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Before Bidding. After Business Development. How to Win. No Mixing.

Business development produces a Go/No-Go decision and a pursuit worth committing to. What happens next is a different discipline entirely —
and confusing the two is one of the most expensive mistakes in federal contracting.

Capture management is the focused, disciplined pursuit of a single opportunity. Where business development manages a portfolio of leads
against a governing standard, capture management puts everything — relationships, resources, strategy, and organizational credibility — behind
one pursuit. The question is no longer whether to pursue. It is what it will take to win — and whether the organization has what it takes to deliver
that answer.

Itis also the most demanding job in the pursuit lifecycle. Capture management requires cross-functional command — pricing, contracts, project
management, business development, proposal development, and HR — all in service of one outcome. And it requires something most
practitioners underestimate: an internal sell as demanding as the external one. The customer is not always the hardest person to convince.

Where business development produces portfolio-level market intelligence, capture management creates pursuit-specific insight — who the
competition is, how they are positioned, what the customer values, and where your offering must be sharpened to win. That intelligence shapes
the win strategy. The win strategy shapes the proposal because what capture produces determines how ready the proposal team is when the
clock starts.

The current administration is accelerating a divide that already existed. Companies that react to solicitations carry a long, expensive proposal
cycle and shrinking runway to compete. Companies that engage early — with business development and capture discipline already in place —
arrive on-scene sooner, sharper, and more informed.

Capture management is where the optimism conveyed by business development is reined in, along with your costs of acquiring business.

Prepare to question every pursuit you are currently optimistic about.

Awareness Education Training Coaching GETTINGFED™ WITH CO-TO-CUY



Before Bidding. After Business Development. How to Win. No Mixing.
Participants will leave understanding:

. What capture management is, where it sits in the pursuit lifecycle after the Go/No-Go decision, and why itis a
fundamentally different discipline from everything that came before it

. Why focusing everything on one pursuit — rather than managing a portfolio — changes what the organization
must commit and what the work demands

. That selling the pursuit inside the organization is as demanding as selling to the customer — and why most
organizations underestimate that until it costs them

. What cross-functional command capture management requires and why it is widely considered the most
difficult job in the pursuit lifecycle

. How the intelligence capture management creates differs from what business development produces — and
why that distinction determines the quality of the win strategy

. Why capture management is where pursuit optimism meets reality — and what it costs to move forward
without that reckoning
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Four Functions. Without Boundaries Winning Suffers.

Decisions for defining
Lines are blurred. Important strategies and relationships,
clarity is not achieved. qualifying leads, writing
Outcomes not substantive. proposals, not distinguishable
from one another.

No defined start. No defined
end. Nothing formally subject
to hand off or formally

Marketing. Business In many new (and some
Development. Capture experienced) companies, one

Management. Proposal person or a small team runs all

Management. four functions. finished.

When everything is considered capture, true capture doesn’t happen.

A working definition of capture management

as a distinct discipline

ihe . . . .
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THE CONDITION

WITHOUT BOUNDARIES WITH BOUNDARIES

Marketing Marketing

Business Development

Business Development

Capture Management

No defined start. No defined end.
No formal hand off or finish.

Proposal Management

Each function has a defined start, outcome, and transition.
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The Cost Does Not Disappear. It Lands Here.

The result is inefficiency and . . This is not a small business Ltz oiEErizaions aosert
. . When earlier stages fail the cost through headcount
inconsistency and a lack of . . problem. It happens at

: their objectives, every stage . and redundancy. Small and
clarity that favors your every level of every size S . .
mid-size companies pay it

competition, that follows pays the price. organization. directly

Capture management is the discipline for determining whether leads qualified during Business Development
meet the burden for continued investment as active pursuits.
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You Need What You Can See and What You Cannot.

. ‘ters the pipeline

e o/No Go decision as a formal gate
Opportunity vs leads-based intelligence
Pre-RFP defined win strategy
Cross-functional alignment
Qualitative transitions at each stage
BidRate™ tracking for each opportunity

fhe . . . .
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The Roadmap to the Win.

GrowingClarity™ — Lifecycle and Pipeline Architecture

PHASE

Target Market ification & Strategy p n

SHIPLEY PARALLEL
Phase 0: Market Segmentation - Phase 1: Long-Term

oring

SERVICE ACQUISITION PROCESS REFERENCE
Mo al: Pre-Need |dentification (Step Zero) - Realistic: Requirements Development (Step 2)

KEY ACTIONS
» Identify target markel(s)

» Assess capabilities, capacity, and teaming posture

» Identify required award types and compliance postures
» Assess market viability

» Shape marketing approach

PRE-STAGE

Step Zero™
Pre-Work

CRM — CYCLICAL

OUTPUT
Market Assessment - Preliminary Strategic Plan - Preliminary Marketing Plan

024 The American Small Business Coalition, LLC.

Stalking for Government CONractars= - Step Zera™ - Grows ity™ - Frankia Factors™ - C.AB. Fare™ - BMRate™ ara marks of The American Small Business Coalition, LLC. All ight
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The Roadmap to the Win.

GrowingClarity™ — Lifecycle and Pipeline Architecture

PHASE
Market i & ing Strategy D

SHIPLEY PARALLEL

SERVICE AGQUISITION PROC

st Ideal: Pre-Need |dentificatio

REFERENCE

KEY ACTIONS
» Finalize marketing plan(s)
» Develop prospect lifecycle

» Launch markeing plan(s)

» Identify customer and program-specific needs
» Pipeline Rules of Engagement

S — CRM

Suspect

CRM — ITERATIVE

(Step Zero) - Realistic: Requirer

Phase 0: Market Segmentation - Phase 1: Long-Term Positioning

ents Development (Step 2)

MARKETING DECISION —
Strategic Plan - Marketing Plan

Ethical Stalking for Gaw ® - step zero™ gGlarity™ - Frankie Factors™

C.AB. Fare™ - BidRate™ are marks of The American Small Business Coalition, LLG. All rights re:

€ 2024 The American Small Business Coalition, LLC.
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ICEBE NESS

The Roadmap to the Win.

GrowingClarity™ — Lifecycle and Pipeline Architecture ered by Et

PHASE

&Lead

SHIPLEY PARALLEL
Phase 1: Long-Term Positioning - Phase 2: Opportunity Assessment

SERVICE ACQUISITION PROCESS REFERENCE
Requirements Development - Risk Analysis - Customer Market Research (Step 2)

KEY ACTIONS
» Monitor and refine marketing plan(s)

» Target needirequirement areas

» Identify and engage customer stakeholders
» Validate stakeholder ecosystems

P — CRM

Prospect

CRM

INTEREST DECISION
Suspect and Prospect Engagement - Lead Generation

Ethical Stalking for Step Zera™ a . Frankie Factors™ - C.AB. Fare™ - BRale™ are marks of The American Small Business Coaliion, LLC. Al fights reserved. | € 2024 The American Small Business Coaliion, LLC: ifion, LLC
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ICEBERG BLINDNESS™

The Roadmap to the Win.

GrowingClarity™ — Lifecycle and Pipeline Architecture

L — PIPELINE

Lead

PIPELINE

Ethical Stalking for

PHASE
Marketing & Business Development

SHIPLEY PARALLEL
Phase 1: Long-Term Positioning - Phase 2: Opportunity Assessment

SERVICE ACQUISITION PROCESS REFERENCE
Ideal: Define High-Level Desired Results (Step 2) - Realistic: Acquisition Strategy Started (Step 3)

KEY ACTIONS

> Confirm qui —BANTQ

» Identify buyers and how they buy

» Verify funding status and timefine

» Verify program/project name and owners

> Align offering(s) - Develop competitor profile

» Frankie Factors™ + 8 Questions — Lead Gate

PURSUIT DECISION —
Lead Qualification - Price Review - Go/ No-Go

Step zera™ gCiarity™ - Frankie Faciors™ - C.AB. Fare™ - BMRate™ are marks of The American Small Business Coaiiion, L

fights reserved. | © 2024 The American Small Business Coalition, LLC.

fon, LG ifion, LL.C.
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ICEBERG BLINDNESS™

The Roadmap to the Win.

GrowingClarity™ — Lifecycle and Pipeline Architecture

PHASE
Capture Planning / Management & Proposal Planning

SHIPLEY PARALLEL
Phase 3: Capture/Opportunity Planning - Phase 4: P

oposal Planning

PR

ES5 REFERENCE
Acquisition Strat

Started (Step 3) - Realistic: Purchase Request Submittsd (Step

KEY ACTIONS
» Define Capture Team - Finalize capture and win plan
» Establish review schedule and kickoff
» Validate customer needs - Revisit price range
» Secure teaming partners - Competitor analysis
» Initial Bid/No-Bid Review - Develop proposal strategy
» Define solution approach

© — PIPELINE

Opportunity

PIPELINE

CAPTURE | BID DECISION -
Preliminary Bid / No-Bid

al Stalking for Covernment Caniractars® - Stzp Zero™ - Graws

fie Faciors™ - C.AB. Fare™ - BidRale™ are marks of The American Small Business Coaliion, LLC. All ights

he American Small Business Caaliion, LLC. + Caalition, LLE. ion, LLC tion, LLG.
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ICEBERG BLINDNESS™

The Roadmap to the Win.

GrowingClarity™ — Lifecycle and Pipeline Architecture

PHASE
Capture & Proposal

SHIFLEY PARALLEL
Phase 4: Propesal Planning - Phase 5: Proposal Development - Phase 6: Post-Submittal Activities

SERVICE ACQUISITION PROCESS REFERENCE
Ideal: Acquisition Strategy Started (Step 4) - Realistic: Source Selection Plan / Draft RFP (Step 5)

KEY ACTIONS

» Attend pre-propesal conference

Finalize WBS, SOW, responsibility matrix
Compliance / Proposal Response Matrix

Develop proposal content - Price and solution review
Final proposal draft, review, and compliance check
Final management, legal, cost reviews

B — PIPELINE
Bid

PIPELINE — SOL RELEASED

FINAL BID | NO-BID —
Proposal Submitted

Ethical stalking for Step zero™ qGlarity™ - Frankie Factors™ - G A 8. Fare™ - BidRate™ are marks of The American Small Business Goalion, LLG. All ights reserved. | © 2024 The American Small Business Goalition, LLC n,LLC + Goalion, LLG. son, LLE ifion, LLC. c
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The Terminology Changes. The Discipline Does Not.

. Shipley uses gate structure. Miller Heiman's Large Account Management Process (LAMP) is built on the same
logic.

. Every recognized framework in government contracting -- and in complex sales beyond it -- requires defined
outcomes at each phase, with entry requirements for the next.

. What most companies are missing is not familiarity with a framework. It is the recognition that a governing
standard is required at all.

The Go/No-Go decision is the gate between leads that were qualified during BD
and the investment required for effective Capture. It is not a gut check.

It is a gate. Not a gut check.

Go/No-Go as the formal boundary
between BD and CM
the
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From the Many. To the One. To the Win.

BUSINESS DEVELOPMENT CAPTURE MANAGEMENT

. Manages leads weighed against organizationally . Commits everything behind one pursuit -- resources,
defined portfolio, goals and objectives. relationships, strategy, and organizational credibility.

. Prevailing question is which opportunities are . The question is no longer if to pursue. It is now
qualified for pursuit and accompanying investment about how to win.

. Risks, costs, and resources amortized across all . Pricing, teaming, proposal investment, and leadership
leads being worked. attention all shift to this pursuit and others at this stage.

. Intelligence needs focused on qualifications . Risks and costs are greater and concentrated to fewer

resources.

BD executes to qualify leads. Capture executes to win opportunities.

Portfolio-to-pursuit shift and
organizational commitment
the
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WHAT CAPTURE REQUIRES

BD pipeline — many leads, distributed risk

Concentrated commitment.

From the many. To the one. To the win.

fhe . . . .
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BD Intelligence Is Not Capture Intelligence.

BD INTELLIGENCE @ CAPTURE INTELLIGENCE

. Market-level. Portfolio-applicable. . Pursuit-specific. For this opportunity, this customer,

hi .
«  Which agencies buy what you sell. this moment

. What the customer actually values beyond the

. Budget patterns and procurement history. solicitation

) Where opportunities are forming. . How the competition is positioned.

. Where your offering must be sharpened to win.

BD tells you where to play. Capture tells you what it will take to win where you have committed to play.

Pursuit-specific vs. portfolio-level
market intelligence
the
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For the Win: One Builds to It. One Writes for It.

PROPOSAL STRATEGY

Pre-RFP: Establish how the company will demonstrate its specific and unique Determine how a timely, compliant, compelling response demonstrating low-risk
solution to fulfilling customer requirements.

Opportunity insights and intelligence
Pricing intelligence and strategy

Competitive analysis
Teaming strategy
Solution strategy

and high-value to buyer and evaluators will be constructed.

. Pre-RFP building using draft or prior solicitations

. Developing compliance matrix

. Translating capture strategy

. Shredding RFP (Offeror instructions, Evaluation Criteria)
. Mapping PWS/SOW

. Planning writing assignments and deadlines

. Planning for reviews and pressure-tests

Win strategy vs. proposal strategy

the
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Command Without Authority. That Is the Job.

g — » -t
[ 1

] ] ]
Marketing. Pricing. HR. None of them report to the All of them must move in Getting them there is the
Contracts. Project capture manager by title. the same direction, behind most demanding
Management. Business the same win strategy. coordination requirement
in the pursuit lifecycle.

Development. Proposal
Development.

Cross-functional command is not a title. It is a function.
Most organizations have one without the other. Cross-functionallcommand in
capture management

GETTINGFED™

the L. .
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WHAT CAPTURE REQUIRES

Pricing

Proposal Dev Contracts

Capture

Manager

BD Project Mgmt

HR

Dotted line = influence, not reporting authority.

the . .. .
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The Hardest Sell Happens Before Award.

IN A LARGER ORGANIZATION IN A FOUNDER-LED COMPANY

. Growth teams must sell their leaders to keep leads . The internal sell often happens inside the mind of the
alive and, in the pipeline, founder or as decision by committee for small teams

. Interest/No-Interest and Go/No-Go gates are . Without hard criteria for gates, optimism wins. The
where BD defends current and future activities pursuit advances because they believe they can win it.

. Limits pursuing opportunities on consensus -- or the . Belief is not intelligence. Optimism is not qualitative.
loudest voice.

The criteria exist to remove optimism from the equation -- not judgment, optimism.
A founder with hard Interest/No-Interest and Go/No-Go criteria is not less decisive. Their decisions are more defensible.

Cl_'iteria establi§hed before the pursqit begins, applied helinemalSell arganizationsl
without exception when the gate arrives. and founder-specific

fhe . . . .
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The Point of Influence Is Over Here.

The room where needs
are born is not the room
from which solicitations
are posted.

Program managers.
Mission owners. End
users. Requisitioners. Not
contracting officers.

The contractors in those
rooms are not there
because of NAICS codes,
GSA Schedule, or
certifications.

They are there because
they invested the time to
understand what
mattered and showed up
with something relevant.

J

The question is not whether that room exists. The question is whether you will see it and be ready for it
knowing the changing environment will not allow time for you to get there.

the
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Needs born in this room Needs procured in this room

Program managers Contracting officers
Mission owners SAM.gov
End users Agency forecasts

Requisitioners

«— Point of influence Where most contractors arrive
(below the surface) (above the surface)

The room on the left is where capture management positions you to look, and to be.

fhe . . . .
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The Market is Changing. The Rules Are Changing With It.

SBA size standards may be
changing. Current small
businesses doing < $47M

will be competing against
“small again” companies
doing $400-500M.

FAR Part 13 SAP decimated:

Mechanisms built under
FASA 1994 to increase
opportunities for American
small business concerns,
removed. $20B+ gone.

November 2025: Secretary
of Defense embedded

operators in decisions under

Warfighter Acquisition
Systems (WAS).

The government is changing who qualifies and what qualifies for a win

Defense acquisition now
explicitly rewards mission
understanding over process
compliance.

Nobody Cares What You Do.

Current environment as accelerant

the
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The Meter Has Been Running Since You Committed.

C.AB. FARE™ -- THE COST OF ACQUIRING BUSINESS

. The meter runs from the moment a lead shows up on your radar --
not just when the RFP arrives.

. Marketing. Business Development. Capture Management.
Proposal Management. Pricing Analysis. Teaming Activities.

. Every minute spent on prospects, leads, opportunities, and bids
incurs costs. Even if the result is not a bid submission or a win.

. Companies reacting to RFls and solicitations are spending C.A.B.
Fare™ and moving less informed and getting nowhere, fast. b e

The gap between companies that win and those that don't is not effort. It is structure.

The cost of optimism: C.A.B. Fare™
the
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What Leaves This Room.

RESET

Review what’s in your pipeline against your current gate
structure. What belongs -- and what is working? What is not?
What is in there because someone is optimistic? This is your
evidence for what comes next.

DOWN-CLIMB

Apply the gate criteria to every pursuit in your pipeline now.
Any that cannot survive returns to the last gate it cleared.
Requalify with the same standard or cut it. Down-climbing is
not failure. It is the discipline working.

REORIENT

Your gate criteria and win strategy should reflect what it takes
to win — not what you are comfortable pursuing. Use
BidRate™ to see what pipeline trends are telling you: what is
working in your favor and what is working against you.

RE-ENGAGE

For every pursuit at Opportunity: what is the solution,
teaming, pricing, staffing, and risk mitigation approach for
winning it? No answer means you are not ready to pursue it.
Not yet.

fhe . . . .
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What Leaves This Room.

RESET RETHINK

Review what'’s in ect what it takes
structure. What bd Response windows between solicitation and submission are shrinking. g. Use

What is in there b Industry complaints about unworkable timelines are at an all-time high. ng you: what is

evidence for what inst you.

The cause is not the window.

DOWN-CLIMB It is what much of industry considers to be the starting point — most often the solicitation release

is treated as the beginning. olution

pproach for
Requalify with the For the government, acquisition starts at the point of need. dy to pursue it.
not failure. It is thg

Prepare to question every pursuit you are currently optimistic about.

fhe . . . .
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QUESTIONS?

— the

Go-To-Guy Timberlake

Chief Executive Visionary and Co-Founder
The American Small Business Coalition

THE AMERICAN SMALL BUSINESS COALITION

www.theasbc.org

Federal Contracting Exposes the Unprepared.
Readiness Is Not Optional.

lin/guytimberlake/

“The gap between what is assumed and what is
known is the place where bad decisions live.”

GETTINGFED™



Before Bidding.

After Business Development.
How to Win.

No Mixing.

ETHICAL STALKING

FOR GOVERNMENT CONTRACTORS®
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