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The federal market is difficult to break into, and the biggest barrier to entry is the tendency of government buyers to make purchases from companies they’ve come to know and trust—or at least know. Government buyers favor these “insiders” and buy from them over and over because it’s easy and involves less risk than going with an unknown. 

Successfully penetrating this market takes time, sales savvy, hard work, and money. Yet once you crack the market, you, in effect, join the corps of insiders. Once in, federal contracts can be very lucrative; the government pays quickly, it’s a stable market, and buyers are exceptionally loyal and risk averse.

How to establish your company as an insider is the focus of Fedmarket’s sales seminars. Attendees are looking for the answers to some of the following questions.

1. Is there a market for what we sell?

2. Who is my competition and how intense is it?

3. What are the secrets to market penetration? 

4. How do we sell to federal buyers?

5. What doesn’t work?

6. What market factors should we worry about?

Question 1. Is there a market for what we sell?

Answer: Yes, the federal government spends roughly $600 billion on goods and services every year. Federal agencies own and operate offices, military bases, research centers, retail stores, cemeteries, golf courses, schools, day care centers, hospitals; you name it, the feds have a finger in the pie somewhere. And government buyers are making purchases from entrenched companies every day. It’s a mistake to think that all of this purchasing power is concentrated in Washington, D.C. Large amounts of contracting dollars are spent annually in every state and around the world. One of our most popular seminars is titled Selling in Your Own Backyard.
Question 2. Who is my competition and how intense is it?

Answer:  Yes, the competition is intense, especially when competing against an insider currently holding a contract. But that’s true everywhere. Often the real problem isn’t the competition, it’s you. Most companies contemplating entering the federal market seriously underestimate the level of commitment required to be successful and dabble at market entry with little success. 
Making a sale in the commercial world takes street smarts and the ability to build and nurture relationships with friends, colleagues, partners, buyers, and end users. It’s the same in the federal market. It’s doable, but it’s not easy.
It takes a lot of time and effort to identify potential customers, get them to talk to you, and build a relationship that eventually results in a sale. Assigning a salesperson the task of tackling the market in their spare time doesn’t work. Success depends on management or a senior sales executive getting personally involved in building the relationships that will eventually lead to sales. 
Question 3. What are the secrets to market penetration? 

Answer: There aren’t any big secrets. Are there any secrets in the commercial market?
Question 4. How do we sell to government buyers?

Answer: In exactly the same way as you sell in your current market. Do the following aspects of a federal sale sound familiar?

First you have to find federal buyers with a problem or a need and money to spend on it. This is probably the toughest task of all. A place to begin is to determine what contracts your commercial competitors hold. 
Once you’ve identified a potential buyer, call or make an appointment to meet. This is where the street smarts come in, because federal buyers are notoriously evasive when it comes to meeting with new companies. Most federal buyers have to be extremely unhappy with an incumbents’ performance before they’ll switch contractors. Yet there are thousands and thousands of new buys every year where there isn’t an incumbent contractor.
The tried and true approaches to making sales in the commercial world hold true for marketing to the federal government:

· Make direct sales calls (expect evasiveness) 

· Send emails followed by a sales call

· Arrange introductions through another federal employee, friend, neighbor, business colleague, another federal contractor, business partner, federal customer--anyone you know who knows federal employees.
· Attend conferences and networking events that will be attended by federal buyers
Once you get face time or phone time, be creative and distinguish yourself from your competition in order to capture the interest of the buyer. 
The one difference between commercial and federal sales is that you must have the ability to close a sale, and with the federal government, that means holding a multi-vendor Indefinite Delivery/Indefinite Quantity type contract that the government currently favors. GSA schedule contracts are the easiest and broadest IDIQ contracts available to outsiders.
Question 5.  What doesn’t work?

Answer: Spending untold hours of staff time to put a proposal or offer together, being awarded a contract that allows you to sell to the federal government, and then sitting back waiting for the orders to flow in. That doesn’t work. 
Some of the pitfalls we’ve seen companies fall into include:

· Believing that people like your congressional representative or even the government’s small business specialists can assist you in making a sale.
· Hiring lobbyists or ex-military officers to make your sales for you
· Relying on agency-sponsored procurement conferences to make yourself known to federal buyers. 
· Thinking that being enrolled in a vendor database will automatically generate sales
Question 6: What market factors should we worry about?

Answer: None. Worrying about things you cannot control is counterproductive. Market fluctuations are a fact of life in all markets.

Fluctuations in the federal market can be caused by changes in policy, the Administration, economic conditions, Government shutdowns, budgets, and what your competitors are or aren’t doing. 

But the buildings, bases, and programs run by the federal government keep on running, and hundreds of billions of dollars still have to be spent. Find out who your competitors’ customers are and target them like the competitor doesn’t exist.

Become an insider. 
Questions about Strategic Consulting

Fedmarket offers a complimentary introductory consultation to advise you on the specific steps required to enter the federal market and increase your federal sales including assistance in answering the following types of questions.

· Should we enter the market? 

· What are the market pitfalls, stumbling blocks, and barriers? 

· What are the market advantages and upsides? 

· What is the initial investment and recurring costs of market entry?

· Who buys and how do we find them? 

· What specific opportunities are available for our company?

· How long is the sales cycle? 

· Do we qualify for a small business preference program?

· What are our competitors selling?

· What are the risks of doing federal business?

· Why would we not want to enter the market?

· Why do the insiders have an edge?

· What role do multi-vendor contracts play in the market?

· Should we have a GSA schedule contract?

Call Richard White at (301) 908-0546 or Toby Cantor at (888) 661-4094 x 2 to schedule a consultation.
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