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Marketing to the Government
Presented by

 

Welcome to Marketing to the 

Government presented by Maine 

Procurement Technical Assistance 

Centers, your gateway to government 

contracts. The Maine PTACôs strength 

is in assisting small businesses identify 

and pursue opportunities to sell 

products and services to government 

agencies. The Maine PTAC has 

experienced counselors that can guide 

you through the requirements of getting 

started with government contracting, 

counsel you on strategies that you can 

use to sell to the government, and 

provide you with free bid matching 

service. Maine PTAC can also help you 

understand the buying process that the 

State of Maine follows when it seeks 

bids on construction projects, services 

and supplies. Our free bid matching 

service will connect you with State 

requirements and many Maine 

municipal requirements as well.  
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Objectives of Seminar

¾Provide materials, links and tips

¾Discuss characteristics of the government 
market

¾Review of useful websites for gathering 
marketing data

 

This seminar will help you better 

understand the government market by 

providing materials, reference links, and 

tips on how to sell your product or 

service to government buyers. We will 

discuss characteristics of government 

markets, what you need to know and do 

to be successful, provide useful 

materials, and identify internet 

resources that can provide useful market 

research information. 
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ÅThe government market may offer your 

business a counterbalance to sales 

ÅBetter position to withstand the ups and 

downs 
Sales

 

You may ask ñWhy Should I Sell to the 

Government?  Like stocks and bonds in 

your investment portfolio, the 

government market may offer your 

business a counterbalance to sales in the 

commercial market. Consider the time 

after 9/11 when the commercial airline 

industry had a dramatic pull back. 

Those suppliers in the aerospace 

industry that sold to both commercial 

airlines and the government were in a 

better position to withstand the ups and 

downs of the industry than those that 

only supplied to the commercial market. 
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Characteristics of the Government 

Market

¾Long purchase cycle

¾Established plan for purchases-forecasts

¾Accountability for public funds (posting of 

bids and awards)

¾Rules and regulations-(Federal Acquisition 

Regulations-FAR) 

http://farsite/hill.af.mil/vffarl.htm

¾May be influenced by Socio-economic 

programs

 

However, government sales is not for 

everyone. The government market has 

some very unique characteristics such 

as a long purchase cycle, which builds 

on an established procurement forecast, 

and this can cause frustration for 

businesses who are used to a shorter 

cash flow cycle. The government has to 

follow set rules and is accountable for 

the use of public funds. What this 

means for small businesses is that there 

are often certain requirements and 

paperwork that can seem restrictive and 

cumbersome. Purchases in the 

government market may also be 



influenced by socio-economic programs 

so contract awards can seem to follow a 

different logic than small businesses are 

used to in the commercial marketplace  

The rules and regulations that guide 

government procurement are found in 

the Federal Acquisition Regulation or 

FAR. You should consult the FAR 

regulations when you have a question 

on procurement procedures. 
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Benefits of the Government 

Market

¾U.S. Government is the worldõs largest buyer 

of products and services

¾Size of Dept of Defense procurement budget 

is approximately $379 Billion and growth has 

increased yearly

¾Government market has repeat buys through 

option year purchases

¾Potential for set -asides and other small 

business participation

$379,000,000,000

 

Now that you know some of the 

differences of the government market, 

there are also some unique benefits. The 

US government is the worldôs largest 

single purchaser of goods and services. 

The Department of Defense spending in 

2009 alone was  379 billion dollars and 

has a steady growth pattern. Many of 

the purchases are repeat purchases that 

cover a base year and then option years. 

And because of the socio-economic 

programs for small business, there are 

specific goals for the government and 

Prime Contractors to buy goods and 

services from small businesses. 
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Identifying your Target Market 

& Building a Strategy 

 

Lets take a look at how you can search 

within the government for a target 

market and how to go about building a 

strategy.  
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Customer Focus

¾Determine the government customer needs

¾What problems or challenges do you solve for 

the government?

¾Know the federal agenciesõ 

procedures/regulations

¾Register on Federal agency websites for 

notifications on procurements

¾Review Agency calendar of events for 

Industry Days

 

Just like with commercial customers, 

you should approach the government 

market with a genuine customer focus. 

Find out how you can solve a particular 

problem or challenge that the agency 

has. Become familiar with that agencyôs 

rules and procedures. Many agencies 

send out a notice of opportunities to 

those vendors who have signed up on 

the agency website. Most federal 

agencies also hold Industry Days which 

are events that will help you understand 

the current and future needs of that 

particular agency. Most of this 

information can be found on the small 

business section of the agency website.  
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Defining the Target Market 

¾Does the Government  buy my product?

¾Can my product or service also be used by 

state and local governments

¾Who (what agency) buys my product?

¾How does the government buy my product?

¾How much does the government buy?

 

You should hone in on a particular 

aspect of the government market by 

defining your target market. Begin, by 

asking yourself some basic questions 

such as: 

Does the federal government buy my 

product? Can my product or service 

also be used by state and local 

governments? For some businesses like 

construction, the answer might be ñyesò 

to all three. 

Is there a particular agency that buys 

my product or service right now? 

How do they go about purchasing the 

product or service? 

And how much does the government 

buy at this time? 
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Target Market Research

¾Go to Federal Procurement Data Service and 

do a few EZ searches www.fpdsng.gov using 

keywords or NAICS codes

¾Go to Federal agency sites to find out future 

forecasts for your product. Get information 

on agency budgets and funding cycles 
http://acquistion.gov/comp/procurementforecasts/index.html

¾Visit the members page on the website 

http://www.osdbu.gov and follow the links 

to many of the small business offices in 

federal government

 

To begin to answer some of these 

questions, you can go to the Federal 

Procurement Data Service website. It is 

the primary source of federal 

government buying activity. After a 

simple registration to get on the site, 

you can begin by doing some EZ 

searches by using key words or your 

North American Industrial 

Classification System Code, or NAICS 

code.  

Other preliminary research that you 

might consider is to view the agencyôs 

forecast of opportunities on the specific 

agency website. 

A good link to many helpful agency 

small business webpages can be 

accessed by visiting the members page 

on the Office of Small and 

Disadvantaged Business Utilization site 

and follow the links that interest you.  
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System ðNext Gen (FPDS-NG) 

Unprecedented access to the spending patterns of 

the Federal government ðat no cost.  

Once you have registered at www.fpds.gov, you 

will have access to more than 12 million* 

contract actions from across the Federal 

government.ó

[* includes legacy content]

Á$3,000 dollars and greater

ÁAvailable to the public when the contract is awarded 

to the vendor

ÁDepartment of Defense ( DoD) data entered is 

subject to a 90 -day [security] delay

 

Perhaps the greatest-used source of 

information on past purchases of the 

federal government can be found at the 

Federal Procurement Data System ï

Next Gen (FPDS-NG) site. It offers any 

registered user access to more than 12 

million contract actions that are over the 

$3,000 dollar micro-purchase threshold. 

And, except for the Department of 

Defense contract awards, this data is 

posted and available when the contract 

is awarded to the vendor. 
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Agencies that Report to FPDS

¾Over 65 different Federal Agencies report 

contract actions to FPDS; Including:

ÁGeneral Services Administration (GSA)

ÁEnvironmental Protection Agency (EPA)

ÁDepartment of Transportation (DOT)

ÁDepartment of Homeland Security (DHS)

-- Coast Guard

ÁDepartment of Energy (DOE)

ÁDepartment of Defense ( DoD)

-- Navy, Marine Corp, Army, Air Force, National 

Guard

¾http://www.fpdsng.com/downloads/agency_

data_submit_list.htm (for complete list)

 

There are more than 65 different 

Federal Agencies that use this FPDS 

site to report contract awards. It is really 

a treasure trove of market information 

that you can mine before developing 

your marketing strategy. 

 
 

Slide 13 http://www.fpdsng.com/fpdsng_cms/

 

   Letôs go to the FPDS website to 

gather some marketing data. The 

opening page has several dashboards 

that offer information and a quick ez 

Search option if you donôt want to 

generate or save reports. If you do want 

to do advanced searches or save reports, 

you will need to register. Click on the 

link to register. 
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¾ User ID must be a minimum 

of 6 characters.

¾ User ID can contain 

characters, numbers, and 

special characters ('@', '-', '_', 

'.').

¾ Password must be a minimum 

of 8 characters.

¾ Password cannot be part of or 

should not contain the User 

id.

¾ Password must contain at 

least one character, one 

number and one special 

character

*You Will Receive email Verification of Registration  

ORANGE Items 

(& zip code) 

are Mandatory 

ðMust Fill In!

 

You should register as a public user. 

This is an easy one time registration. 

 

 

Click on the hyperlink to access the 

registration, read the disclaimer and 

then click ñYesò 

 

 

Fill out all of the mandatory fields for 

the registration. 
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FPDS Homepage 

ezSearch

 

Letôs do an ezSearch. 
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FPDS ezSearch

INSERT SEARCH 

TERMS/KEYWORDS 

& click òGoó

RESULTS

 

At the top of the page you can search by 

keyword or NAICS code. Try the key 

word search first. Also, notice the far 

left and right hand columns. The far left 

column will give the top ten federal 

agencies that are purchasing under the 

key word search that you entered. 

Further down on the left are the top ten 

vendors. Click on the hyperlinks in 

these boxes for more detailed 

information. On the far right is a 

tracking of your searches and the ability 

to sort searches by a number of different 

variables. 

 

Here are examples of the far right and 

far left columns 
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¾ Segmenting the market will help you 

develop the most appropriate strategy

¾ Segment by end use of productñ

Application driven (example users of 

IR cameras)

¾ Segment by Agencyñ(example-Dept of 

Interior)

¾ Segment by How buyer purchases

(example GSA Schedules)

¾ Segment by Geographic AreañNew 

England

 

After you have gathered some 

preliminary data, you might want to 

further segment the market. 

For instance if you want to segment by 

who buys Infrared Cameras- you might 

have many agencies buying that one 

type of product. 

So you might want to market you 

product or service just to one agency 

such as the National Park System of the 

Department of the Interior. 

Whether or not the federal buyer uses 

the General Services Administration 

GSA Schedules is another way to 

segment the government market.  

Many businesses segment the market by 

geography depending on where they are 

located.  
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Competitive Research

¾Use Federal Procurement Data System to find out 

about your competition

¾ If your competition sells through GSA Schedules 

find out more about them on GSA e-library 
http://www.gsaelibrary.gsa.gov/ElibMain/home.do

¾ Look for awards that may indicate who is your 

competition

¾Go to competitor websites

¾Utilize trade publications, use search engines 

such as Google to find out more information

 

Knowing as much as you can about who 

the government customer is and how it 

buys is a start, but you will also need to 

know who your competition is. 

One way to gain knowledge on who 

supplied the product or service in the 

past is by going to the Federal 

Procurement Data System and 

identifying what companies are selling 

the product or service. 

If you know the names of several of 

your competitors, you can use the GSA 

e-library and enter the companyôs name 

in the key word search. If your 

competition is on a GSA Schedule you 

might find them listed. 

Other ideas for gathering competitive 

information is to look for their 

companyôs name in announcements of 

government contract awards, visit your 

competitorôs website, review trade 

publications or do on-line searches. 

Much of this research is just a few 

clicks away and can be done by you. 
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through a GSA Schedule?

¾Access the GSA Schedule eLibrary at:

http://www.gsaelibrary.gsa.gov/ElibMain/home.do

SEARCH USING KEY WORDS, COMPANY 

NAME, CONTRACT #,PART#/NSN

Rigid Inflatable Boat

 

Letôs see how to investigate what other 

companies are selling to federal 

agencies by having their products on a 

GSA Schedule. Our starting point is the 

search field at the GSA e-library 

website. You can search by key word, 

company name, contract number if you 

have it, part number, or National Stock 

Number. 
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GSA Schedule eLibrary Search

Special Item Numbers (òSINSó)

260 01 & 260 06

 

If we are searching for the product 

ñRigid Inflatable Boatò we find that it is 

listed under Schedule 84, ñTotal 

Solutions for Law Enforcement.ò  
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GSA eLibrary Search (cont.)

Find out if Competitors are on the Schedule

Learn what Products/ Serivces they Offer via the Schedule

Obtain Pricing Information (as available)

Click on òWó 

to search for 

Willard 

Marine 

 

Under the Special Item Number (SIN) 

26001 there is a listing of 63 

contractors. If we want to find more 

information about a particular company 

we can just click on the letter and then 

the full name. 
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GSA eLibrary Search (cont.)

Click on to view catalog 

 

The search will bring up that particular 

companyôs information on another site, 

GSA Advantage, and many times from 

that site you can see the companyôs 

product or service catalog and the 

pricing to the government buyer. This 

information may be very helpful in 

understanding the competitive 

environment of your product or service. 
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GSA FORECAST & RESOURCE

¾ GSA Office of Small Business Utilization:
üwww.gsa.gov/sbu

¾ Annual on-line document of opportunities 
for small businesses:
üwww.gsa.gov/smbusforecast

¾ List of Large Primes who have contracts 
with GSA ðSubcontracting Directory
üwww.gsa.gov/subdirectory

 

Here are some additional resources that 

the General Services Administration or 

GSA has available that may show the 

potential for subcontracts; the Office of 

Small Business Utilization, the annual 

on-line forecast of opportunities for 

small business and a listing of Large 

Prime contractors that use the GSA. 
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Start building a strategy

¾Highlight your companyõs strengths

¾How you are going to position your product 

or service

¾Stress the benefits

¾ Identify key product or service aspects that 

separate you from the competition

¾Donõt be the most

 

So, by now, you have some idea of your 

potential target market. You know the 

potential customer needs and you are 

familiar with the competition. You can 

now begin to develop a marketing 

strategy.  Begin by highlighting your 

companyôs strengths. Decide how you 

are going to position your product or 

service. What benefits are you going to 

stress? However, the biggest challenge 

is to differentiate yourself. Identify the 

key product or service aspects that  

separate you from the competition. How 

are you going to stand out from the 

crowd? Are you going to be the most 

reliable? Are you going to provide the 

best technical service? You will need to 

have a strategy so that you are the only 

obvious choice to the customer. You do 

not want to be the most average in a 

crowded field of vendors. 
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Teaming & Joint Ventures as 

Strategies

¾Teaming may be a strategy that your 

company would like to follow in the 

government market

¾Work out teaming agreements or joint 

ventures well in advance

¾Know the rules that pertain to teaming and 

joint ventures

 

At this point, you may want to consider 

the strategy of teaming with another 

small business or forming a joint 

venture. These strategies are a bit more 

complex and you should work out any 

teaming agreement well in advance of 

pursuing a government contract, making 

sure that you know all the rules 

pertaining to teaming arrangements and 

joint ventures. A Small Business 

Development Center counselor can help 

you understand issues related to 

teaming and joint ventures. 
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Subcontracting as a Strategy

¾Subcontracting may be a strategy that you would 
like to pursue

¾Your market research will help in identifying 
those large federal contractors that could use 
your product or service

¾View the SBA Subcontractor Directory
http://www.sba.gov/aboutsba/sbaprograms/gc/contacts/gc_subcontracts_opportunities.html

¾Some federal agencies publish who their largest 
prime contractors are on the agencyõs website

¾Utilize this information to find the Small 
Business Liaison Officer (SBLO) at the Prime 
Contractorõs firm and to register as a vendor.

 

One of the most common strategies of 

entering the government market is not 

going after prime contracts, but 

becoming a subcontractor to a large 

federal prime contractor. Subcontracting 

may be the perfect strategy for your 

business at first because it can help you 

gain the experience and knowledge 

necessary to, later on, become a prime 

contactor. 

The research that you have done so far 

will help you make this decision. To 

find out more about subcontracting 

check out SBAôs Small Business 

Subcontractor Directory. 

On some federal agency websites, there 

is a listing of the large contractors that 

the agency uses. Identify the large 

prime contractors that could use your 

product or service. Visit their website, 

sign up as a potential vendor and find 

out who is their Small Business Liaison 

Officer or SBLO. 
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The Buying Center and How 

the Government Buys

 

The Buying Center is a concept in the 

commercial marketplace and can be 

applied to the government market to 

understand which people are involved 

in buying decisions. 
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Members of the Buying Center

¾Process begins with the Government Customer 

recognizing a need for a product or service 

(usually at the Program level) Program Manager

(PM) is highly involved

¾Contracting officer (CO) will decide on all the 

elements of the solicitation and the particular 

process the government will use to buy the 

product

¾Contract Administrator (CA) will monitor the 

contract after award

¾End user ñthe actual employee who will use 

the product and can be an influencer in the 

decision
 

The buying process usually starts at the 

program level when the Program 

Manager, or PM, identifies a need.  

The Program Manager will relay this 

need to the Contracting Officer (CO) 

who is the only person with the 

authority to enter into a contract on 

behalf of the government with a vendor. 

The CO has the responsibility to decide 

on all the elements of the solicitation 

and the process the government will use 

to buy the product 

The Contract Administrator gets 

involved after the award of the contract.  

A key person in the overall buying 

center is the end user. The end user may 

play an influential role in the earliest 

stages of the buying process. 
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Most of us are familiar with the bid and 

proposal process that the government 

uses to buy goods and services. But 

there are other ways that the 

government can procure goods and 

services, and chief among these is the 

system of Schedules that the General 

Services Administration manages. If 

you would like to know more about the 

GSA Schedules you can go to 

www.gsa.gov or contact the Maine 

PTAC at www.maineptac.org. 

For goods and services that total under 

$3,000 a convenient way for the 

government to buy is through the 

government credit card. 

Knowing how the government 

purchases certain goods and services 

will help you formulate your marketing 

strategy. 

 
 


