice, cl ient conferences)  

So how can you arr ive at the w inning “value” formula — the secret sauce — that 

w il l  make your proposal the w inning proposal? The value formula is dr iven by 

cl ient preferences. You wi l l  need to uncover the value factors the cl ient deems 

compel ling and del iver a proposal that,  at a minimum, del ivers on those 

preferences. Uncovering the needed business intel l igence to understand each 

cl ient’s value factors requires two steps: research and conversation.  


