
  

 

 
 

Partnership for Procurement (P4P) – Supporting 
Scotland’s Third Sector 
 
 

An Introduction to Bid Writing 
 
Document created: 17/11/2017 
Document updated: 13/06/2018 
 

Introduction 
 
A bid is a combination of technical writing and an advertisement for your organisation. If you are 
following best practice, the purpose of your bid is to capture and build on what you already know 
about the buyer and their needs and to get you shortlisted for the oral presentation or clarification 
meeting. If there is no oral presentation then its purpose is to provide a solution to the buyer’s 
problem in a way and at a price than offers better value than your competitors. 
 
Top tips: 
 

• Comply with all the requirements of the tender – ensure that it matches the specification; 

use the font specified; do not go over the word count; submit the bid early. To do this you 

should read, and then re-read the full tender documents, making notes as appropriate. 

• Raise any clarifications that you have but be careful not to give too much away when doing 

so. 

• Do not just copy and paste wording that you have used from a previous bid. You need to 

tailor any previous wording you have to ensure that it original. 

• Always ensure that you are answering the question that has been asked. 

• Put a plan together for writing and reviewing your bid – see our Bid Writing Plan template 

which can be found on the Resources page of the P4P website. 

• Consider asking a fresh pair of eyes to read your responses when you are nearing 

completion of your bid. 

• Carefully assess whether or not you should bid in the first place – see our Bid/No Bid 

Assessment template on the Resources page. 

For further guidance on the content, structure, design and language of your bid, please see below: 
 

Content 
 

• Most importantly you should give the buyer the content they ask for in the tender. 

• Read the question out loud. This helps you to understand what it is asking and pick up key 

words. 

 

 

 

 

 



 
 

 

 

 

 

 

• Avoid making the bid about yourself –  you need to show how your product or service will 

make the buyer’s life easier, better, or deliver the objectives and outcomes they are looking 

for. 

• Tailor your bid to the buyer and their needs. 

• Your bid should have a strong theme which runs through the document. You should build 

all the other elements of your bid around it. 

• Use relevant examples or case studies that demonstrate how your service has previously 

benefited a buyer. Other evidence includes testimonials or references from named 

individuals or industry awards. 

A common mistake is to list the ‘features’ of their product or service but not to convert these into 
‘benefits’ for the buyer. A feature is a characteristic or a product or service where as a ‘benefit’ is 
how your product or serve makes the buyer’s life easier.  
 
The strongest benefits have three qualities- they are concrete (not abstract), specific (not generic) 
and definite (not vague). A simple way to convert a feature into a benefit is to use the phrases ‘what 
this means for you is’ or ‘what that allows to do is’. 
 
See below for an example: 
 
Scottish Employability Services is a social enterprise which supports unemployed people to find 
and sustain work. [Feature] 
 
We have over 30 years’ experience and have won numerous awards, including the National 
Employability Services Award 2017. [Feature] 
 
Our employability services are fully end-to-end, which means we will identify suitable customers, 
deliver any training required, help them find employment, and then support them whilst in work to 
ensure they sustain the job. [Feature] 
 
This means that you save time and resources because you do not need to identify suitable 
customers yourself, or fill gaps in provision. [Benefit] 
 

Structure 
 
Read the guidance documents carefully. Follow any specific guidance given on the structure of your 
bid or page/word/character limits. Public contracts are usually quite prescriptive of the structure they 
require you to use. 
 
You should ensure that you begin with your main message which could either be the key benefit of 
your proposal of your main recommendation. Throughout your bid you should lead each question 
with a summary of your answer and benefits for the buyer, then expand on these. 
 
If the buyer does not require any specific structure then you could use the following: 

 

 

 



 
 

 

 

 

 

 

• Executive summary – summarising all the reasons to appoint you. 

• Our understanding of your needs/goals/current situation – this is where you will 

describe what you know about the buyer’s needs, issues or objectives. 

• Our proposed solution to meet your needs – this is where you will explain how to address 

the buyer’s needs, issues or objectives. You should include profiles of the key staff and why 

they have been chosen for the assignment and a page which describes your entire service 

model, preferably with a diagram or graphic. 

• Why we are the right supplier for you – this is where you present your 

credentials/experience as an organisation e.g. examples of previous similar contracts, case 

studies, testimonials, references. 

• Suggested next steps – explaining to the buyer what to explain when they appoint you. 

The executive summary should include all the main benefits the buyer will get if they appoint you 
as the supplier. Even if the tender documentation does not specifically ask for it you should still find 
a place to insert one. Questions such as ‘outline your approach to delivering this contract’ is a good 
example. 
 
Ensure that your executive summary is short, engaging and readable. When writing about benefits 
make them specific, concrete and definite. Use a diagram or graphics if possible and avoid going 
over 3 pages. Try to write your executive summary as you write the main body of your bid. 
 

Design 
 
Please see here for templates produced by Jon Moon that you can use for your bid and tailor to 
both your requirements and the format requirements specified by the buyer. Bullet points are over-
used and an alternative can be found in this document called ‘Words in Tables’ or WiT. 
 
Other design considerations: 

• Table of Contents – if your document is of a certain length and you want the buyer to find 

what they want to look at quickly. 

• Use page numbers in the footer of your document. 

• Keep the text black but you could use colour to aid navigation in different sections of your 

document e.g. in section headers. 

Language 
 
Avoid jargon and ensure that you spell out acronyms when you first use them – your bid may be 
assessed by people who are new to your organisation and are not experts in your sector or in what 
you do. 
 
Keep your writing concise and easy to read. The writing style you adopt should be a combination 
of a formal tone used in providing the information required but with a subtle selling tone, influencing 
the buyer as to why they should purchase from you. Sentences should, ideally, be limited to a 
maximum of 20 words. 
 

http://jmoon.co.uk/downloads_access.cfm


 
 
 
 
 
 
 
 

Techniques that you could use: 
 

• Avoid using unnecessary words. Some examples: with reference to (about), it is often the 

case that (often, frequently), notwithstanding the fact that (despite, although). 

• Write in Plain English – you want to make it as easy as possible for the reader. 

• Use more verbs than nouns – e.g. Our specialism is the provision of employability services 

vs. we specialise in helping people enter and sustain employment. Try going through your 

document finding all words which end in -tion, -sion, -ism, -ity, -ment, and -ance, and use 

verbs instead. 

• Don’t overuse adjectives in your sentences! Show, don’t tell why you are the right supplier 

to be appointed e.g. We deliver a unique, exciting, state-of-the-art, market-leading, cutting 

edge service. 

• Avoid colloquial language – e.g. above board, happy medium, get through it, part and parcel, 

easier said than done, beyond a shadow of doubt, in recent years, pay lip service to, got out 

of hand, stumbling block, explored every avenue. 

• Use a consistent writing style – one problem when multiple people are writing different 

sections is that the style could be varied throughout the document. To solve this issue you 

could provide each staff member contributing to the bid with a ‘style guide’ to follow when  

writing the bid which could include, for example, words to emphasise, words to avoid and 

tips from this guidance document. In addition you could appoint a single person to do a final 

review of the document to ensure that the style is consistent throughout. 

 
 
 
 
 


