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▪ Encompasses every aspect of your being.

✓Your persona

✓Your communications

▪ Branding

MARKETING
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▪ Your brand is your promise to your customer. 

▪ It tells them what they can expect from you, and it differentiates your business from 

your competitors’. 

▪ Your brand is derived from who you are, who you want to be and who people 

perceive you to be.

BRANDING
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WHAT IS THE CAPABILITY STATEMENT?

▪ A document containing very specific and concise information on your business. 

✓ It tells who you are and what you do.

▪ It is an important marketing tool regardless of the size of your company.

▪ The number of pages depends on what you have to say.

▪ The key areas that should be included are: 

1. Contact information

2. Geographical coverage

3. Core competencies / capabilities 

4. Differentiators / including facilities and equipment 

5. Past performance 

6. Corporate data, industry codes (like NAICS codes) and certifications.

▪ Distribute as a PDF, not a Word, PowerPoint.
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DIFFERENTIATORS

▪ In creating this section you should answer these questions:

1. How is my company best suited for the needs of the firms I want to do 

business with in the private and government sectors? 

✓What does my company do extremely well?

2. What is it about my services that make my business stand out from the rest? 

3. What is it about my team that give me an advantage over our competitors?  

This can be perceived or real.
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DIFFERENTIATORS

▪ Many companies fail to include this section.

▪ This can be hard; it takes researching your competition and recognizing what 

you do better than them. 

▪ If you don’t feel you have any distinguishing attributes, begin cultivating them 

so they can become part of your story.
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DIFFERENTIATORS

Key Differentiators

Our modern equipment is capable of installing 

either straight or bell bottom drilled shafts, 

cased or uncased, 18” diameter to 12’ diameter 

with depths of up to 137’.  We can handle jobs 

that involve one drilled shaft to several hundred 

drilled shafts.
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DIFFERENTIATORS
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DIFFERENTIATORS
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OUTSTANDING COPY

▪ Your text should not just tell, it should sell. 

✓ Want to convince the reader that you can solve their problem because you 

have the know-how and experience.

▪ There is no requirement that your capability statement look a certain way. 

▪ Design it and then market it.

▪ Start with the basics – you design for your reader, not for you. 

✓ It’s great that you have doubled growth in just two years, if you have, talk 

about it.
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LAYOUT-DESIGN

▪ Can be in a bulleted format or written in a few sentence statements.

▪ Calls for a strong heading and a great image right at the top, so reader knows exactly 

what the rest of the document offers them. 

▪ Your contact information and call to action. 

✓ This is often done either with a sidebar on the left, or with a footer bar on the 

bottom. 

✓ Readers are looking for this information, so don’t make them search to hard.

▪ Too much cluttered information leads to information overload, which may result in the 

reader putting down the page. 

▪ Effective use of white space will make your capability statement seem more professional, 

easier to read, and will stand out more.
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COLORS

▪ You probably already have colors that are associated with your brand. 

▪ You want to continue to reinforce these in your capability statement. 

▪ Your capability statement should have the same branding colors as your 

brochures, your business cards, and website.

▪ Or, you may want to create a different feel, so start with your brand colors. 

▪ Stick to two or three main colors, and don’t stray from them. 

▪ Use colors that will convey a feeling you want the contracting officer to feel. 

▪ Dark blue is trust, red is authority and dynamism, green is financial, etc. 

▪ If you want to learn more about color psychology, head over here:

✓ Color Psychology: How Color Meanings Affect You & Your Brand (oberlo.com)

https://www.oberlo.com/blog/color-psychology-color-meanings
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USE BOTH SIDES

▪ Some suggest that the information should be kept to one page.

▪ It depends on what you have to say.

▪ If you have very little information, then you may be able to fit it on one side. 

▪ However, don’t make the mistake of cramming text and information on one side in an 

effort to make it fit on one page. 

✓ You lose a HUGE opportunity to provide more valuable information if you have 

more to say about your company.

▪ When you free yourself to use both sides, you’ll find you can create a truly dynamic 

and powerful capability statement. 

▪ Best of all, the reader will be forced to keep turning the page to learn about your 

company.
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THE SECOND SIDE

▪ Testimonials, past successes and case studies.

▪ Pick two or three past clients that can really champion your business.

✓ Include their testimonials, business contact info, their story, and even a headshot 

if you can get one. 

▪ The second side can also showcase photos of past projects. 

▪ A one-sided capability statement may be able to show a tiny picture of a single 

project, but the back can display more projects and more information.
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Certification

Corporate Data

Certifications

Core competencies

NAICS

Past performance

Geographical Coverage

EXAMPLE
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EXAMPLE
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EXAMPLE
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EXAMPLE
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EXAMPLE
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EXAMPLE
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EXAMPLE
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EXAMPLE
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EXAMPLE



Presentation Folder

Website

jterry@jtelectricalconstruction.comEmail

INTEGRATION

Clothing

Vehicle

Stationery

Capability Statement

Business Card
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MARKETING

▪ Send to as many purchasing officers and decision makers as possible. 

▪ Follow-up with calls and emails.

▪ Have available for virtual and in-person meetings.
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NETWORKING-OUTREACH EVENTS

▪ Significantly important.

▪ Gain direct interface with potential buyers.

▪ Allows you to sell yourself and in turn your business.

▪ Offers you the opportunity to put materials directly into the hands of the buyer 

or representatives on site.



THANK YOU.

Contact

Suzanne Stantley

312-436-0301

sstantley@griggsandmitchell.com
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QUESTIONS 
AND 

ANSWERS
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DIVERSITY AND STRATEGIC DEVELOPMENT

Programs
• ConstructionWorks

• Diversity Webinar Series

• Earned Credit Program

• Partnering for Growth Program

• ROCIP

• Small Business Initiative

• Technical Assistance Program

Initiatives

• Virtual outreach sessions

• Training webinars

• Contracting opportunity emails

Register for Tollway Diversity alerts!

• lponce@getipass.com

Visit illinoistollway.com to get started

mailto:lponce@getipass.com
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THANK YOU


