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Introduction 
This is Part 1 of a two-part series on an ignored topic – project management in the commercial environment. 
Unique issues are now faced by the PM; adding a paying customer and a profit seeking vendor to the list of project 
stakeholders is a significant game-changer. This has not been addressed by PMBOK®, nor other standards I am 
aware of, and is missing from most PM training agenda.  
First, Win the RFP 
The clients RFP (Request for Proposal) puts the PM on the threshold of the commercial project lifecycle. 
1. Bid or not to Bid. There are different internal (vendor) accountabilities at play. Sometimes the decision is 
mysterious. The PM must deal with sales optimism, and the client’s preconceptions. 
2. Client preconceptions on the triple constraint: Ambiguous scope; Inadequate budget; Incompatible demands.   
3. Win is never confirmed until contracted: Commitments may be modified; Resources may be reduced; 
Contract/bid bond can be forfeited. 

Second, Deliver the Project 
The PM will find there are five common dilemmas to be resolved: 
1. What exactly did Sales promise? Sales are incented to make the sale, are naturally optimistic, possess a reduced 
sensitivity to risk factors, and can create expectations with the client. 
2. Why does this feel like two projects? Because it is two projects. Procurement involves a buyer’s team and a 
seller’s team, contracting can be confrontational, the vendor PM and client PM have different objectives and 
methods, and vendor/client silos can form. 
3. Who exactly is the project sponsor? Hard to locate amid many stakeholders, and communications will be 
monopolised by the client PM. 
4. How am I expected to make a profit? Client assumes all risk downloaded to vendor (FP) and vendor PM lacks 
business knowledge, and adequate delegation. 
5. PMBOK® doesn’t say anything about this. The Procurement KA makes it seem as though a new project is 
starting. Charter ownership unclear, may be irrelevant in view of the contractual relationship. Vendor business 
processes ignored. PRINCE2 is worse, as it simply assumes that procurement is out of the picture. 

Conclusions 
Four takeaways are a base for building the solutions in Part 2:  
1. This is new ground, as there is little PMBOK® coverage and no 

understanding of the PM’s business responsibilities. There’s a 
training need, a standards need, and very little supply. 

2. Selling a good project needs more than a salesman. 
3. This is not just PM, but a Business Relationship. That changes 

PM behaviours and introduces a salesman, and a sponsor who is 
also a customer. 

4. These are serious concerns for both vendor and client. 
 (Series reference and recommended for detailed guidance is Commercial Project Management: A Guide for Selling 
and Delivering Professional Services, published by Routledge.) 
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