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Our proposals need to be clear, distinctive, and written within one voice. They are a clear indicator of our professionalism and exacting standards. 
Within our proposals, we need to have a style which defines our character, and it is often this aspect of our business that customers see first. It is particularly important that we present ourselves consistently every time we communicate.  
This document delivers a practical guide to writing within our proposals.  
To gain an understanding of how to write clear and compelling proposal responses, we support this guide with the “How to improve the Quality of your Proposal” guide.
This is a template that you may wish to develop or alter for your business.
By Martin Eckstein
Writers Guide Template.
Providing a common set of guidelines to all your writers.
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Our Name 
We refer to ourselves as <<Company Name>>, within our proposals.  
	How we call ourselves in proposals

	If we wish to write about our global capabilities, you may continue to use <<Company Name>> or introduce the use of the <<Company Name>> Group. When we use <<Company Name>>, in this manner, we are depicting ourselves as a global organisation, when we use <<Company Name>> Group, we are depicting ourselves as part of a global organisation. This is a subtle difference that can be important within the context of a bid, that Sales Owner and Bid Manager agree prior to the development of responses. 

	How we introduce other organisations within our group

	When we introduce <<other organisation>>, you need to ensure that you write about them being part of <<Company Name>>. It is often important to make a distinction between the activities that <<Company Name>> and <<other organisation>> will deliver within your proposition. This ensures that the customer has confidence that Subject Matter Experts are managing all aspects of our proposition. However, you do not want the customer to become confused or believe our proposition is complex due to there being several subcontractors involved. 

	Formal Name of our organisation

	You may need to provide <<Company Name>>’s registered or formal name. When this is the case, you should refer us as <<Company Name>> (UK) Ltd. 

	Using the Singular

	We write ‘<<Company Name>> is’. Often, we fall into the habit of writing 
‘<<Company Name>> are’. Remember that there is only one organisation, so it is singular. 

	Using First Person

	We want to depict ourselves as personable as our customers are effectively buying us and will be working with our people. 
After introducing <<Company Name>> within a response, you should write about what ‘we’ will do and what ‘our’ approaches are, for example. 
The overuse of <<Company Name>> within our responses introduces a level of formality that connects less and reduces their active reading. 
You should refrain from using “They” as it distances us from the delivery, it is better to use phrases, such as “Our Team”. 
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[bookmark: _Toc210728376]Roles, Titles, and Products 
Often there is confusion about when to correctly use capitals. When there is a mixture, this makes our proposal look unprofessional. 
When writing about a service line or team, we should use capital letters. For example, “Our Test Management team”. However, when you are writing about our expertise, we should not. For example, “Through test management, we” Use capitals for roles, products, and offerings. 
[bookmark: _Toc210728377][bookmark: _Toc14331]Language 
We use English (United Kingdom) within our proposals unless the customer is more attuned to a different version of English. Global documentation is often set to English (American), and you need to ensure that you correct this within your response. Examples of words that tend to slip into our proposals that are in English (American) include: 
	English (United Kingdom) – Use 
	English (American) – Do not use 

	Behaviour 
	Behavior 

	Organisation 
	Organization 

	Centre 
	Center 


[bookmark: _Toc210728378][bookmark: _Toc14332]Jargon 
Jargon is vocabulary or terminology specific to our profession – and within our proposals, there is often a great deal.  
The over-use of jargon can make any communication incoherent, even to specialist audiences. Whilst you may have a clear understanding of the jargon, not all the people reading our proposal will. You need to consider your readers; is your response concise and understandable. 
When writing your response, avoid the use of complex industry terms and acronyms only known by a small specialist audience.  
If you are using an industry term or acronym, you need to introduce it the time you write within the response. For example, “The TCoE” you should introduce it as The Testing Centre of Excellence (TCoE)” when you first write it. For the rest of the response, you can comfortably use the acronym., 
Re-writing your responses in this way will broaden the reach and appeal.  
[bookmark: _Toc14333]

[bookmark: _Toc210728379]Numbers  
Always spell out numbers one to nine and numbers at the start of a sentence. Use figures for numbers from 10 upwards.   
Use figures in the following circumstances:   
In conjunction with units of measurement e.g., 3%, 1km  
Q3, H1 etc  
With decimals and fractions e.g., 2½ or 2.5, not two and a half, except at the beginning of a sentence.  Be consistent with the number of decimal places  
Do not quote figures in millions or billions beyond one decimal place e.g., 1bn, 1.5bn, not 1.502bn. If you must, use the full figure use 1,502m.   
In a range e.g., 7 to 11 not seven to 11  	  
Percentage points e.g., 1 percentage point, not one percentage point. Q3, H1 etc  
[bookmark: _Toc210728380][bookmark: _Toc14334]Common rules we all forget:  
For telephone numbers, where relevant, give the international code, e.g., +44 (0)20 9999 9999. Do not use hyphens or full stops in telephone numbers  
Write number ranges in full e.g., “from 10,000 – 20,000”, not “from 10 – 20,000”  
Use a comma for all number over 999, e.g., 1,001 
Be consistent when using terms such as billion. Only use “billion” or “bn”, not both terms 
[bookmark: _Toc210728381][bookmark: _Toc14335]Currency 
Put the currency in front of both figures in a range e.g., £5m to £6m   
Insert 0 between a currency sign and decimal point – £0.75  
Close abbreviations up to the figure with no full stop e.g., 4m, 6m  
Currencies such as euros and pounds are not capitalised in text (unless at the start of a sentence).  Do not put a space between the currency sign and the number e.g., £427 is correct, £ 427 is not.  
[bookmark: _Toc210728382][bookmark: _Toc14336]Dates  
Where possible, always write the date in full e.g., “9 July 2023”. You can use “9 Jul 2023” and “9 Jul 23”. 
Do not use “th” in dates e.g., 9th July 
When referring to a specific decade use “the 1990s” (without an apostrophe). If you wish to shorten this reference, use an apostrophe e.g., “the ‘90s”  
Use lower case and no full stops: “8am and 3pm” not 8a.m. or 3p.m.  
When using the 24-hour clock do not use full stops e.g., 1500 not 15.00 
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[bookmark: _Toc210728383]Abbreviations   
Only use recognised abbreviations, do not introduce your own ones. Like Jargon, always spell out an abbreviation the first time it is used, showing what you will use going forward.  
You do not need to use full stops in abbreviations except for i.e., vs. and e.g.  
The term e.g., means “for example”  
The term i.e., means “that is” / “namely”  
Abbreviate per cent as % in text, table and charts  
To pluralise acronyms, add a lower case ‘s’ to the end for example PDFs  
[bookmark: _Toc210728384][bookmark: _Toc14338]Contractions 
We do not use contractions within our proposals. They make our responses look unprofessional. For example, “We don’t” should be “We do not”. 
[bookmark: _Toc210728385][bookmark: _Toc14339]Fonts and Layouts 
The proposal template will be set, so that the styles are correct. You should use these styles and understand how to use them within MS Word documents. Do not introduce new styles or change fonts and font sizes. 
We follow the rules within <<Company Name>>’s Brand guidelines. In general, we use Arial 10pt text for the normal text within our proposals.  
Responses should be ragged edge, including bullets. 
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[bookmark: _Toc210728386]Punctuation  
[bookmark: _Toc210728387][bookmark: _Toc14341]Bullet points   
Capitalise the first word of the bullet point  
Do not use punctuation at the end of a bullet point. The two exceptions to this are:  
When linking two final bullet points with ‘and, ‘or’ etc where a semi colon can be used before the ‘joining word  
Always use a full stop at the end of the last bullet point.  
The overuse of bullet points makes documents boring and less likely to be used. Refer to the “How to improve the quality of your proposal” guide for advice on how to avoid the overuse of bullets. 
[bookmark: _Toc210728388][bookmark: _Toc14342]Colon (:)  
Do not capitalise the following word. “There are two paths; we can develop….”.  
[bookmark: _Toc210728389][bookmark: _Toc14343]Hyperlinks and references 
We try to avoid referring customers to responses elsewhere in our documents. Each response should be self-contained. If there is information elsewhere in our proposal that is pertinent to this response, summarise it. 
We also try not to include hyperlinks, and several organisations request that we do not include them within our proposals. It is unlikely that they will press the hyperlink button and the information they reach cannot be used as part of formal qualification. 
When you do need to use a hyperlink, do not include punctuation at the end of a sentence e.g. Please visit our website at www.<<Company Name>>.com vs. www.<<Company Name>>.com. The first link will work, the second may not.  
[bookmark: _Toc210728390][bookmark: _Toc14344]Quotes  
Quotations must have the source, so that the reader knows that the statement is factual. Never edit a quotation. 
Put quotation marks after a full stop or comma   
Introduce the source of the quotation before the quote. 
Put a colon before the quote.  
The quote should be in italics to make it stand out.  For example, Jo Smith, CEO of Acme Corporation said: “<<Company Name>> have performed beyond my expectations.” 
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[bookmark: _Toc210728391]Capitalisations  
You should use capitals when:   
Titles of an individual when referring directly to that individual e.g., Joe Smith is the Chairman of Global Corporate Services  
Specialised groups, teams and systems when referring to the whole name 
e.g., <<Company Name>>’s Resourcing team did an excellent job   
Compass points when they indicate a section of the country or world e.g., Southeast Asia, South England  
Terms that become acronyms e.g., key performance indicators = KPIs   
Names of companies and buildings e.g., Acme Corporation at Acme Palace  
Titles of publications, branded indices and nouns e.g., Financial Times.   

You should not use capitals when: 
Titles when not referring to a particular person e.g. The team will include project managers and client directors   
When talking about a generic team, as opposed to a specific <<Company Name>> or customer teams, e.g. A local resourcing team will deliver the services  
Compass points to show a direction e.g. The building is to the north of the park   
Services and functions we will deliver. “We will provide project management for….”  
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[bookmark: _Toc210728392]General Writing Rules 
	RULE 
	USAGE 

	Ampersand 
	Do not use Ampersand to abbreviate the word “and” unless it is in common use. For example, “B&B”, Marks & Spencer” 

	Comma 
	Use a comma before ‘and’ in a series of three or more. For example, “Microsoft, Amazon, and Apple” 

	Em-dash 
	Do not use, as a replacement for commas or semi colons.  

	Forward Slash 
	Put spaces around a forward slash. For example, “Work / life balance”. If here is strict word count a quick way to gain extra words is to remove the spaces as the ‘/’ will count as a word.  

	Agile and Waterfall 
	Capitalise when using in context of the methodologies. For example, “We will use Agile techniques to…” 
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[bookmark: _Toc210728393]General Punctuation Rules
	RULE 
	USAGE 

	FULL STOP. 
	Indicates the end of a sentence: 
There is no need for a full stop in peoples’ name  
Headings in your proposal do not need full stops 
Bullet Points do not need full stops unless each bullet point is a sentence 
Sentences that end with a web address should not include a full stop 

	COMMA, 
	A separator between parts of a sentence: 
Be sparing with their usage. A comma every few words prevents the buyer’s understanding 
A pair of commas at the start and end of a statement cordons off information that is an aside, explanation or addition 

	COLON: 
	To introduce supporting information: 
It makes an announcement. For example, Widget Pro: Our award-winning product. 
It introduces a list. 

	SEMICOLON; 
	To run on two connected sentences, where a comma is not strong enough. Use semicolon: 
To sustain a pause in the sentence without breaking the flow 
To separate a list, especially when the list has commas within the text 

	EM DASH - 
	To show an aside, explanation or addition: 
They can also add emphasis: 20% below todays cost – lowest price 
Use in pairs to draw attention at the start and end of a phrase 
Use with a space either side of the dash 

	SQUARE 
BRACKETS [] 
	Shows that the text within does not belong to the document or quotation You include it clarity. For example, ‘We [Acme Corporation] are delighted with the service’. 

	BRACKETS () 
	Surround an aside, explanation or addition. Like the dash. 

	CAPITALS ABC 
	Shows the start of a sentence, paragraph or heading. Use sparingly, especially within sentences: 

	HYPHEN - 
	Makes a links between subjects (computer-based training): 
Generally used between an adjective and a noun 
Do not use when one of the words is a verb 

	APOSTROPHE ‘ 
	To show ownership or for contraction of words: 
Use to show ownership ‘the customer’s responsibility’ 
Be wary of using it for contraction. ‘It is’ is more professional that ‘It’s’ 

	ELIPSES … 
	Use to show information is missing or to introduce suspense: 
Should always be three full stops 
Should have a space before and after, unless followed by a quotation mark 

	QUOTATION 
MARKS ““ 
	To show the opening and closing of direct speech: 
The comma should follow the final quotation mark 
You can use it to clothe a word to show irony. We do not recommend this usage within proposals 

	EXCLAIMATION MARK! 
	To show surprise, shock, or dismay. I suggest that you do not use exclamation marks within proposals. 

	QUESTION MARK? 
	Use to show that you are asking a question. 
Only use, when necessary, in a proposal – we should not be asking questions 
Bracketed (?) can show that you have doubts in a statement. This is informal and we should not use it in this manner in proposals 
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