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  Engage as early as possible.

Look for opportunities to engage agencies very early in  

the procurement cycle to better understand their needs  

and problems.

DHS’ Soraya Correa exhorted federal procurement and IT 

officials to engage vendors early in the procurement process 

to research technologies and potential solutions for the 

challenges they face — and vendors need to take advantage 

of those opportunities. “As early as possible, get out there 

with your problem statement, even before you’ve fleshed out 

your requirement,” Correa said. “Get out there as soon as 

you have a draft of the requirement. Get out there as soon 

as you think you know what your evaluation criteria is going 

to be or your strategy. The more information that we can get 

out there, the better that procurement is going to be and the 

more time we’re going to save on the tail end of the process, 

which is when we’re evaluating and actually making the 

award selection.”

  Utilize all channels to engage  

procurement officials.

Federal procurement and IT officials research companies 

and marketplace offerings in a variety of ways, depending on 

the procurement at hand. Among the information sources 

they may tap into: company responses to RFPs; an agency’s 

small business office; events; face-to-face meetings; in-house 

repositories of past vendor interactions; webinars; trade show 

booths; white papers; case studies; company websites and more. 

As DHS’ Correa said: “[It’s] all the above. It’s going to depend 

on the industry that we’re trying to buy from and how much 

we know about that industry already. For example, if it’s 

professional services, we have a huge database of professional 

service companies, we get marketed all the time. We look at 

their websites. We’re familiar with the information that’s out 

there. But when we’re focusing on new technologies, those 

white papers, those use cases become important. It depends. 

We go to webinars, we go to breakfasts, we participate in a lot 

of the industry events that go on around town. We try to be as 

interactive as possible with industry, especially when they’re 

hosting events. We go to all the big trade shows.”

Kay Ely of GSA said GSA procurement officials attended and 

spoke at 150 events last year. “We learn from those events. We 

really need to know the market. We have several subscription 

services and that’s where we get a lot of information.”

  Be aware and receptive to new types  

of engagements.

Agencies are trying innovative ways to connect with you, so 

keep your eyes open and take advantage of those opportunities. 

For example, DHS conducts something called Acquisition 

Innovation Roundtables, where department officials collaborate 

with industry associations to solve specific challenges.
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DHS’ Correa explained: “An example of that would be, ‘How do 

we attract non-traditional partners?’ We brought in industry 

associations, we brought in folks from Silicon Valley and 

places like that, and said, ‘How do we talk to these folks? How 

do we convey our interest in seeing what’s out there?’ We’ve 

used that to improve our requests for information (RFIs). 

We’re now going to be putting out guidance to our folks on 

how to better explain to industry what we’re trying to do when 

we’re doing market research and what kind of information 

do we want. So it’s about trying to figure out how do we best 

communicate with industry with the limited resources that we 

have in multiple mechanisms and really solve the problem of 

communication, not just throw information out there for the 

sake of information.”

  Plug into social media.

Many agencies are using it for procurement-related 

messaging, so you should too.

Said GSA’s Ely: “Having technology and Twitter and some of the 

other social media [helps us] to get out early and get out quickly 

and get feedback. I think we have the opportunity for speed and 

we have the opportunity for robust [communication] just with 

the benefits of technology alone.”

Darlene Coen of NASA’s SEWP program agreed: “We utilize 

[social media] as a huge communication piece, not only 

for where the program is going to be — either traveling or 

presenting or participating in panels or at conferences — [but 

also] so that we can make all of industry and our government 

customers aware of what’s happening within the federal 

community.”

  Participate in Reverse Industry Days.

This is a new concept pioneered at the Department of 

Homeland Security and it is attracting attention from other 

agencies. In a Reverse Industry Day, a federal department or 

agency invites industry members to come educate federal 

contracting officers, IT specialists, program managers, 

engineers and other procurement stakeholders.

Correa of DHS explained: “It’s for us to learn from industry 

what motivates them, how they react when they see a request 

for information, what do they do when they see a draft RFP, 

how do they structure their pricing proposals, what are their 

internal procedures and thought processes, why do they 

feel they have to come and meet with program managers X 

number of times per year? It has been highly educational. 

… That’s important, because if we understand what they’re 

looking for and what they need then we can target and use 

our resources more wisely.”

  Do your homework.

Know the specific problems and challenges an agency 

is facing before meeting with decision-makers from that 

agency. Know its budget and programs. Know the status 

of its procurement programs, the directives, policies and 

compliance demands it faces. A lot of that information can 

be obtained via agency websites, the President’s annual 

budget request, Offices of Small and Disadvantaged Business 

Utilization that are at most agencies, industry liaison officers, 

and agency-sponsored events such as Industry Days.

GSA’s Ely said industry people she meets often aren’t 

prepared. “When I do have the opportunity to meet with folks 

from industry, we’re in that one-on-one conversation and 

I ask about the OMB memo on software [the June 2, 2016 

memo on “Category Management Policy 16-1: Improving 

the Acquisition and Management of Common Information 

Technology: Software Licensing”], it hasn’t been read. So my 

tip to anybody in industry is: If you’re going to get this precious 

time with a senior executive at a particular agency, do your 

homework. Read their strategic plan. Figure out where their 

pain points are. Figure out what they’re trying to achieve. And 

figure out their big drivers — things like the OMB memo [on 

software acquisition].”

Correa of DHS added that industry representatives, when they 

have a meeting with a federal executive, should avoid talking 

about how great their company or product or service is. “Don’t 

come and tell us that. Come and talk to us about what makes 

you unique, what do you have to offer, why should we be 

talking to you.”

  Provide feedback — it makes a difference.

Whether it’s RFPs, RFIs, or procurement strategy interactions, be 

sure to speak up. Federal procurement planners are listening.

As Ely of GSA said, “The greatest benefit certainly with some 

of the acquisitions that we’ve had in GSA and throughout my 

entire federal career has been the opportunity to course-

correct. We have a large procurement that’s going on right 

now and we received 1,600 comments. That was a lot of 

comments, but it was good information and we’ve completely 

changed our approach and what we were thinking in regard to 

that particular solicitation and proposal. So I think one of the 

greatest benefits has been that robust and early dialogue.”

To listen to this Market Chat program in its 
entirety please go to:

http://federalnewsradio.com/category/sponsored-content/

market-chat/
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