
EVERYWHERE YOU LOOK, there’s a government agency
at work. Whether it’s municipal, state or federal, chances
are an office that works on behalf of the public with public
funding will still need some promotional assistance to get
the job done. Here’s where you come in but be advised, pub-
lic-sector clients are a horse of a different color. To get the
most out of a government client, there are some unique fac-
tors to consider.

One of the most significant differences between earning
business from private sector and government clients is the
procurement process. “Don’t make the mistake of
approaching this market as you would traditional corporate
business—this won’t work,” says Tom Goos, president of
Kirkland, Washington distributor Image Source (UPIC:
IMAGESCE). 

“While each government agency has its own unique
processes, many of them are similar in that they have cycli-
cal buying cycles where they do all or most of their buying
once or twice a year. You must be in regular communication

with your agency contacts so you not only understand their
purchasing plans but also ensure that you are included in
the bidding process.”

Goos says the bidding process for government agencies
is more formal compared to most for-profit companies.
Many agencies use blind bidding and require at least three
bids, but sometimes as many as 50 companies will compete
for one project. “Of course relationships are still important
with the government agencies, but they are not as signifi-
cant as with corporations when making the final decision,”
says Goos.

Image Source’s government clients most often seek
guidance with awareness campaigns that focus on a partic-
ular service or product. “We have executed campaigns
around ballot initiatives, reading programs and lottery pro-
motions,” Goos says. “In the end, the goal they are trying to
achieve is very similar to a corporation: They have a go-to-
market strategy, and promotional products are generally a
key element to achieving the desired results.”

Public Sector Promotions
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Other unique requirements by government agencies
seeking to procure promotional marketing include having
to spend a certain percentage with companies that are cer-
tified as minority business enterprises (MBE) or woman
business enterprises (WBE).

Goos explains that while it is possible to provide the
best price and most unique idea, a bidder could still lose
the project if they do not meet either critera. “If you are
neither MBE nor WBE, one strategy would be to select
promotional products suppliers that are minority- or
woman-owned and include them in the Tier Two report-
ing in the bid.”
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• When working with any not-for-profit, and especially
governmental agencies or departments, the value of
the promotional merchandise must be justified since
it is paid for by tax dollars. Therefore, it is imperative

to create value by offer-
ing ideas that drive ROI,
attendance or reach the
clearly identified goal of
the program.

• Don’t assume all items
need to have a low price
point. In fact, offering
products that meet and
exceed the needs and

expectations of the client and overall program is the
key to repeat business.

• Understand the guidelines and systems for the pro-
curement process, as it is often complicated. By
understanding the process, you can get ahead of the
competition and win opportunities. For example,
many state and government agencies have an online
bidding system for their buying process, which is
often set as an e-reverse auction or competitive blind-
bid model. However, other agencies appreciate rela-
tionships and the value of vendors that understand
their clients, employees, partners and community—
and they are willing to award this extra effort with
business that is not done in a competitive bid system.
The key is knowing where you fit in based on your
core competencies.

Source: Image Source

Tips For Working With
Government Clients

The U.S. Government Services Administration (GSA)
is the agency that coordinates purchasing for federal
government offices. The GSA and its Federal Acquisition
Service office (FAS) connect government offices with
approved vendors to fill purchasing needs. To become
an approved vendor and participate in a federal govern-
ment bidding process, the Small Business
Administration recommends following these steps:

1. Determine the size of your business.

2. Obtain a DUNS (Dun & Bradstreet) number, a unique
nine-digit number assigned to contractors.

3. Register with the System of Award Management (for-
merly Central Contractor Registration).

4. Obtain an NAICS number for your company.

5. Compile past performance evaluations.

It’s also recommended that you know and can pro-
vide your Federal Tax Identification Number, Standard
Industrial Classification Codes, Product Service codes
and Federal Supply Classification codes.

Source: SBA.gov, Government Services Administration

Get In On The
Bidding Process
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CASE STUDIES
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Are You A Small Business, MBE or a WBE?
CHECK OUT THESE RESOURCES for more information on the federal

bidding process.

The Office of Small Business Utilization
www.gsa.gov/portal/content/105221

The Association of Procurement Technical
Assistance Centers
www.aptac-us.org/new

The Minority Business
Development Agency
www.mbda.gov

Women’s Business
Development Center
www.wbdc.org

Making A Note Of 
Summer Reading

FOR SEVERAL YEARS, distributor
Image Source (UPIC: IMAGESCE) has
produced a summer reading program
in conjunction with the local library
system that includes a unique pro-
motional product incentive for kids
who read for 20 hours or more during
the summer. 

The library system provides the
yearly theme and the Image Source
team brainstorms on merchandise
ideas that fit the young demographic.
To determine the winning product,
the library conducts several small
focus groups with children and final-
izes the choice based on their overall
response.

Based on the audience, the prod-
ucts generally selected are children’s
items such as notebooks, bookmarks
and art kits. The latest incentive was
a custom-molded float motion pen
and notebook combination.

Source: Image Source

Reviving Recycling In Logan County
RESIDENTS OF LOGAN COUNTY, OHIO, needed to get more

involved in recycling opportunities and litter control. The county spon-
sored an environmental poster/essay contest among
schoolchildren, and the winning entries, along
with photos of the winners, were published in an
environmental awareness calendar.

The calendars were distributed by represen-
tatives of the Logan County Litter and Recycling
Office to every student in the county school sys-

tem. Additional calendars were sent to
national, state and local government offi-
cials and dignitaries.

As a result of the program, the recy-
cling program director reported a 15-
percent increase in recycling totals

and a 75-percent decrease in
littering and illegal dumping.
Letters of congratulation and
commendation were also sent
to the county office by then-vice
president Al Gore, Ohio Sen. John
Glenn and House Rep. David
Hobson. 

Source: Boundless Network
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