
 
 

Marketing Moxie Podcast       

Episode 37: Creating A Kick Ass Proposal with Jules Taggart       

Show notes at: http://www.maggiepatterson.com/episode37     
  

  

MAGGIE:  

  

  

Today on Marketing Moxie, we continue with the business of business 
series.  I'm your host, Maggie Patterson.    

Today, we are talking to guest expert Jules Taggart about sales 

proposals.  And don't shake your head.  This is an exciting and important 

topic if you want to be bringing in money into your business.  Let's get 

going.   

INTRO:  

  

Welcome to Marketing Moxie with your host, Maggie Patterson.  This 

show is dedicated to practical and proven, online and offline, marketing 

ideas that you can take away and apply to build your business, all with 

Maggie's signature, to the point, style and sass.  Let's go.    

MAGGIE:  

  

Now, if you've been listening to Marketing Moxie for a while, you may 

remember Jules from one of our very first episodes when she came on to 

talk about copywriting.  Today, Jules and I are going to talk about sales 

proposals, some scary things I've experienced with sales proposals, and 

really how to create a proposal that makes them say yes every single 

time.  Let's get going.  

  

  

Hey, everyone.  We have Jules Taggart from Amp and Pivot on the show 

today.  She's going to talk to us about sales proposals.  Jules is actually 

our very first repeat guest, so Jules, welcome back to Marketing Moxie.  
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JULES:  

  

Thank you.  What an honor.  

MAGGIE:  Well, I like you that much.  Sales proposals, this is such a, like, dry topic.  

I think they're really intimidating for a lot of people.  I know when I started 

out I've just always done proposals the same way.  I was trained one way, 

and I've always done it that way.  Maybe I'm making a mistake, so what's  

probably the biggest mistake people make when it comes to putting 

together that sales proposal or quote?  

JULES:  

  

I think the biggest mistake people make is that they're scared to promise 

results.  They say here's what I can do for you.  Here are the deliverables 

I'm going to give you, so in my world of copywriting, you know, here are 

the five pages of copy I'm going to write for you.   

MAGGIE:  

  

Yes.  

JULES:  

  

And while someone wants to hear that, they also want to hear: Here are 

the five pages of copy I'm going to write for you that are going to help you 

make more money.  It's that second piece that people really forget, and 

we're kind of scared to add on because what if it's not true.  But I think, 

unless you're confident enough in your own abilities to say, hey, this has 

worked for other people, I've helped people make more money or do 

bigger and better things when I work with them, that's what really closes a 

sales proposal.  

MAGGIE:  

  

Yeah.  It's a good point.  When you're confident, and you're like, there's 

really -- you set up that expectation like, really there's no other choice but 

me.  

JULES:  

  

Yep, exactly.  

MAGGIE:  

  

And I'm glad you call that results because that's one thing I think that 

even I always still struggle with.  I know I can get you results.  I just -- oh, 

do I want to overpromise?  

JULES:  

  

Right, yeah, and there's a difference between, you know, you don't want 

to overpromise and under deliver, but if you know you're great at 

something and you're selling it, don't be afraid to sell yourself completely.  

I think we stop just short of selling ourselves completely sometimes, and 

that makes it hard for someone else who doesn't know us quite as well to 

know what we can do.  

MAGGIE:  

  

Yeah.  I mean, a little bravado goes a long way, right?  

JULES:  

  

Right.  

MAGGIE:  

  

What are the must have elements of a proposal?  You're sitting down.  

You're ready to do it.  What do you absolutely need to put in there?  



JULES:  

  

I would say the first thing is to be ready.  That's sort of a given, but a lot of 
times I will ask for a proposal for services when I'm hiring vendors.   
They're like, yeah, I'll get that to you in a week or two.    

MAGGIE:  

  

Ooh.  

JULES:  No, I'm ready to make a decision now, and so I think that's a piece of it.  If 

you set aside an hour or two a week just knowing that you're going to  

have proposals to write, that makes it easier so that you can kind of be 

competitive with your timing.  

MAGGIE:  

  

Yes.  

JULES:  

  

As well as all of your results and everything.  The second thing I would 

say is to customize them.  If you're using Bidsketch, I use Bidsketch, and I 

love it.  There are a bunch of different services out there that you can use 

for proposal creation, but it allows you to save a lot of things.  

MAGGIE:  

  

Yeah.  

JULES:  

  

If you are always selling the same thing, great.  But customize each one 

because not only does the person want to see what you're going to do for 

them, but they want to know that you know their business.  And so 

customizing each proposal makes it worthwhile.  That's why you don't 

write a proposal for every person that asks you to write a proposal for 

them because it takes time, and you do need to customize it.  That's 

probably a conversation for another day, but customizing them is key.  

  

  

I would say using examples as often as you can, so if you're telling 

someone that create graphic design for websites, show them some 

examples of the work that you've done that's applicable to their situation.  

If they are a coach, make sure you show them examples of other coach 

websites that you've done, not an insurance company website or 

something else  

MAGGIE:  

  

What is your number one, super secret tip?  I'm sure you have one, Jules.  

You always have some sort of gem of wisdom when I talk to you.  Share it 

with us.  What is the number one thing you think makes the difference in 

your sales proposals?  



JULES:  

  

I think it's a tie between there's -- people will say, hey, give me a proposal 

and here are the kinds of things that I want to see in it.  And so a lot of 

times it's easy to just fulfill that request.  You give the proposal as they've 

requested it.  But as you're going through and customizing it, you know 

you see things that you're like, well, what if they did this.  They didn't ask 

me for a quote on this, but I will always, if it makes sense, I will toss in 

something like that.  And it's always optional.  It's not something that the 

client would have to choose.  But it gives them an option, and it shows 

them I have their best interest in mind and I'm trying to help them with 

their entire projet, not just the piece that they think they need.  That's 

probably one thing that helps me close a lot of proposals is people will 

see that it's something that's customized, that I really thought it out well, 

and I've got their best interest in mind.  

  The other, I think, is the subject line.  I've received proposals that say, 

"Proposal for marketing services," or something along those lines in the 

subject line.  I sometimes open those, but honestly I know what I'm going 

to get myself into when I do.  It's going to be really not the right fit for me.  

I think, if the proposal has a subject line that tells me what the results are  

going to be in the subject line, I'm so much more willing to open it and 

spend some time looking at it.  

MAGGIE:  

  

I love the subject line.  That's clever.  You're smart, Jules.  Let's talk about 

follow-up.  I know this is one of the things that have come up in one of the 

groups we're in.  It can be awkward when you put the proposal out there, 

and then you're not really sure about the follow-up.  What are some of 

your best tips for kind of setting the expectation of when you're going to 

follow up and kind of how you deal with things when people are 

nonresponsive and those types of things?  

JULES:  

  

Yeah, well, any time you put a proposal together, you probably already 

had an initial conversation.  Then you put time in to putting the proposal 

together, so you're already maybe two, maybe even three hours into the 

relationship at this point, so you have to get a yes or a no.  At this point, 

you deserve a yes or a no.  

MAGGIE:  

  

Yes.  

JULES:  

  

And so I think using Bidsketch again, and there are tons of tools out 

there, but it's the one that I love, it's awesome because it tells you every 

time someone opens your proposal.  Let's say I send you a proposal, 

Maggie, and you know it's coming.  It arrives.  Instantly Bidsketch tells me 

that you looked at it.  I know that you've taken a look at it.  If it tells me 

that you've opened it a time or two again in the next 24 hours, I probably 

won't follow up with you.  You're looking at it.  You're thinking about it.  I 

don't need to bug you.  



  

  

If you don't see that you open it more than once in 24 hours, I will email 

you and say, "Hey, I just wanted to make sure you received my proposal.  

Let's talk about any questions that you have," or whatever.  But at that 

point you've opened it once, but you haven't looked at it again, and so 

what's the problem here?  A lot of times people will open something on 

their phone, and then they need, okay, I need some time or maybe to 

print this out or whatever, so they come back to it.  If you haven't done 

that within 24 hours, I'm losing time.   

MAGGIE:  

  

Yeah.  

JULES:  

  

Following up within 24 hours, I think, is key.  If you wait a week, it's over.  

It's too late.  

MAGGIE:  

  

Interesting.  Here's a question.  You said a few minutes ago about 

keeping, being particular about who you give proposals to and not.  Do 

you have a criterion?  Is it a gut feeling?  How do you decide who gets a 

proposal and who is just a, no, I don't think this is going to work for us?  

JULES:  Yeah.  I think it depends on what the project is and how customized it is.  

If it's something that is one of my services that's more cut and dry and it's 

kind of pick something off of a shelf --  

  

 

MAGGIE:  

  

Yeah.  

JULES:  

  

-- which not very many of my services are, and probably not for you either, 

Maggie.  

MAGGIE:  

  

Nope.  

JULES:  

  

In that case, I wouldn't write a proposal.  But we've always had a 

conversation by this point, so I jump on a Google Hangout or a call or 

whatever with a potential client, and I get a sense of what they're looking 

for, if I even think I can help.  And if I do, whether or not I think how 

confident I am that they're going to move forward.  If I don't feel super 

confident, I often will steer them towards a project that's more off the shelf 

instead of doing a proposal because I think, if they're not going to spend, 

if I get the feeling they're not going to actually move forward and spend 

time reviewing the proposal and really considering it strongly, I'm not 

going to spend time on it.  It's just too time-consuming.  For me, it's a gut 

feeling.  I don't know.  How about you?  

MAGGIE:  

  

It's a bit of a gut feeling, but I think it's kind of interesting.  I've had two 

things that have come up in the last little bit that I've been -- when people 

want proposals for something that's off the shelf, and I really, I strongly 

dissuade them, but they're insistent.  Like, for an about page, do we really 

need a contract?  



JULES:  

  

Right.  

MAGGIE:  

  

It's a $249 service.  Either you trust me or you don't.  

JULES:  

  

Right.  

MAGGIE:  

  

I think that at any point when someone starts to question my integrity, my 

back goes up.  I know that's a bit of, I think that was a bit of a red flag, and 

I probably should have managed that better.  But what do you do, Jules--

I'm really curious about this--when you just know in your gut it could be a 

good fit, but they're on a fishing expedition?  

JULES:  

  

Ooh, the fishing expedition.  

MAGGIE:  

  

And so I've had situations where I literally got on the first call.  I'm like, it's 

great.  I know I could do really, really great stuff for them.  But I just knew 

that they had no intention of hiring someone, that they were literally just 

looking for ideas.  

JULES:  

  

Oh, my gosh.  

MAGGIE:  

  

Yeah, like tips like -- it's always things like, well, could you give me some 

out-of-the-box creative ideas?    

JULES:  Oh, I don't do any of that on a phone call.  Honestly, you and I are similar 

in this way.  That's what people pay us for, right?  

  

MAGGIE:  

  

Yeah.  

JULES:  

  

And I think your listeners are the same way.  People pay you for your 

brain, and so if you're selling your brain, it's really hard to also give it 

away for free and then expect people to pay for it.  

MAGGIE:  

  

Yeah.  

JULES:  

  

I don't do brainstorming over an initial phone call.  I just don't.  If you've 

seen my work, you read testimonials of my work, you've checked 

references if it's a huge project or something, and you're still not 

comfortable, then you're still not comfortable and probably I shouldn't be 

either.  You're totally right, Maggie.  I would not put up with that.  

MAGGIE:  

  

Yeah, I had someone back in the spring really back me into a corner and 

insist that, in the proposal, there must be creative examples.  

JULES:  

  

No.  

MAGGIE:  Of things I could do for them.  I was like: I don't do that.  I said that's what 

we will do in your initial planning session.  It turned very awkward.  



  

JULES:  

  

Oh, my gosh.  That's like being a Web designer and putting in your 

contract that you must provide three pages of well designed and 

developed pages of websites.   

MAGGIE:  

  

Yeah.  

JULES:  

  

No, that's the work that you're doing.  Yeah, I completely agree with you.  

MAGGIE:  

  

Yeah.  When I worked in an agency, that was a really common thing.    

JULES:  

  

Mm-hmm.  

MAGGIE:  

  

People would go to like four agencies, not hire anyone, and then you'd 

see them implementing all the grand, fantastic ideas they got in the 

proposals.  

JULES:  

  

It's interesting.  You only make that mistake once.  I'd, about two years 

ago, been on a project, and it was a really big project.  The bid itself 

probably took me a week.  It was a huge project.  They wanted examples 

like that, and I got burned really badly.  

MAGGIE:  

  

Yes.  

JULES:  

  

When that happens, you just -- oh, man, you don't make that mistake 

twice.  

MAGGIE:  Yeah.  Lessons learned, right?  

  

JULES:  

  

Yep, absolutely.  

MAGGIE:  

  

All right, Jules.  This has been great.  If people want to learn more about 

you and how they can work with you, where can they find you?   

JULES:  

  

They can find me at AmpandPivot.com, and I'm on Facebook at 

AmpAndPivot, Twitter @JulesTaggart.    

MAGGIE:  

  

Thank you so much, Jules.  

JULES:  

  

Thank you.  

MAGGIE:  

  

Now, I will be the first to admit sales proposals are not a very glamorous 

topic, but I think Jules and I made it just a little bit fun because, the reality 

is, if you are doing one-to-one work where you're bidding, quoting, 

providing proposals, you need to really give it care and attention without 

letting that prospect stage of things take over your business.    



  

  

The number one tip that Jules gave us was to really include the results in 

the proposal, and I think this is very powerful.  I've received some 

proposals in the past where there was really no focus on results.  What 

are you going to help me actually achieve?  It's not just about the strategy 

or the tactics; it's about helping me reach my end goal.    

  

  

Really, explicitly state in that quote, in something else, what that is going 

to do.  If you're a designer, what is that website going to help them do?  

Increase your traffic?  Makes more sales?  What's it going to be?  The 

same thing if you're a copywriter or whatever your service is.    

  

  

  

Takeaway number two is be ready, and this is--oh, my gosh--such a pet 
peeve of mine.  Be ready to service, and don't make me wait weeks and 
weeks to get a proposal because, if I'm waiting weeks and weeks to get a 
proposal, you know what that's telling me?  Do you know what message 
you're sending your client?  You're too busy.    

If you're at the point where you're going to say yes to doing a proposal, 

make sure you have the two to three hours or however long it is you need 

to get it done in a timely manner.  I personally try to always deliver my 

proposals within 48 hours.  I encourage you to do the same because, 

personally, my proposals have a very high close rate.  That's not to be 

boastful.  I've been doing this a long time.  But you can also make 

yourself stand out because it says you're invested, that customer service 

is important to you, and that you will do what it takes to get the job done.  

  And takeaway number three, which I absolutely love: customize your 

proposals.  When Jules talked about customizing your proposals, give 

that little extra bit.  Give another suggestion of something they could be 

doing to spark their imagination, to let them know that you are not just a 

yes person, that you are thinking about their business, that your head is in 

their strategy.    

  

The other part that she spoke about that I just--oh, my gosh, what a great 

tip--was the subject line.  Talk about how this proposal, this work you're 

going to do together is going to help them reach their goals, make more 

money, whatever that goal is, to really get where they want to go.  

  

If you want to check out more about Jules, you can hop on over to the 

show notes at www.MaggiePatterson.com/episode37.  I have links to 

everything we discussed in the show, including Jules' website and 

Bidsketch, which she referenced quite a bit during the interview.    

  

If you want to keep the moxie going, you want to share ideas, and chat 

with likeminded people who love to bring a little moxie to their marketing, 

you can join us over in the Facebook group.  It is free.  

www.MaggiePatterson.com/group, and that'll bring you right over to join us 

in Facebook.  

  



And, as always, if you want to chat about anything you heard in the show, 

you can tweet me @MagsPatterson on Twitter.  Thank you so much for 

listening, and I'll catch you all again soon.  

  

OUTRO:  Thank you so much for listening.  Hop on over to our home base at 

http://www.MaggiePatterson.com for the show notes and more episodes.  

And you can join the Marketing Moxie Facebook group at 

www.MaggiePatterson.com/group.  And remember, as Yoda says, "Do or 

do not.  There is no try."  That's what having moxie is all about.  

  

Show notes at: http://maggiepatterson.com/episode37    
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