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I. Introduction 
 

In our everyday life we constantly exchange things – emotions, ideas, objects etc. In some cases we are 
unselfish and don’t care about the potential benefits. In other situations we seek after a particular 
advantage. 
The guidlines in this article are directed to sellers and are related to the exchange with benefits (mutual if 
possible) and by “offer” I mean every exchange proposal given by one party (seller) to another one 
(client) with the aim of gaining a benefit (not necessarily financial). 
In the text that follows I speak entirely about written offers because my experience shows that a lot of 
sales people lack serious skills exactly in this area. 

My recommendations are based on more than 15 years of observations, practical experiments and analysis. 
Do not expect something revolutionary (in its essence trading has not changed much during the last several 
thousand years), but you’ll be equipped with a guide, which covers all aspects in writing offers. 
The tips I have prepared would mostly serve the needs of writing sales offers for (complex) 
technological solutions, but they could also be used for all other products or services. You just need 
to creatively adapt them. 

If you think I have missed something or you find something wrong or inapplicable, send me a note to 
stefandd@yahoo.com. I would appreciate every comment. 

I hope you’ll find in the text that follows those “practical pieces” which will help you sell more quickly, 
more products and at higher prices! 
 
Good luck! 
 
Stefan Dimitrov 
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II. Why do we need to write offers? 
 

The main aims of the offer are: 
(1) To provide a specific proposal as an answer to a client’s expressed interest for buying products 
or services; 
(2) To stimulate the purchase decision-making process. 

 
In this respect, the offer and its eventual discussion should give answer to a number of key 
questions, which all clients ask (themselves) openly or not: 

 
Question asked by the client Answer that you should give 

What are the benefits PARTICULARLY FOR ME 
(both for the organization, and personally for the 
people who will discuss/evaluate the offer) if I 
accept this offer? 

Description of specific benefits – quantitative 
(profit, turnover, economies, market share etc.) 
and qualitative (image, satisfaction, recognition, 
respect, easier way of work etc.). 

Why should I buy exactly this product or service – 
what makes it better than the alternatives? 

Description, which can be easily understood by 
the client of the unique characteristics or unique 
combination of: characteristics, terms of purchase, 
way of usage, terms of maintenance etc. (these 
combinations are just examples). 

What am I buying? List of products and services with their 
specification. 
Don’t use professional jargon, foreign words, and 
unclear abbreviations unless you prepare an offer 
for experts in a given area and you are sure that 
they will be the only ones to examine the offer. 

How much does it cost? Financial proposal including prices, scheme and 
ways of payment. 
 

Approximate estimation of time and resources the 
client needs to invest in order to fully integrate and 
utilize the purchase. 

How will I receive the purchase? Description of the process of acquiring the 
products or utilizing the service (who, when, 
where, how and what will be done until the client 
“gets hold of” the product). 

Why should I buy from you? What do you do better than your competitors – in 
general OR particularly for the current project. 
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Is the seller capable enough to do the job? Description of: the experts who will take part in 
the project’s realization, the methodologies they 
will use, the company’s experience in similar 
projects (including clients’ references), knowledge 
and skill certificates which are related to the 
project etc. 

Are there any risks with this project (for the 
company or for me personally)? 

Description of obvious risk factors and 
explanation how they could be compensated. If 
some risk situations depend on the potential client, 
point out the ones you consider critical and whose 
neglect might lead to significant problems during 
and after the project. 
Elimination of specific risks for the person 
responsible for purchasing (“Could I be blamed 
for making a wrong and expensive decision?”, 
“Would I be able to handle the project?”, “Could I 
be misled if I decide to trust this supplier?” etc.) 

How should the product/service be used? Are there special requirements concerning the 
environment in which the product will be used 
(special rooms, air-conditioning, need of personal 
protective equipment, waste processing etc.)? 
 

Do we need customized user training and after-
sale support? 
 

Who and how provides support both to the product 
and to the users in case of problems? 

Do we (including me personally) need to 
drastically change our way of working? 

Clear explanation of how the new solution’s 
integration will influence the client’s work, paying 
less attention to the negative aspects and more to 
the positive ones. 

Do we need to “throw away” available products or 
services, which have been bought and used, i.e. to 
lose invested money? 

This question should be included in the offer 
depending on each specific situation! 

How can I be sure that we will receive what has 
been promised? 

What is the monitoring and reporting system, what 
kind of documents will be provided etc. 

How much time do we have to decide? Offer validity period. 

 
“The answers” to these questions should be considered in advance and adequately presented in the offer and 
during the following negotiations with client. 
 

NB! The list of questions is not at all complete and depends to a great extent on the business area 
and the specific product! Think and expand it by yourself. 

III. When do we write offers? 

1.   An offer is written when a client or a partner has clearly stated its interest in a product and/or a 
service, and when there is sufficient, correct and up-to-date information about the client’s 
situation. 
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It is important both for you and the client that you provide as soon as possible purchase solution and terms, 
which meet the expectations to the most. If you delay your answer, you will face a number of problems, 
which might have a negative impact on the potential deal: 

• You miss the moment when the client has made a purchase decision and is eager to finish the deal 
quickly (if he doesn’t do it, he might “be attacked” by other problems which might put the 
purchase in the background, or he might even change his mind if the product is not so essential);  

• You make considerable expenses by spending a lot of resources (time, experts, money etc.) in 
order to prepare a number of offers until you produce “the correct one”;  

• Competitors get also involved and the client gets “distracted” and starts to ask for better terms; 
• The client gets nervous that you cannot understand his needs and loses his interest in you; 

• You sell something which is different from the client’s expectations, the client cannot use it 
and you enter a situation I wish to no one… 

 

NB! In all cases when a client has stated his general interest but you lack sufficient information and you 
are unable to collect additional one, provide a general offer or the so-called indicative offer. Its aim is to 
present general terms, quantitative estimations “from … till …” and explanations “if … then …” 
concerning possible aspects of the deal (including the price). This will give you space for maneuvers 
later, and the client’s specific questions, as a reaction to the general offer, will help you gather additional 
information to prepare a specific offer. 

2.   When you enter a competition of strategic importance or a tender where the offer is obligatory 
even though there is no sufficient information for its preparation. 

In such cases you are often forced to make guesses about the specific situation and to do “blind” pricing, 
but if the business opportunities are really interesting, try to estimate the risks, find reasonable guarantees 
and go for it!  

3.   In some specific cases when the offer serves more tactical long-term needs of gaining good 
positions with a given client or providing support to a partner (the so called “supportive offer”).  

 

IV. What are the aims of the offer? 

1. Basic aim 
The offer should present in the best way your proposal’s strong aspects and minimize or ignore its weak 
ones, as well as hinder your competitors’ success chances and provoke the client to make a quick 
purchase decision or initiate additional discussions. 
2. Additional aims: 

o   advertising – the offer creates particular impression about the supplier who has prepared it by its 
structure, format, simplicity of language, style of writing, use of specific, informative and 
comprehensive content etc.  As a written document it has a relatively long period of life, which 
makes its advertising effect stronger; 

o   educational – it often reveals information that is unknown to clients, and this is important when 
choosing a supplier and a solution adequate to the specific needs; 

 

• protective – to point to the other potential suppliers’ weaknesses which the client should be careful 
about when considering competitors’ offers. The warning should not be rudely and directly 
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stated, but rather conveyed by means of discreet hints concerning the major aspects of the offer. 

V. What should an offer include? 

Depending on the specific situation, an offer could be: 
A) Short (includes minimum details) – includes at least: 

• Address to the client – the person to whom you address the offer; 
• Reference to the reason for sending the offer (received request for proposal, a meeting, a telephone 

conversation etc.); 
• Short emphasis on the offer’s strongest aspects (special prices, additional service, short 

delivery period, opportunity for taking part in a client program etc.); 
• Product specification including names, prices, terms and ways of payment, warranties;  
• Delivery terms; 

• Validity period. 
 

The short offer is used mainly when:  
• The offer is to be sent to a client/partner who knows the products well and/or buys regularly; 
• An updated offer is to be sent (but when no key product or solution has been changed), after a 

more detailed one has already been provided. 
 

B) Extended offer – includes all elements of the short offer and: 
• Summarized description of the proposal; 

• Short presentation of the supplier company (depending on the situation, a combination of: company 
history, mission and vision, latest news, market position, product range, strong aspects etc.);  

• Detailed product specification; 
• Enclosed materials (product information materials, references, certificates etc.). 

 
The extended offer is used mainly when: 

• The offer is to be sent to a client/partner who knows your company but you are offering a 
product or service that is new to him; 

• The offer is to be sent to an unknown client/partner and concerns simple and generally well 
known products (especially when he has already bought them from other suppliers). 

 

C) Complete offer. 
The complete offer is used when: 

• The offer is to be used as an initial offer to an unknown client; 
• The offer is to be used in an official competition for choice of a supplier; 

• The offer is to be evaluated by a commission or body which is external to the buying company 
(consultants, share-holders, investors, sponsors, etc.) 
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Most often the complete offer includes: 

1.   A cover letter including at least the following information: 
1.1. Recipient of the offer – name, position, company. 

1.2. Reason for sending the offer – an offer request, a meeting/telephone conversation already 
held, an announcement of public competition etc. 

1.3. Very short presentation of your company’s strong aspects, which are directly 
related to the subject of the offer. 

1.4. Short description (a few sentences) of the overall solution or specific product.  

You’d better paraphrase the client’s assignment in case it is quite specific and appropriate. In this way, 
you convey the notion of completely meeting the client’s expectations.  

1.5. Short description of the main benefits for the client if he buys/implements the offered 
solution. 

1.6. Offer’s validity period. 
1.7. Name and signature of an authorized person in your company. 

1.8. Information details about the contact person. 
This is necessary when the person responsible for the deal is different from the one who has signed the 
offer. This is a situation in which the CEO or the Director signs the letter and an expert or a project 
manager runs the deal.  

1.9. List of enclosed materials. 
2.   Content of the offer. 

Including the “content” part is obligatory for long offers (more than 3 pages) since it allows for a quick 
switch to some specific information – technical experts want to look at the solution, financial experts 
look at the price, the way of payment etc.  

3.   Definitions and general principles: 

3.1. The offer’s direct aims. 
It is desirable that you define specific, measurable and attainable aims, which could be later objectively 
evaluated in terms of their achievement. This is particularly important when payment depends on the 
achievement of some intermediate aims. If you haven’t exactly defined how an intermediate aim will be 
evaluated, it will be difficult for you to motivate the client to pay for its achievement. 

3.2. Requirements for the product/service (of the client). 

3.2.1. General requirements; 
3.2.2. Functional requirements; 

3.2.3. Technical requirements; 
3.2.4. Financial requirements; 

3.2.5. Other requirements; 
The requirements are usually described in the client’s request for proposal or discussed during the 
preliminary meetings. Including them in the offer lowers the risk of “I actually meant something 
else” or “There is another important thing and I do not see it here” etc.  
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3.3. Framework of the solution offered (particularly important with projects). 
Overview of the collected information on which the offer is based (description of a current situation 
the way you found it) and an explicit appeal to the client to correct/add the missing information if 
necessary.  

3.3.1. Functional framework; 
3.3.2. Geographical framework; 

3.3.3. Technological framework; 
3.3.4. Additional delivery/implementation/support activities; 

3.3.5. Interaction with other products and systems; 
3.3.6. Assumptions; 

3.3.7. Limitations. 
Here is an example information which is usually necessary for the preparation of a software solution offer: 
what will be the system’s main tasks, what is the present hardware and authorized software, will there be 
data migration, how many will be the users, where will be the users physically situated, by when should 
the new system start functioning, who will be currently responsible for its adjustment and support etc. 

3.4. Your company’s experience which is related to the subject of the offer. 

Experts having the necessary qualification and experience (certified) + similar successful projects. 
3.5. Prerequisites for successful project’s realization. 

What do you expect from the client in terms of preparation and participation in the project’s realization – for 
example: team members appointed especially for the project, available work premises, employees’ training 
etc. 

4.   Technical offer: 
4.1. Your company’s approach. 

4.2.  Description of the solution. 
4.3. The methodology which will be used by the experts. 

4.4. Technical equipment you intend to use. 
4.5. Project’s stages. 

4.6. Project’s management – it is used with long and complex purchase processes which 
need the involvement of many people: 
4.6.1. Project’s organizational structure; 
4.6.2. Project’s lifecycle (phases, stages, control points, milestones reviews, client’s 
acceptance of the final work, documentation); 
4.6.3. Project’s planning; 

4.6.4. Project’s control; 
4.6.5. Framework management; 

4.6.6. Change management; 
4.6.7. Risk management; 
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4.6.8. Resources. 
4.7. Presentation of the team members who will run the project – key experts’ 

professional resumes. 

5. Price offer: 

5.1. Prices – of separate components and in total with clear VAT indication (included or 
excluded). 

5.2. Discounts – for volume of purchase, for advance payment, for delivery cost paid by the 
client etc. If there are several discounts, clearly explain each of them. 

NB! Be careful when calculating several discounts! It is better for you to apply them one after the other 
instead of summarizing them in advance, because if you take them one after the other, the basis for the next 
discount will be a smaller number. 

Example: If the standard price is 1000 BGN and you have to estimate three discounts: 15% for a VIP client, 
2% for an advance payment and 10 % for large purchase amount, the calculations look like this: 
Option 1 (summarized and simultaneously applied): 1000 – (15%+2%+10%) = 1000 – 27% = 730 EUR. 

Option 2 (cumulatively applied): 1000 – 15% = 850 – 2% = 833 – 10% = 749.70 EUR, i.e. the client will 
pay 19.70 EUR more than in Option 1, and this is almost 2%... 
Always make clear in return of what you offer a discount and never lower the price “just like this, to 
make some business”! If you expect to continue selling to a certain client and you lower the price for no 
clear reason, the next sales negotiations will start from the lower price!  
If you offer discounts you’d better start with “more at the same price” (this is commonly used with 
automobiles – you receive a car with upper-class equipment at the same price). In this way the price level 
remains the same and the next negotiations will start form the “standard price”. 
I have posted a dedicated publication How to Offer Discounts at my blog www.practicalpieces.com . 

5.3. Scheme of payment. 

5.4. Way of payment. 
6. Offer’s validity period.  

7. Enclosed materials. 
Don’t enclose too many documents – they serve only to strengthen the effect of the offer itself! 
Depending on the specific situation, include only those materials, which strengthen or support some 
statements in the offer: 

• Presentation of your company (corporate brochure or a presentation material which is 
particularly prepared for the purpose); 

• Presentation of the products to be used – brochures/catalogues, clients’ projects, description of 
industry vertical decisions, market research data, statistical data etc; 

• Clients’ references (preferably of those clients who do business in the same area as the one 
to whom the offer is addressed); 

• Description of successful projects of yours; 

• Detailed resumes of the experts who will do the work; 
• Corporate or employees’ certificates of expertise; 
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• Certificates of quality; 
• Certificates of compatibility; 

• Test and research results; 
• Other materials which are particularly required by the client or which support the offer and 

could have a positive impact on the purchase decision-making process. 

VI. How to present the offer and do we need “live” presentation”? 

If there are no specific submitting requirements (for example, concerning tenders under the Public 
Procurement Act: a sealed envelope, to be submitted at the Register’s Office not later than XXX, by 
YYY hour, at ZZZ address etc.), you’d better provide the offer at a meeting with some client’s 
representatives. This allows you: 

• To put the emphasis on the offer’s important components instead of relying on clients to 
notice and appreciate these parts by themselves; 

• To gain additional critical information to help you prepare a new version of the offer, which 
would better meet the clients’ expectations and comply with their current situation; 

• To handle critical objections and concerns; 
• To lay “traps” and constraints for your competitors. 

 

The presentation of the offer should be simple and informative, allowing enough time and opportunities 
for discussions with the client’s representatives. 

VII. Negotiations on the offer 

It could be predicted, even at the stage of offer preparation, for which potential components the client 
might ask for modifications or better terms. This means you should previously consider your point of 
view on each such component and decide on your outmost negotiations perimeter, as well as on a 
working strategy for protecting your own interests. 
The offer is an official promise. Do never offer something you wouldn’t do or couldn’t provide! 
Never leave a sent/submitted offer without a follow-up concerning the questions: 

• Is it received (if you haven’t submitted it personally)? 
• Is it properly understood? 

• When will the client decide whether it is accepted or declined? 
• Who will evaluate your proposal? 

• Does the client ultimately accept your offer or not? If the offer is declined, is this a final 
decision or the beginning of negotiations? 


