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Procurement — MPOMHOEYZH / MTPOMHOEIA

H npounOcuon 1 npounOeia avagpepetal otn dtadikaoia

O avayvoplong,
o afltoAdoynong rat
o Ocopeuong
npopnOeutwv
yla TV aroktnon ayabwv 1 Urnpeoiav,
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Baoikec ‘Evvoiec MpopunOeiag

Enxeipnpatirng IIpopunOeia (Sourcing):
H otpatnyikr) dtadikaoia ermAoyng ripopnodeutwy.

E@odiaopog (Procurement/Supply):

H ripadn ayopag 1 e§aoc@aiiong avaAlmoijiov, UATKQV 1)
UTTNPEO1WV.

Kpatikeg IIpopnOeieg:

AlaymvioTikeS 01ad01Kaoieg ITou Impaypatornolei to 6nuooio
yla ayopd UATK®V.

IIpopnOcia (Apofn):
[Tooooto erti cuvaAAayng rmou oOivetratl oe dtapecoAaPnrr).

Zuvavupa Pnpatog:
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1. Avayvoplon avayrov.
2.'Epsuva ayopag rat aftoAoynon npopnOsutov.
3. Alanpaypateuot Kal uroypa@n ovpfaong.

4.IIapaAafn rat NAnpwus.
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Value chain Analysis

*Ability to change
ng-term and trusting relationship with suppliers
salised and bulk procurement

Justyn time strategy as finished goodsare shipped as soon as they are ready for sale
o1 and safety stock in hand

*ITsystemacrosssupplychain  +  Great financial discipline with low debt
*E-commerce infrastructure +  Strongbrand, product, marketplace solution, delivery and
Firm Infrastructure Qm M poslllm&CSR gmn
RS SRR *Emprowement of top management. Effective compliance process through stmﬁedclrmﬁe@and
wn verification
.g *Strong management team * Great management and efficient corporate strategy globally
'S 1 | *Global learning & staff training  * Blend of new hires and promotion
= HR Management *Excellent employee redationship  +  High ethical values among employees
2 *Minimum hierarchy concept * Well monitored labor audit add brand audits
- *Research and product dvp: + Great product techno l;emmm meubdlc

g qumo!ogy | leading edge in technology dvpt rate, blood work lm m
& avelonmant: *Product improvment -.thapm
-
vy

Primary Activities
> Inbound > S > S Outbound > > Marketing & >
2o Operations
logisitcs logistics Sales
Low production costs * Outsourcingmanufacturing + Strongcontrol over global * High brandrecognitionand | @ pmarcoca
Locally purchase most raw and assembly distribution channel reputation ¢ Pre-sales& after
materialsin bulk * Design (R&D) * Just in time delivery * Scale advantage sales services
Specialised materials * Technologicalinnovation  *« Good supplier relation * Priceleadershipandvalue . Use of IT to improve
importantion * Effectve supplychain * Abllity of forward based pricing strategy customer service
Local logistics providers management integration * First mover advantage in e- {touch screen)
Inventory control and reduced + Heavy investment inR&D  +  Use of strong senvers to commerce in the industry s Increased customer
inventory risk * Quality control support and manage * Agressive marketing satisfaction
Focus on product design * Low and no packing options supply chain projects * Celebrety endorsement ¢ Customization
marketing and product *  Nike personals to assist * High allocation on marketing
technology factory management budget
Nike IHM specialzed inrubber, * No heavymetal, glue or * Strong customer base
foam and raw material solent used + Diversity of products offered
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Logistics

* Functions: planning, procurement,
transportation, supply and maintenance

* : science of planning, design and support of
business operations of procurement,

purchasing, inventory, warehousing,
distribution, transportation, customer support,

financial and human resources




Logistics Defined

* Logistics means having the right thing, at
the right place, at the right time

* The science of planning, organizing and
managing activities that provide goods or
services — Logistics World, 1997



Procurement

» Procurement is the process of finding, agreeing terms and
acquiring goods, services or works from an external source,
often via a tendering or competitive bidding process.

» The act of obtaining or buying goods and services.

» The process includes preparation and processing
of a demand as well as the end receipt and
approval of payment.

» The process of procurement is often part of a
company's strateqy because the ability to
purchase certain materials will determine if
operations will continue.
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https://en.wikipedia.org/wiki/Bidding
http://www.businessdictionary.com/definition/goods-and-services.html
http://www.businessdictionary.com/definition/process.html
http://www.businessdictionary.com/definition/preparation.html
http://www.businessdictionary.com/definition/processing.html
http://www.businessdictionary.com/definition/demand.html
http://www.businessdictionary.com/definition/receipt.html
http://www.businessdictionary.com/definition/approval.html
http://www.businessdictionary.com/definition/payment.html
http://www.businessdictionary.com/definition/strategy.html
http://www.businessdictionary.com/definition/ability.html
http://www.businessdictionary.com/definition/operations.html

Procurement

Q H npopnOeia €ivail n diadikacia eUpeonc, CUNPWVIAc OpwVv Kal
anoKTNoNnG ayabwyv, UunnPeciwV N EPYWV ano €EWTEPIKN NNyN,
ouxva peow Ol1adikaciac unoBoAnG NPooPopwWY N avraywvIioTIKNG
unoBoAnNG NPoCPOPwWV.

Q H npa&n Tnc anokTnonc N ayopdc ayadbwyv Kal UNnNPECIwV.

Qd H diadikaoia nepiIAapBavel Tnv NposToluacia kal Tnv ene€epyaacia
uiac {NTnong Kabwcg kal Tnv TeAIKN napaAafn kail eykpion TnG
NANPWHNG.

A H diadikacia npounOeglac anoTeAEl cuxva PEPOC TNC OTPATNYIKNG
hiac €Taipeiac, eneidn n duvaToTnNTd Ayopdc OpPICHEVWYV UAIKWV Ba
KaBopioel €av ol AsIToupyiec 6a ocuveXIOTOUV.



Procurement involves ...

(1) purchase planning,

(2) standards determination,

(3) specifications development,

(4) supplier research and selection,
(5) value analysis,

(6) financing,

(7) price negotiation,

(8) making the purchase,

(9) supply contract administration,
(10) inventory control and stores, and
(11) disposals and other related functions.

14


http://www.businessdictionary.com/definition/purchase.html
http://www.businessdictionary.com/definition/planning.html
http://www.businessdictionary.com/definition/analysis.html
http://www.businessdictionary.com/definition/administration.html

Procurement involves ...

(1) oxedlaouoc ayopwyv, (2) npocdiopiouoc npotunwy, (3)
avantu&n npodiaypapwy, (4) epeuva kai eniAoyn
npounBeutwyv, (5) avaAuon a&iag, (6) xpnuatodoTtnon, (7)
dianpayuaTteuon Tipwy, (8) npaypatonoinon ayopac, (9)
dlaxeipion cuppBacewyv npoundeiag, (10) eAeyxoc
anoBeuaTwyv kKal anobnkeg, kal (11) nwAnoeIc kalr AAAEC
OXETIKEC AEITOUPYIEC.
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Procurement types

Direct procurement and indirect procurement

Types

Direct procurement

Indirect
procurement

Raw material and
production goods

Maintenance, repair,
and operating
supplies,
outsourcing

Capital goods and services

VMmO C=->mMmmm

Quantity Large Low Low
Frequency | High Relatively high Low
Value Industry-specific Low High
Nature Operational Tactical Strategic
Examples Crude oil in petroleum Lubricants, spare parts Crude oil storage facilities

industry

17/




Procurement vs. sourcing vs. acquisition

Procurement is one component of the broader concept of sourcing and acquisition.

dProcurement is viewed as more tactical in nature (the
process of physically buying a product or service)

dSourcing and acquisition are viewed as more
strategic and encompassing.

H npounBela anoteAel €va otolxeio tnG eupUTEPNG EVvoLaC TNG TTPOURBOELAG Kal TNG amOKTNONC.

H npounBesla Bewpeitat o taktiknc dvong (n Stadikaoia tTng duoLKAC ayopac EVOC POoiovToC
N Ko umnpeoiag).

H nmpounOsia kat n amoktnon 6ewpouvTal Lo OTPATNYLKES KOlL TIEPLEKTLKEG.

18



Procure to Pay Lifecycle
Requisitions

(Catalog
Content
Management

Purchase
Orders

RFQs/

: Receiving
Quotations

Sourcing

Invoice/
Payment

Supplier
management Reporting

Supplier
Performance

Analysis



20



Procurement Process

1. Kentify the 3. Communicate

Need with Suppliers > aison
2. Kentify the A Negoliate 6. Logistics

Supplier Management



Procurement Process

1. CONCEPT DEVELOPMENT

2. PRODUCT DESIGN

3. PREPRODUCTION SAMPLE REVIEW AND APPROVAL THE
4. PRODUCTION PROCUREMENT
5. ASSEMBLY AND KITTING PROCESS

6. WAREHOUSING

7. FULFILLMENT




Pre-contract

-

Technical specification

2

Supplier selection

9

Performance stage




FOCUS: Core procurement processes TIMEFRAVE:

Strategic Target Supply & Gommodity Suppler portfolio
planning strateqy management
Demand Demand Supply market Supplier
SEM  specifications management analysis management Periodic

Strategic supplier management (cross organisation)

Operational Based on
sourcing Negotiation/Contracting Supplier evaluation single cases
Rackbone Contract management

PIOCESSES Spend data management / Controlling / Risk management

Purchase- ot Delivery Invoice check Claim |




Procurement Activities & Services

o MarketSurvey

o Inquiryand Purchasing

o Inspection and Expediting

o Shipping, Delivery and Claim
o Permits

o Banking Affairs

o Customs Clearance

o Insurance

o Tariffs

o Subcontracting




Purchasing

Contract /
agreement

Approbations

Procurement Purchasing
project agenda

STRATEGIC



Procurement
Planning

Contract | — Requirement
WVELREGCInGEINY | Definition

PROCUREMENT
CYCLE

Contract % Tendering
Award . or Sourcing

Evaluation
& Selection




Procurement Cycle

@ Payment - Requirement | —
Determination — |

o’ A »

Invoice Determination
Verification _Procurement
Cycle l

if
s 1
“vendor 1N\ (B Goods Vendor
ﬁﬂe«m Se'w"’"m
X l
D order - & order :r“;:"”'

W&/} Monitoring Processin




Procurement Cycle

- N

Purch. req.

8

: Purch.ord.
- X
A_-‘ 20 |

Procurement




Procurement Cycle

- The procurement cycle normally consist of eight

processes: Ii
determination .
2. Source

H

O

[ 8. Payment

. S

7. Invoice verification determination

1. Requirements

| 9 Requisition assigned
[ to a Vendor

6. Goods receipt and
inventory management

5. Order follow-up 4. Order processing



Procurement Cycle

Market Research

Benchmarking Pre-qualification

Monitoring Tender design

Cutsourcing

Compliance

Debrieh ]
™ andlysis

Tender analysis,

Risk analysis
sCoring



More on Procurement Cycle
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Define the
service need

performance

) business
Sustalnable —— case

procurement
process

Award and
implement

procurement
approach
and tender

Undertake
competitive
procurement




Fun sourcing

Identify events/ RFx

Suppliers

Select

ldentify Sourcing supplier

projects

Megotiate
. contract
Strateqgic
sourcing

Execute contract

Spenq e Contract
Analysis management

Procurement

lifecycle
Fayment settled, \ J Search catalog,
update .
” . ) create shopping

Payment - Requisitioning

Invoice .

reconci listicn and . ===

workflow Purchasing / requisition
Spot Buys

Requisition
workflow and
approval
Create PO/ Spot

Buy



L7y
e
s
u
bmisﬁ\ooc’
9%

~
. tend
Qe
s ering ©*
Ve & gval
ua‘e,o\d‘-”

A
W,
ard
Ccomr act




Procurement Cycle

8. Closure / Review 1. Identify

eed

7. Manage

Implementation 2. Develop Business

3. Define Procuremen
Approach



[ 4. Asset/Dispos

1. Planning ]

The
procurement
process

[ 3. Contract

2. Solicitation &
Management

Contract Award

37



Requirements
Capture

Exit and Service
Transfer

Procurement Tender

Strategy

Contract

Evaluation
Close

Clanfication
and Negotiation




Procurement Cycle

Market Research

Benchmarking Pre-Qualification

Monitoring Tender Design

Debriefing Compliance
Analysis
Tender Analysis, Risk Analysis

Scoring



Procurement
Process
Optimization

Realized

Savings Efficiency

Strategic Contract
Sourcing Management

Sustainability




Saskatchewan Procurement Process:

Accountability and Transparency

Market sounding to test
interest and get feedback

Due
Diligence

v

Projects:

Proponent short-list and 1%
Fairness Advisor Report released

P3 Advisors
------- ‘REtaiITEd""' sssnnssnnnnnnnnnnndenssnnnsnnnansnnnnnssdhassnnnnnnnnnnnnnnn.
RFQ
Issue RFP
Issue
VFM
.............................................. Ty TITOIPITN) EEUTRRTIORRORNY
Government
Approval v
Projects:

9 Joint-use elementary schools

* Swift Current Long-Term Care Centre

Value for Money Report and 2™
Fairness Advisor Report released

tesssssnssannas >

Proponent
Evaluation

and Partner
Selection

................ >

Construct

Government Approval &
Agreement Signed

* Saskatchewan Hospital North Battleford — Integrated Correctional Facility
* Regina Bypass




Main Procurement Cycle Documents

* Request for Quotation
* Quotation
* Outline Agreements

+ Contract

+ Scheduling Agreement
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Procurement Examples

Non-disclosure agreement (NDA):

. It is quite normal to request vendors to sign an
NDA prior to engaging with them.

. This protects the organization where sensitive
information is shared with multiple potential
vendors ahead of releasing detailed
requirements which often point to strategic
decisions a firm has taken.

44


https://en.wikipedia.org/wiki/Non-disclosure_agreement
https://en.wikipedia.org/wiki/Non-disclosure_agreement
https://en.wikipedia.org/wiki/Non-disclosure_agreement

Procurement Examples

Jupudwvia gpmotevtikotnTac (NDA):

e Elval apKeTtd puUOLOAOYLKO va {NTATE ATIO TOUC
npounBevutec va urtoypadouv pia NDA mpv amo
TNV EMKOWVwWVia poll Touc.

* AUTO NMPOOTATEVEL TOV OPYOVLOMO OE TIEPLITTWON
TTOU KolvoTtoLlouvtol evailobntec mAnpodoplec os
rntoAAouc¢ miBavouc mpounBeuTEC TTPLV Ao TNV
dnuoocievon AEMTOUEPWV ATTAITACEWVY TTOU CUXVA
UTTOOELKVUOUV OTPATNYLKEC aITOPAOELC TTOU EXEL
AABeL pLa etatpela.



Procurement Examples

> Public procurement

o Public procurement generally is an important sector of the
economy. In Europe, public procurement accounts for 16.3% of
the Community GDP.

» Green public procurement
= In green public procurement (GPP), contracting authorities and

entities take environmental issues into account when tendering for
goods or services.

= The goal is to reduce the impact of the procurement on human
health and the environment.

= In the European Union, the Commission has adopted its
communication on public procurement for a better environment,
where proposes a political target of 50% Green public
procurement to be reached by the Member States by the year
2010. 40


https://en.wikipedia.org/wiki/GDP
https://en.wikipedia.org/wiki/Entities

Procurement Examples
Anpooiec oupBaocslc

O1 dNUOCIEC CUNPBATEIC anoTEAOUV YEVIKA EvaAV CNUAVTIKO TOUEA TNG
olkovopiac. Ztnv Eupwnn, ol dnuOoiec cUPBACEIC AVTINPOCWNEUOUV
To 16,3% Tou AEMN Tn¢ KoivoTnTac.

[Mpdcivec dNUOOCIEC CUUPBACEIC

>TIC Npaciveg dnuooiec ouppaccic (MAZ), ol avaBeTouoeC apXEG Kal ol
avabeTovTeC popeic AauBavouv unown Ta nepiBaiiovTika (NTnHaTa
KaTa TNV unoBoAn npoo@opwyv yia ayabd n unnpeociec.

O oTOXO0C €ival N MEIWON TOU AVTIKTUMOU TwWV CUUBACEWY OTNV
avBpwnivn uyeia kail To nepIBaiiov.

>Tnv Eupwnaikn 'Evwon, N EniTponn eVEKPIVE TNV avakoivwan Tng
OXETIKA ME TIC ONMOCIEC OCUMBACEIC YIa eva KAAUTEPO nepiBaAlov, onou
NPOTEIVETAI £vAC NOAITIKOG 0TOXOC Yia 50% npacivec OnNPOCIEC
OUNBACEIC NOoU NPeneEl va ENITEUXOEI ano Ta KpAdTn HEAN €WC TO £TOC
2010.



Industry Specific Procurement
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'ﬂravel Procurement

THE 0UR

CEFOR MANABED TRAVEL INSIWT

N0 EMBER an

Volvo Group Drives
Ubiquitous Air Discounts

Maultiyear Hotel |
Deals On The Rise

Required Reading
At Novo Nordisk

Accenture’s Mary Bastrentaz

MEETINGS

{15E STUDY

BY CHRIS DAVIS

Reading Required

Novo Nordisk Ensures Employees Can't Claim Meetings Policy lgnorance

mployees canlt be expected to
follow policis if they donlt
know what they are. It's why
large companies, especially, spend
countless hours and dollars devis

ing nm!ti-pl.\:r'\)rm communication
strategies to teach as many employees
as possible to alert them to travel and
meetings policies, preferred suppliers
and possible alternatives,

Tom Tolvé took that concept a
step further, As associate director of
meeting management for the Princ
eton, NJ.-based .S, operations of
Danish pharmaceutical firm Novo
Nordisk, Tolvé this year secured 2
mandate from senior management to

include mectings policy details in the
company’s standard operating proce-
dure—a list r)fmmpuw policies that
is required reading for all new hires
and employecs in Lq' toles,

The move ensured that the details
of Novo Nordisks mature, central-
ized US. meetings pm am, built
from scratch during the past decade
by Tolvé and b team, s presented in
front of anone who has or will have
responsibility for spending company
dollars on meetings and events,

*Sinoe it wasn't mandatory reading,
unless you were smart enough to say
Twant to do a meeting; Oh, I wonder
if we have 2 policy on that,"or knew
e or someonc on our team,” there
was no guacantee the policy would
be followed or even read Tové sid.
“Working with our SOP enforce
ment group, we identified that any-
one in an administeator role or who
sits in 2 marketing, sales, training” of
other associated role needed to ac-
knowledge they had read the policy.

*One of the best wins came maybe
two months after it became SOB
Tolvé said, 1 was walking down the
hall and there was a VP walking with
her team members. Out of the blug, I

28| TRAVEL PROCUREMENT | HOVENB¢A 7012

heard her say, The policy s 30 rooms,

and you have to register the meeting,'

1 thought, oh my God, pcoplc are
reading the SOP and they're retain-
ing it. And she’s a VP, lvm ring it to
her team, Just one moment w hm you
realize people are gettng it”
Securing senior management ap-
proval of  the mandate wastt 4 huge
hurdle, given that the department
had established internal credibility
with the successful construction and
tollout of Novo Nordisk's centralized
mcctings sourcing progtam,

Birth Of A Program
After working at  Bristol-Myers
Scuibb a fellow pharmaceutical com-
pany that for years had operated a
consolidated meetings management
program, Tolvé in 2002 oxmd Novo
Nordisk, a company (hcn with no real
meetings management staategy. ‘|
came here with the mindset that this
would happen for us here,”he said,
Tolvé's first opportunity to begin

construction came a fow years later
when,sirilar to the genesis of many
corporate strategic mcclin;p manage-
ment programs, senior management
asked questions about meetings vol

ume that couldnt immediately be an-
swered due to the lack of centralized

r SNAPSHOT

spending data. Tolvé ran with the
opportunity the unfulflled request
offered by assessing the meetings
management needs nr the company,
benchmarking practices with similar
firms, analyzing tech products and
eventually developing Novo Nor
disk' first meetings puhq,

“We wanted to start by establish-
ing critera for registration of a meet-
ing,"he explained. “We knew that we
weren't capturing what people were
doing, There was no consolidation, so
whether it was a third-party agency
booking a meeting on our behalf ot
someone booking internally, there
were all these different contacts out
there, Nobody knew who Novo Nor
disk was and nobody really cared.”

As a fist step in determining who
was planning and paying for meet-
ings, Tolvé worked with Novo Nor-
disk' strategic sourcing and finance
departments to scarch paid invoices
for large hotel chains, With most
stakeholders identified, Tolvé’s de
partment commissioned an internal
pilot group to help construct the pil-
lars of the policy and progeam. The
company decided to introduce the
program in phases, roughly to one
of Novo Nordisks nine main depart
ments per month,

Organization: The U . operatons of Danish pharmaceutical fim Novo Nordisk,
a parent company with apetations or afffiates in 89 countries and 2011 sales of
6.3 biion Danish kroner (USS11.5 billion)

Volume: S50 millon in 2011 megtings volums for U, operations

Challenge: Boos covplanc t realionruirements ofmature S, meetings

oMt pogram

Approach: Ensure mesltings poticy reaches al appliable stakehalders

Solution: Include policy in @ package of companywide documents that are
package

I required coading for adminiseators

-

om/procurement

wiow busiabsstravolne:

The first policy included what
Tolvé called the *50-50-50"rule: Any
Novo Nordisk meeting that included
50 atendees, S0 cumulative hotel
room nights or a $50,000 budget had
0 be registered through the meetings
depactment. A meeting request form,
based on technology purchased from
meetings technology firm StarCite,
was installed on the company in-
tranet, When 4 request was received,
cither through the intranet form or
theough offine channels, Tolvé's de-
partment would begin 4 sourcing
process with all appropriate hotels in
the requested destination.

But soon after the program de-
bued to wide acceptance, Tolvé no-
ticed that high compliance came with
a few unanticipated quirks: Some
meetings were being registered that
didn't really require much sourcing,
but the high volume of those that id
began to overwhelm Tolve’s seven-
person department,

“We had all these peaple who were
asking to book & two-hour day meet-
ing because the department had 55
iktoplc in it," Tolvé said. The gamen
ny addeessed the situation b
policy a few times to
tion of meetings it
at least 10 ro0

ber u! ({l

t\f:cl conducting a formal

oot Nordigk selected Robbinsville, NJ.- |

lll;(& m.m',;cmcm \‘mnpxm)

BAEE b Mecing Allnce, Tt con |

pany’s ditector of sourcing, Mary Jo

who sits in Princeton,"Tolvé KouCh, is d “fU]_l"time person in thc 1

office, an employee of the agency but
Vo ' » Y S

who sits in Princeton, Tolvé said,

pany’s director of sourcing, |
Kouch, is a “full-time perso
oftce, an employee of the age

Keyword
Qutside of

disks meetings proge

the most rgid, There is ncl
quitement to use the online méeting
tequest form nor a role played by the
meetings department to ensure meet-

W DUSnRSLeavelnews,com/procy

ings are approved. There also is no
tion for meetings to be placed
in preferced transient hotels. (In fac,
theres no link at all with the com-
pany’s transient travel management
program,) Thats by design, befitting
the culture of rapidly growing Novo
Nordisk, Tolvé said.

TOM TOLVE

*Our process is the same as five
years ago, and the one motto we've
always maintained is that we have to
be flexcible,” he said, noting the policy

fusthar has hoon rviced t now raniive

After conducting a formal request- |
for-proposal process to select a meet-
wlioonie | jnigs manageent company, Novo

AI¢ WL, 1OIVE S, lk‘l.ulll‘_.; wswry
abouta recent meeting that was placed
outside of the department’s purview at

alocal hotel by an inexperienced stake-
holder, “Sure enough, for & 12-person
meeting for three nights, the hotel had
287,600 food and beverage minimum
that the person didit see in the con-
teact, and Mary Jo caught i, he said.

“Tums out the hotel cut an pasted
from another contract and it ws an
innocent mistake, but it’s an example
of the value of having someone do
this for a living, This woman would
have signed this contract holding her
to the $7,600. So this minimized the
risk,and here’s one more person with a
docper allegiance to the progea. )

After successflly negotiating that
chause to a $1,000 mnunum.Mws
team can count that as 6,600 in cost
avoidance, Ivm of the formula he uses
to determine the programs effctive-
ness. Tolvé compiles ll hard-dollar ne-
gotiated savings from the hotel soure-
ing process with those negotiated in
the logistcal planning process (for
services like ground transportation)
and savings generated with mastet ¢r-
vice agreements with other suppliess,
like audiovisual vendors.

Al tald the nrogram in 2011 aener

DULCLRESULEGHE DIE WHD UG -lu\l
dices a lot more," Tolvé sad, “for my
own curiosity"
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Request for quotation (RFQ)
“Travel Management Services™

MNAME 2 ADORESS OF Famaan |  DATE:12th Apra202Ss === l
mmms l

Dear S /PAadan

1. We kindly request you to submit your guotation for Travel Management Services, as
detaded in Seciion 2 of this RFQ When preparing your Qooitation, please be pgeided bry the form
sttached hereto as Section 3.

4 TO assist in prepanmg the guotation, the follow g JooumeEnts are attached:

“Szsterrsent of comphance sath termes and conditions” {Secton 1)
"Terms of Relfervnce™ (Section 2)

"Price Schedule Sheet™ (Section 3)

“Cenecal Teosms and Conditions for Purchase Orders

oy

2 Subimitzals. The folliowing should be submtiod as part of arnry Quotaton:

A ouly complstes copy of “Statement of compiance with terms and comations™ [Section 1)
A Suty compisted copry of the Price Schedule (Section 3)

Conparry profibe incbhoding Buruness repslret o,

Lty 4t least 2 clients and Referencs Letters 1o whom ssrmilar reguirements have been

providied
4. Desdine QGuotstions miust be recemed at the atest by 19™ April 2014 at 1500 hours

{Loca! tme] and submitiod o the Ema® should be sent 10 the following:
procurement.ly@undp.org

phaos

S. Evaloation. QuolabBont wil be evaluated on compliance with the fOlloming Dass:

Comgiiance wih serms and condtions of the RFQ including regusired subimessions
Techncal responsteensss/Ful compiiance 10 reguirerments

Complaance wah delaery schedule

Previows Experience (senidmmgen 2 simslar peojects compieted)

ailn



Managed Travel 2.0's Booking Path

Version A

Needa
Trip?

Obtain a Trip
Budget and
Pre-trip
Approval

Choose the
Booking
Channel

No

de

Consumer
channel's
booking data
be posted to
the corporate
traveler safety

- Yes &

database?

No

/

Will the
Consumer
channel give
reasonably low
prices, net of
corporate
discounts and
transaction
fees?

Pricing

No

t Yes »

Book via Consumer
Channel:
Brand.comor OTA

Source: Gillespie's Guide to Travel+Procurement

A

Yes

Will Consumer
channel provide
the better user
experience and
itinerary options?

User

Experience
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Social Capital Seekers - Purchasing behaviour at a glance

. Opportunity
iﬁﬁ to influence

@) Degree of
.\1 personalisation

Purchasing
experience

Touchpoint
devices

Types of
experience

Inspire

Very low

Very low

Bundle

Shopping

Inspiration-centric

Convenience

Local

Low

Booking

Medium

A la carte

Medium

Information-centric

Luxury & Luxury &
productivity wellness

Close to time
of use

High

Any time

Productivity

Ecological



the €
beat

Economic Rationale for MT 2.0

Hight Total Trip Cost / Stronger Traveler Friction

W

Costs

Flatter Program Savings

’ Loose * Tigt
Travel Policy

Source Scol Gélespw & Lravwdl Dustes cocirencs
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The Social Reservation

Traveler’ - : i
VRIS 1\ “Based on this...  “You might like...
BIHGTeN 0 0
Bookings /" o . s
o = y | Dining Offers
| Destination |
: and | Activity Offers
I
| Dates | *
I
| f
| Persona : Event Offers
; and :
| \_Preferences ~ ;' Car/Limo Offers
Traveler’s
SOCi'aI Traveler’s Social Socially Aware Offers
Profile Reservation

Source and © : Gillespie’s Guide to Travel+Procurement



Travel and procurement decision makers:
Essential elements of car-service duty of care
are of the highest importance.

100%6

Background checks

Insurance levels
4 Vehicle safety & inspection

4 Tracking traveler location
4 Regulatory compliance

°’ Safety training

0 q’to

L
14
L
- 4
-4
A/
-
-
-~
2
1
'
-
.
-
L
X
-



Which of the following would you consider
booking or buying on your wireless device?




THE DATA SOURCES TRAVEL BUYERS USE FOR
SUPPLIER NEGOTIATIONS

Among the travel buyers who use each data source In the course of
their jobs, here are the number who use it for supplier negotiations.

Source: BTN survey of T72 travel buyers, fielded in August & September 2016



Travel Management Industry: Overview

The Top 50 travel management companies represent over $155 billion in sale revenue

2010 Top 5 (over $1B in revenue) Travel

Management Co’s By Revenhues
$30

$25
- | | I IE
N ~$"+ & & &

8

o

N

o
|

192]

—

(9]
]

2010 Revenues (in Billions)

o
(&)
|

oW
o

Source: www . travelweskly com TravelWeekly Power List 2011, www.bts.gov

Key Points

The top 50 travel management
companiesrepresentover$155 billionin
salesrevenuein 2010.

Thetop 14 travel management
companiesearnedover$1billionin sales
revenue, or 92% of the sales revenuein
2010, a top heavy industry.

Expedia, Orbitz, Priceline, AAA Travel,
and Travelong receive 90% or more
sales revenue fromthe leisure market.
Travel Leaders earns 26% of their sales

revenue from the leisure market(down
from48%).

Agency afteragency on the Travel
Weekly's PowerList 2011 registered
increases overtheir2009 results. In
many cases, the increases broughtthem
back to where they were before the
recession.

Secondtime since the Travel Weekly
PowerList commenced (1992), AMEX
did not occupythe top spot.



BUYER

LOGISTICS: FINANCE:
RECEIVING ACCOUNTS PAYABLE (AP)

requesing ordering from supplier receiving shipment from supplier
internally
process -
ele requisition = process azva nced receive goods & send
L create/send order S — Process proof of
requisition P— shipping . .
rchase order  confirmation nofification delivery note delivery
-»
ALL f ‘ J—\
DEPARTMENTS advanced .
gme;m siping il
- B nafficaion e .
of
order delivery
process PO & send (ﬁ:lg:;)vd:niuetd deliver goods process
create intemal order shioning (with proof of
sales order confirmation _ME' iation) delivery note delivery
receiving order from buyer delivering goods to buyer

paying for supplier goods

create & send

Purchase
process . make

remn‘tance payment to

N Pay

- -

il

remittance
advice

R

process

Order
send remittance Clear

invoice advice & open fems {0

find open items
Cash

invoice

receiving buyer payment for delivered goods

LOGISTICS: FINANCE:
PROERHANASENER] SHIPPING ACCOUNTS RECEIVABLE (AR)

SUPPLIER

© ReadSoft 2015



Source: EyeforTravel US consumer survey, 2012; "How much would you spend on a vacation using a smartphone or tablet?” 3,044 respondents

Figure 48: United States travel consumer preferred purpose for interacting with travel brands on mobile

60%
® Research travel
® Research/purchase travel products
B Receive travel info

50% B Checkin

* Use as ticket/boarding pass
Adjust existing travel reservations

47
45

| 43 44

B Get local info on activities/deals 41 41 42

B App with travel product info 18 38

® Map functions o

B Read hotel/restaurant reviews

24 25
19
18
& 18
i5
14 15 13 24
10

Not at all preferable Not preferable Preferable Very preferable
Extent of preference
Source: EyeforTravel US consumer survey, 2012; “How would you prefer to interact with travel brands on your smartphone?” 3,044 respondents

2

Percentage of consumers surveyed
[ w

10%




Applying Procurement Best
Practices to Travel and
Entertainment Reporting

Brian Tarble
Sr. Director Global Product, Insight & Intelligence, Concur

Rochelle Klee
Sr. Director Global Payments Services, United HealthGroup W #AribaLIVE

Aprit 8, 2015 @arnba
»2015

ARIBALive

The Future of Business Commerce



Supported by:

& CIPS

Char tored inatitute of
Purchasing & Sopply

20-22 Octoberzou,



MATERIAL
MANAGEMENT
INVENTORY AND
PROCUREMENT
SYSTEM

BSIT 4106
Airline Travel System 11 - A




5) Category Management

OO0 wp

What is Category Management
Category Management Framework
Category Management Process
Category Management Strategies

67




Remember that.....Procurement Process

1. ldentify the 3. Communicate

Need with Suppliers > Liaison
2. ldentify the A Negotiat 6. Logistics

Supplier Management



Procurement types

Direct procurement and indirect procurement

Types

Direct procurement

Indirect
procurement

Raw material and
production goods

Maintenance, repair,
and operating
supplies,
outsourcing

Capital goods and services

VMmO C=->mMmmm

Quantity Large Low Low
Frequency | High Relatively high Low
Value Industry-specific Low High
Nature Operational Tactical Strategic
Examples Crude oil in petroleum Lubricants, spare parts Crude oil storage facilities

industry

o9




Procurement Cycle

Procurement
Planning

Contract o Requirement
Management § Definition

~ PROCUREMENT
CYCLE

Contract Tendering
Award or Sourcing

Evaluation
& Selection

70



Main Procurement Cycle Documents

* Request for Quotation

* Quotation
* Outline Agreements
+ Contract

+ Scheduling Agreement




DAYSTC
PROCUREMENT

3Y GROUPING U PRODUCTS ACCORDING 10
THEIR CHARAC TERISTICS




A) What is Category Management?

73



“Category Management is the strategic
management of product groups through
trade partnerships, which aims to maximise
sales and profit by satisfying shopper and
consumer needs.”

[Source : IGD]



Definition:

WINE
STILL SPARKLING
RED WHITE
Light Grapefruit|| Light Herbal Light Citrus Medium
Floral Grassy Lemon Perfum Floral
Vermentino Sauvignon Blanc Pinot Grigio Tokaji Chardonnay
Verdicchio Verdejo Garganega Viognier Soave
Greco di Tufo Gruner Veltliner Fiano Roussanne Cote de Beau
Pinot Blanc Chevemy Silvaner Marsanne Macconais




Why Category Management?
N

- Consumer Trends
“ Complex consumer demographics

' Population growth rates have declined

- Competitive Pressure

“ New store formats

“ Warehouse clubs & mass merchandisers

“ New product introductions



The Concept off Categony

Managemenit

Categories are managed as strategic
business units

Categories are managed strategically
through category plans and strategic
roles

Category Managers control their share
of company assets

Asset Returns measure performance and
establish priorities



.. 10 CATEGORY ORIENTED TEAMS LEAD BY
CATEGORY MANAGERS

General
Management
|
|

Stores Supply chain Cu<tomer
Management Management Management

Category

[
Commercial
Department

|

|

Category

Category

Manager

Manager

Manager

| | | |
R . u Space
uying romotion Blanning




-

What is Category Management? Mo

08

@ sl 5 &
- £ i’

* So, ‘Category Management’ is a process of maximizing sales

and profits while enhancing product value and customer
experience.

The main aim of category management is to gain a
better understanding of consumer needs which
would ultimately form the basis for retailers’ &
suppliers’ strategies, goal and work processes.

A /
-
=9~ ,A

. ¥



PRICING PROMOTING

PLACEMENT PRODUCTS




CATEGORY MANAGEMENT

- is a distributor/supplier process
of managing categories as
strategic business
units, producing  enhanced
business results by focusing on
delivering consumer value



Category Management

e = St




End to End Supply Chain Process

_—L

Category Management
Strategic Sourcing & , | Technology
Demand Management Process Improvement Jl Change Management ST A
Deepm;dgeof Sy:;-:::f apphcahon and Pxocessw:thor?ot:;:on Can%e:nentptocesses
and internal demand processes to drive requirements and generate
value

———'

Strategic Sourcing & Demand Management Process

Baseline Strategize Deliver Evolve



Supports all participants — a site for communication and the
integration of information and divergent perspectives

+ Knowledge platform

« Relationship platform

* Process platform

Ly

« Communication platform

www.cpgceatnet.com






PRODUCT/CUSTOMER MANAGEMENT:
A CONCEPTUAL MODEL

~ PRODUCT CUSTOMER
MANAGEMENT MANAGEMENT

-—

CUSTOMER
MANAGEMENT

\




| Categories




A distinct, manageable group of
products/services that consumers perceive to be
interrelated and/or substitutable in meeting a

The distributor/supplier process of managing
categories as strategic business units, producing
enhanced business results by focusing on
delivering consumer value.






Awareness of

Supply
Availability

Supplier
Relationships

Access to Risk

Innovation Management

Information
on Capacity
Utilization

Category Management



Category management
Go broader and deeper for more value

Category value objectives link to stakeholder objectives

Reduce TCO Support other goals

Reduce cost of risk Reduce working capital Mexilgzwmznr?dw Variabilize asset structure
Reduce internal process Improve delivery .
Bk performance Enter new markets Support sustainability goals
Reduce fixed costs Reshape consumption E"abggaeg"‘:;f"ess Strengthen the brand

Category strategies pull multiple value levers
S ] Process | supoy e R

Value engineering mp"am:t SRM Risk management

Low-cost country : Demand Supplier stratification Performance
sourcing Design for supply management and governance management
Outsourcing/ Purchase-to-pay Supplier collaboration Value chain network
make vs. buy support and development reconfiguration
Waste elimination ASE ¢ MEply DRve

management



CATEGORY

PLANNING _ | 2 T baiees

1 iitwis Suppie Mursgeman

2 Anslyss Ruluticnship
SUPPLIER

MANAGEMENT 3 ' RAags Retharmaries
4 Dwemicp Susgie

Y Mastrctum febbiorshic




Spend Control & eProcurement

Source-to-Contract Purchase-to-Pay
(Value Creation) (Value Capture)

Supplier Management PROACTIS Invoice Receipt
Contract Management Invoice Matching

Catalogue Management Employee Expenses




Therefore ,Category Management..

. Retailer Benefits Impravement
Category Management is a
process of maximizing sales and '
profits while enhancing product Better Store Shelf Stock Rates
value and customer experience _

Lower Inventory Lavels 10% to 40%
It is achieved through active
involvement of all stake holders |
Manufacturer, retailer and customer MHEI'SHES
While it is a business requirement for ~
the retailer and manufacturer to Lower lﬂQlSﬁtS Costs 3% to 4%
partner with each other, the customer ;
s engaged by the retailer in order to Manufacturer Benafits Improvemean
uncierstand buym% behavior a}nd
references to achieve more from A

it Lower Inventory Lavels 10% to 40%
The value thus captured is retained
partially by the retailer and is passed Faster Replentshment Cycles 12% to 30%
on in good measure to the customer
to gain competitive advantage
Category management is not an

Higher Sales 2% to 10%
event but a continuous process of

course correction through Batter Customer Sérvice B4 to 10%
performance measurement and action




A

” Everest Group

THE PATHWAY T0
STRATEGIC
PROCUREMENT



B) Category Management Framework
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The image given below shows the overview of the category managemen

framework.
Market Company Category Category Follow-up
Insight Goals Strategy Tactics and

Execution

~ Category
Definitions

Target

Customer

Tactogram

KPI

Catego
i Dashboard

Role

_I-\ssignments |

Category

Financial Management

Goals

Category
Strategy
‘Assignments

Analytical
Tools

\ )

" Format
Strategies

Tactogram
Definitions

Corrective
Fact-based Actions

s - -

Department Category
Strategy Plans

X
=4



SUPPORTED BY POLICIES, GOVERNANCE & PROCESS

Category
management

ENABLED BY THE RIGHT PEOPLE, TOOLS & TECHNOLOGY



CHANGE
MANAGEMENT

Value
Focused

Collaboration
Business Units &
Suppliers

Stakeholder’s

Stakeholders Comprehensive

Scope

Supplier Facilitative
Relationship

-Management Enrichment

Long Term Strategic
Strategy Role

Client Example.




Old Category Management Process Today’s Category Management Process

Review & Refine Objective Setting

& Alignment

!

Category Definition

v

Category Role

v

Category Assessment

v

Category Scorecard

v

Category Strategies Tactical
3 Planning

Plan Activation
y & Target Setting

Category
Definition

Category Review
\

Insights

Category Tactics |dentification

v

Plan Implementation

|

Category Growth Category Vision
Strategies & Role



. Initiate

pln]m‘.

SUPPLIER Develop

MANAGEMENT [

Select
suppler

- N Review 3 t 'W‘t_!“

implement o suppher
-~ 85 e o SU‘.)‘)"“. - -

HIAIEE) relationship =

CATEGORY
PLANNING




C) Category Management Process

102



HIGH VALUE BEFORE GOING SOURCING ACTIVITY CONTRACT & SUPPLIER

TO MARKET MANAGEMENT

2
- 2
g
E T Faster and
a b Challenging simpler Improved
- k= demand EE!PPFY'”‘@”‘:E* contract
S E and I*_-'.i'mplng interaction and supplier
a 3 requirements management
3
LOW VALUE

Business need Market SOUrCing Supplier Executionof  Finalisation of Contract
identification analysis strategy  identification sourcing Strategy  contract Managernent

PROCUREMENT PROCESS

B Conventional process

B Category management



The industry standard model for category management is the 8-
step process, or 8-step cycle

Category Management 8 step cycle

4. Review

*Define the category (i.e. what products
are included/excluded).
*Define the role of the category within the s«

Category

I. Deline

7. Implementation ™ Category

2. Assess
Role of

retailer. Facics Category
*Assess the current performance. p— 0
*Set objectives and targets for the = o performance
category. targets (scorecard)

*Devise an overall Strategy.

Devise specific tactics.
«Implementation.

*The eighth step is one of review which
takes us back to step 1.



Category Management 4-Step Process

Category Plans are developed once the Retailer Strategies are
defined and articulated

Retailer STRATEGY DEVELOP
EMLUEIF:WE CATEGORY PLANS

undations for the |5 where SIratpic Categoey
Retailer's Categary HEﬂdﬁMﬁdlﬁlr‘g
Management process data and analysis

| REVIEW CATEGORY IMPLEMEMNT
PERFORMANCE PLAMNS
|s where categary performance ks wibeere the cabegary plares

Is reviewed ongoing, and
adiustments ane made 1o the plan

o lemerded all the
wary 1o the Retailer's shelf




Category Management Process

To implement Category Management it is necessary to have a standardizes business process:

Demand and supply chain process with buyer/supplier interface

- =~ -~

Identify opportunities ~—p» Capture benefits —P Sustain benefits —P

-V.\ '.“‘ ‘ v\‘ A,\ “‘. -'\ '\‘\ -,\
A 5 AN \
\\‘ t’ '\\.\ G' \‘ \‘\ ‘:’ .\\\ ‘, \
\ l \ \ \ \\ A

0

. Category ' ~ ) )
: ) Analysis ) Stategy ) o)) Review )
/  Definition  /, ™ / / / \mplementation. // 4
/ / 4 /
Category, cost : Targeted category : >
& service gap business plan Monétt;;:::::ure

~ e
- —

~~..- —‘o‘
il L S

Ongoing process not a single initiative

Benefits include: Providing a model for valuable business and market Information, devalops competiive advantage via
information and understanding, an opportunity to busid redationships with supply markets and increased profitability,




{BUILD  J 2LEARN  QSiLEAD o 4APPLY  § S:DELIVER

Design a fitfor purpose Buld procuramert feam Align programme wih Assure defvery thiough Secure more value -
Cateqory management sholls & educats stake- mess&m 0r0US pronbsabon & JaNg3, SEVCE, INnovation
pocess & loolke nokders on supportneeded [ EXRCULM SPONSOrship programme managemént [ & lower nsk

Rated their Fool that category Agreed
category management management is strongly\ll  that their category
fools L supportedby oxec stratogles wore

as excellent stakeholders excelient

[} N

T4% of respondents rate their 26% of respondents rate their ~ 36% of respondents feel that their
Category Management as “Basic”  Category Management as Procurement team has clear
or “Improving” "Embedded” or “Optimised” unamhiguous roles & responsibilities




Category management
process

Category Review

Category
Tactics/drivers

ASSORTMENT

SPACE
MANAGEMENT

(store and shelf level)

PROMOTION

Shelf Planograms
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(PP Category Management: [dentify, Prove, Deliver

Initiation Anlysis

& Improve
Cost & Service Gap Catepory Business Plan Monitor, Measure, Improve

@ Om
Strategy




CPP Category Management Process with Procurement Analytics

Initiation

* Spend Analytics
+ (ategory
Analysis
* ltem
Analysis
* Payment
Analysis
* Vendor
Analysis
* Contract
Analysis

* Opportunity
Assessment
* Project Risk
Assessment
* Category
Constraints
* Program plan

- Spend baseline

- Addressable spend
© Historical demand
- Demand Profile &

Forecasting

- Cost Estimation &

calculation

* Should cost

analysis

Raw material &
price movements
Competition

New technologies

~ Supplier operating

models

- Supplier

Profitability

~ Industry

Profitability
Supply Risk
Country
Performance
Analysis

Strategic Sourcing

- Price, Cost,

Demand & Value
levers

* Automatic supplier -

evaluation through

the PA metrics and

scorecards (i.e.
UNSPSC, D&B, &
SPI data)

- Cost breakdown

Inputs to
negotiation
strategy

Inflow of contracts
- signing

Outflow of
contracts — expiry

- Purchase order

value

- Purchase order

volume

 Discount

optimization

- SPI
- Relationship

Management

Data & Knowledge Management



PROCUREMENT
LEADERS
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Seven step category
management process



Category Development Process

6. ‘
Measure 5
Monitor Market

Refine - Analysis

5.
Implement

Ideas 2.

Category
Definition
Goals

3.
Category
Vision



The Strategic Procurement Lifecycle

, Category Sourcing | Supplier I?':';“’,"m:‘?"
Phase > | Category Opportunity Assessment | giateny Development | Selection | = oo
Management

Spends  SOUTg  Markel/  Sourtig Dngggrenrem Commercial & ’m%'z?ﬁgggo“:
Demand Calegory  Suppller  Strategy  MMVFIRT - Goniract .
s > | o Supplier
. Anayss  Profing  Assessment Developmen &Esslzg(:i?ne Negotiation Relaﬁgnsnzp
Management
\ e AN A )
Y N N L
Spend Category Management Sourcing Events Supplier & Contract
Iitioes . . |
Capabilities>  Analysis SubjectMatte Expertse Management Management
Demand Leadership & Influencing Negotiation Expertise Savings Tracking

Management



D) Category Management Strategies
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Best Practice Category Management Strategies

(The Partnering Group Model)

Best Practice
Category Strategies Intent Product Characteristics

b
Traffic » Draw consumer fraffic info High share, high price awareness,
Building the store / ‘ frequently purchased, high spend

|

Transaction »Increasing the size which . : Large transaction size/baskets, high
building L drive higher Basket Ring .~ movement, impulse purchases

\

«Protect against targeted N High moving products, highly price- ,
Competitors sensitive, highly promoted by competitors

. : \, Higher margin products Low price
Generate Profits sensitive, high loyalty, high basketring

Fast turning products, low inventory,
efficient payment terms & suppliers

Cash
Generating

* Generate Cash Flow

| “Communicates desired Price image, reinforcement of retailer
En}r'nnc?\%?n image in price, quality, theme of topical subject (i.e.
9 service , variety : sustainability, health, etc.), quality immage




'CATEGORY TACTICS(Tactogram)

Shelf

Assortment

4 4
LAL) h
1 o ) N

of the store



Category Management vs. Strategic Sourcing

Lissg lerm Time Horizon uad hm
Frp s o Ll pa e Sunpe Ry { alopey

Maka: Oty izl TR Cawd

B W Wy Stakeholders From Line

gk Change Management Effart  delas
Siiegi:  Compebency Reguired  Fuscteonsl
Collabeathee  Athfude Toward Suppliers  Adversarial
Conleal Approach Leent! Mocess
Prviadiivi Execuiive Support P i bawrs

Cidewed  Procurement Leadership  Sddewel Bansge

i



CategoryPlan
Category Profile & Strategy Document

Category Strategy
Opportunity Areas Opportunity Areas Opportunity Areas
Demand side Total Cost Management Supply side
Category profiling
Internal Analysis TotalCodt External Analysis

Management




——{ Definition I

Category Plan
—t Role I Number of products,
> Wideness of category,
D fcat
£ _t Evaluation l b aneieny i
r ot s mechanics,
5 Tarwts PROMOTIGNS 'wmy’
-
& |t Strategies visuaL S
MERCHANDISING Promotional
Actions
high competitiveness,
PRICES medium competitiveness,
Execution I low competitiveness




Business

value focused

Breakthrough savings, typically
10-30% delivery

Results in efficency and
effectiveness improvements in

service levels, quality,
availability and value for money

identifies and mitigates risk in
the supply chain

Very effective use of resources—-
high payback ratio
Stakeholder buy-in to results

Delivers world-class
procurement solutions

Supports development of
supplier capability

Stakeholders
Driven by business needs

Process is:
- inclusive
- Exhaustive
- Fact-based
- Compliant

Access to market expertise

Access to capability

Increased value delivery:
- Visibility of benefits
- Management information

Releases value to stakeholders

Procurement

Raises the profile and
competency of procurement

across the organization, from an

operationally focused function
to 3 “primary business
process”.

Applies 3 proven world class

appreach to managing spend

used by ciass leading
Organizations

Develops robust sourdng
strategies

Delivers strategic sourcing
initiatives

Enables procurement to
capture and measure
contribution to the business

Suppliers

Single point of entry into the
ofganization

Qualitative & quantitative
benefits calculated

Aggregation of clearly defined
requirements

Certainty of what is to be
delivered

Performance feedback

Co-ordinated engagement with
the organization




Good Category Management Requires a Breadth of Skills

Strategy

. ?lm"- s ly OAW"""-« »\U)'w‘-'
SiC | ¢ VANRE JAUIE '

. ¢ :
. ~ b ad ) e S W S w e eyt Al
L A e R e 2 RIS o ST T, s el ARA ST LV LBV

Processes

Methods

Soft Skills
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In Sum ... Category Management
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The Faculty’s Category Management Framework

Category
Risk & Strategy %‘:’&":)M;: ':::
Contingency NING P

Demand
00p, . Management

......

Dynamic Supply AW
Market Analysis | 4&9‘

Spend & Cost
Analysis

Supplier
Management

‘{" BUSINESS ALIGNMENT
(ATEGORY |NNOVATION
SYSTEMS & GOVERNANCE -

Strategic
Sourcing

Category
Reporting & Benchmarking
Performance Contract & Supplier

Management Management



Retailer Category Management

Category Information/Insights presented through a CPG Best Practice Business Process

Traditional New
Key Points.
e + Definition & Role rarely change.
Category Definition + Category Assessment on-going

Scorecard on-going
+ Focus more on Shoppers not Category

InsightGeneration

Strategic & Tactical Planning

CategoryRole

Category Assessment

Category Scorecard

=
K-
>
[
14
e
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Category Strategies
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Initiative Development
Plan Implementation Plan Launch

Category Tactics

B Agenda ] NotCoveredToday [l Changed to New
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a) Procurement & Strategic Sourcing

Procurement is the process of

> finding,
> agreeing terms and
> acquiring goods, services or works

from an external source,
often via a

dtendering or
dcompetitive bidding_process.



https://en.wikipedia.org/wiki/Bidding

a) Procurement & Strategic Sourcing
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Invoice

Verification Procurement

Cycle

i

=




Procurement Cycle

Purch. req. ™

Procurement




Procurement
Planning

Contract = Requirement

Management Definition

Tendering
or Sourcing

‘ Evaluation

& Selection
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Fun sourcing

Identify events/ BFx

Suppliars
SUpRIEn Select

ldentify Sourcing supplier

projects

4

Megotiate

contract
Strategic
sourcing

Spend ,. / Contract
Analysis management

Procurement
lifecycle

Search catalog,
eate shopping

Payment R _ L Requisitioning

Invaice
reconcilistionand : ﬁe_gtg
workflow Purchasing / requisition

Spot Buys

Following this model.....

Reguisition
workflow and
approval
Create PO/ Spot

Buy
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b) What is ...... Strategic Sourcing?

Strategic Sourcing

An analytical acquisition approach to

achieve best value through standardization and
leverage that results 1n significant savings and
fulfillment of socio-economic and
environmental requirements.



What is Strategic Sourcing?

Definition: A systematic and fact-based approach for optimizing an organization's
supply base and improving the overall value proposition.

What it is What it is NOT

Focused on the Total Costof Ownership {TCO) incorporating  Focused ONLY on cost
customer needs, organizational goak, and market conditions

Getting the best product/service at the best value Getting the cheapest product/service

Driven by a rigorous and collaborative approach Ad-hoc activities ivolving only purchasing
Addresses all levers for savings Focused on "beating up supphers”

Deckions based on fact based analysk and market Deckions based on opinion, unjustified preference,
intelligence or complacency

Acontinuous process A one-time project or decsion



Strategic Sourcing Defined

e A strategy that ensures successful delivery of
talented and diverse candidates via optimization of
tools and resources available and reduces the cost
to recruit them.

e A process of continuous improvement as the needs
of the market, candidate, recruiter and business
evolve.



Receive and analyze quotes |dentify potential suppliers

Supplier audit

Supplier
and validation

nomination

Negotiation RFQ



STRATEGIC
SOURCING

V4 1

Planning &
Management Situation

Analysis

Implementation

S 3

Opportunity Strate
Evaluation & [:reutigg
Selection






Why focus on Strategic Sourcing?

Strategic Sourcing

A coherent strategy aligned to business SOURCING STRATEGY

prionties, with procurement linked to
business performance

improved supplier planning, management
and performance underpinned by deep
relationships

SPECIFICATION & SELECTION

A sustainable, professional procurement
organisation that delivers value to the
business

Part of our established suite of GOVERNANCE

Professionalizing your organisation

methodologies andtools. COMMS, CULTURE & CHANGE
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CORPORATEFUNCTIONS




4¢—— (ategory Management - ————>

Spend Strategic Procure to Performance
Analysis Sourcing Pay’ Management

« Aggregate Data « Define Requirements » PO Processing « Supplier Management

» Classify by Category*  « Sourcing Strateqy « P card transactions « Demand Management

o Establish Baseline « Solicit Bids « Open order management ~ « Industry Strategy

» Review Contracts « Evaluate Bids « Expediting » Stakeholder Collaboration
« Identify Opportunities  « Negotiate Contracts « APresolution « Category Strateqy

« Validate Opportunities  « Supplier Implementation ~ « Master dataupdate « Stakeholder Satisfaction

t— Continuous Improvement _I




Fige 2 The tradmiaonal purchasing modael involves many supplars
specialiming in one loecus area,. This is NOT Sirategic Sourncimng.

Electiromesgnetic
Supplior

Fig. 4. Mowing towarnd a single source suppliar kor all elactrical
purchases (flor examphke | would prodece a5 number of benefits

ELECTRICAL
SFECIALIET

SUFPLIER




Strategic Sourcing is Evolving

ADMA-OPCO Traditional Strategic

Global Supply
Management

Purchasing Sourcing

B

Enablement

T T T H Il]m

| Balancing Total System

Cost;
Maximizing shareholder
value; Enabling product

| innovation

Global; Highly collaborative

‘across the enterprise and

visible at executive levels

Technology enablement

‘across all strategic sourcing

processes

Cross-functional teams

Global




Define Strategic Sourcing
e

Business Framework

Strategic Sourcing Framework

Strategic sourcing will allow an
organization to realize significant savings.
This document details a 4-phase framework
to Procurement Strategy, outlining time
frames, activities, and outputs.




Procurement vs. sourcing vs. acquisition

Procurement is one component of the broader concept of sourcing and acquisition.

dProcurement is viewed as more tactical in nature (the
process of physically buying a product or service)

dSourcing and acquisition are viewed as more
strategic and encompassing.
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Stages of the procurement process

Supplier selection

¥

Award stage

&

Performance stage







Category Management Vs. Strategic Sourcing

CATEGORY MANAGEMENT

Total organizational /mission spend

Maximize organizational/mission value of
managed categories of spending,
imcluding total cost of ownership, risk,
operational performance, innovation and
life cycle management etc.

Understand spend with
multiple suppliers across
markets for entire categories

Organization-wide category strategy
derived from procurement strategy
derived from organizational or
government-wide mission strategy

Demand and contract management;
supplier relationship management;
strategic sourcing; contract
optimization; supplier negotiation;

Validated savings and increased
organizational/mission value from third-
party spend within and across categories

Scope

Intel

Required

Based on

Tools

Outcome

STRATEGIC SOURCING

Spend within a specific sourcing area

Reduce costs, manage total cost of
ownership improve outcomes for
a good or service for specific
sourcing event(s)

Understand spend within a
single sourcing area and
suppliers and market related to
the sourcing event(s)

Strategy of the appropriate
category of expenditure

Agpregating and disaggregating
demand, creating new contracts,
modifying existing contracts,
transactional contracting for low-costf
low-importance goods or services

Reduced prices, improved terms,
increased value f outcomes for
specific good or service

SULE B ALl GoweErmmient,. Inc.



Strategic Sourcing vs. Tactical Buy

Strategic Sourcing Process Flow
' 'n“tw
®  Sourcing Team Scope and Market, &
‘ and Strategy Requirements Suppliers
Clarify Bids,
\ 4 :
’
Creation Negotiation Compliance
1

—Q.':l.‘- —

g
&
:

i
S




Strategic Sourcing Supplier Management Tactical Buying

(every 3 to 5 years) (every 3 months) (every day / week)
Spend Review Supplier  [SAlSUEUTE - Volume
Characterization performance Feedback forecasts
Supply Market Manage Supplier - Purchase Order
analysis relationship - placement and
Strategy Resolve conflicts Scheduling
Development Monitor Supplier External
Supply Base re- marketplace Logistics
shaping Voice of Capacity planning Manage

Cost Model
development
Negotiation
APQP /| PPAP

Cost Reductions /
Avoidances
Ppm/Cpk/COPQ

Payables and
Invoice grief
Supplier
Delivery
performance

Business

o —

Strategic Sourcing vs. Tactical Buying - differences



Traditional Sourcing

_ost

At ho with individual]

U oallers
Wational

Lost
Tumaver
MLUIME FOLS
Contract

Ind meid gl

=tandard,

Focus

Approach

| Playing Field

Wotves

__ Suonliers' Motives

Mumier of Suppliere]

Felationzhip

s

S civitie s

Strategic Sourcing

Competencie

Mebaork
Global
Sirstedic
Customer
F ey
Trust

Shares
mpecific,
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c) Strategic Sourcing Objectives

Strategic Sourcing is a collaborative and systematic process

The goal is to simultaneously:

1
2
3
V4 §
S

Reducing total cost of materials and services for an organisation while increasing
quality and service

Leveraging internal expenditures while rationalising the supply base

Optimising the internal and external supply chain while managing inventory
levels on a commodity by commodity basis (not “one size” strategy fits all)

Improving organisational awareness of the “Total Cost of Ownership” while
reducing excessive levels of requisitioning and complexity

Building the organisation’s competitive position through continuous improvement
and supplier added-value



Strategic Sourcing Objectives .

Establish close, collaborative relationships with key suppliers.
Finding and building ongoing relationships with supply partners that
account for the majority of an organization’s purchasing spend and
that provide goods or services that are critical in the production and
delivery of the final product or service

Ensure reliable quality and delivery of materials. Increasing the
availability of high quality materials and components by working
closely with suppliers’ manufacturing and delivery processes

Reduce supply risk. Creating mechanisms that reduce risks in
product and service supply arising from the actions of competitors
or problems experienced by suppliers in production or delivery

Establish a smaller, flexible, responsive supplier base. Ability to
work with a small core of suppliers that are interested in developing
deep, collaborative partnerships



STRATEGIC GLOBAL SOURCING
(Building a global network of capabilities)

Innovation

Growth

Mature

Industrialized
Countries

PCMCIA
Unit
(Japan: $17.50/hr)

Newly
Industrialized
Countries

Notebook (P.C)
(Singapore: $3.25/hr)

COMPAQ’S
NOTEBOOK
COMPUTER

Emerging
Economies

Adaptor
(India: $.50/hr)

ProfessorJeff Dyer
Global Strategic Management 4
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d) Strategic Sourcing Models

Sourcing Models

...helps to achieve measurable improvement in the value IT delivers to the business
through a clear sourcing strategy, partnership ecosystem and focus on business goals.

KEY CHARACTERISTICS

MODEL TYPE

INSOURCING

A few companies still remain focus on this
traditional method. Removes dependency of
organization on external pariners.

MULTISOURCING

Selective outsourcing among multiple partners.
Both inhouse and outsourced partner co exists
to meet business goals.

OUTSOURCING

A long tenure single contract with single
partner. Both the parties put their skin in game.
Works well for supplier in long run and only if
customer business grow as expected.

Developing inhouse skills and capabilities
‘Most of the actwitles by default done
'intemally

Traditional way

Blend of multiple partners from internal
teams and external service providers

Reducing risk and taking benefits of multi

partner competition

Balanced way of sourcing.

Many atimes a single par!ner act as

:Singlé service aggfegator

Pushing more and more activities to

Vextemai partners

Long term waiting requires to know the
outcome




FIGURE 1) THE SEVEN SOURCING
BUSINESS MODELS

Sourcing Continuum

Transactional Relational m

Basic  Approved- Preferred-  Performance-  Vested  Shared-  Equity
provider  provider  provider  based/managed.  business  services partnerships
model  model  model  servicesmodel  model  model



FOrecast
and Plan

Manage Strategic

Commodity

Sourcing
Cycle

15 Anage
Suppliers

implement
Contracts

Evalunte

Suppliers

Develop
strategy




Optimized Global Sourcing Model

OPERATING

MODEL

PERFORMANCE ]

METRICS

GLOBAL
SOURCING
STRATEGY

e

GOVERNANCE
AND CHANGE
MANAGEMENT
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Essential components of sourcing services strategy

1. What to source
(within function)
e Activities Demand model
e Processes
¢ Technologies

e Objectives
e Nature of work
e Scale

o Skill availability

¢ Sustainability
4. How to Manage global sourcing

Governance capabilities
Decision-rights / responsibilities
Metrics

Mechanisms to grow value

3. Where to source
2. How to source —_—

, Governance model ¢ Locations
o Offshore captive e Global network
¢ Near-shore captive (regional, global
. ﬁ ) 1
Third-part
e party ¢ Concentration language, efc.)
o Flexibility

Supply model 165




APO Sourcing Support Roles

| 6. Candidate Audits

5. Profile Analysis
4. Full Profile Developmant

Financial Return

1. Candidate Search
2. Qualification Process

3. Category Technical Review & Exposition

Caeprey
Asaly ks

Time / Effort



The 6 Strategic Sourcing Tactics

Us!ng your Creating
buying power business advantage

Consolidate Slalslule

o spend Specuflcatlonaﬁ-ﬁ._‘
= 6
LA v ; .\'——/‘
=D
: { =)
\ - Strategic N\
Optimize -
- Sourcin Improve
Price f¥olume g TCO/Process

transactions
,.’/u “\\ i \\.
(3 @

: N\ P
~ Find new| Restructure
entrant | Relationships

€ Strategic Sourcing | Europe



168



e) Strategic Sourcing Process
A Typical Strategic Sourcing Process

ldea. Deane ; SOUfCIng . Contracting Implementation Ordering
generation Supply analysis selection

Review &
manage

ATKEARNEY
Figure 1. The 7-Step strategic sourcing process

Select Generate Select oﬂngntim G | nchmark
Profile the Sourcing ) Supplier ) Implement- } and Select Integ Supply
Category suppliers

alrategy Portfolio / ation Path / Suppliers Market




Contract
Msnagement

Management

» Prioritize Spend Catagories
» Form Comodity Teams
» Develop Sourcing Strategies

» Conduct RFQ Process
e Evalute Suppliers
» Negotate and Award

» Create Contracts

» Capture, maintain and store
o Crate Audit Trial

» Measure and Monitor

e leverage approved supplier list
o Create Supplier Scorecard

R e e

» Dafine XPl's
® Define Business rule-based alerts
» Create Executive Dashboard



The Strategic Sourcing Process

Step 1 | : \ A Step 4

, Step 5
Build the - » Strategy 4 Contract , SRM
Team / : Development £, Negotiation
Goal: Goal: Goal:
Goal: : A Goal: 2
Develop a Undstatand the Classify suppliers Negotiate a win-win Continuously
statement of work supply market and define orayant improve
and plan y sourcing approach performance

Inputs and Tools: Inputs and Tools: Inputs and Tools: Inputs and Tools:
Project leader; Interviews; online Market research; Negotiation plan;
other team research; portfolio matrix; supplier evaluation
members conferences forecasted spend tool

Inputs and Tools:
Contract; supplier
scorecard

Sutpurs: Outputs: Outputs:

Baseline data; 2:':2:::’:2 Supplier evaluation Outputs: Supplier
project charter; ; ges; tool with desired Signed contract development plan;

work plan prlclng;to;apaclty; relationship communication

Outputs:

Purchasmg fSUpply’Chaln Man 'Jaw;wf,nsa



otategc ourcing Process

Develop the soutcing satey Pecutete sourdngstrate

ovemance Review Gates



SUURGING PROCESS

MANAGE CATEGORY

A DESN MOGE T
sy | M o

HANAGE SUPPLER :

TRANSACTIONAL SOURCING



6 Approaches to Strategic Sourcing

E-negotiation and supplier vetting/selection — tender management, negotiation and possibly a reverse auction
(or another form of “e-auction”)

Traditional strategic sourcing — including analytics, tender management, RFX and/or auctions

Sourcing optimization — which requires many (ideally all) of the elements of (1) and (2) and adds new levels of flexible bid
collection / flexible supplier offers, application of single or multiple buyer constraints and scenario analysis

Sourcing and contract management — which requires (1) and (2) and adds contract negotiation and contract

Supplier management-enhanced sourcing — which requires (1) and (2) and supplier performance management

Source-to-pay — inclusive of (1) and (2), as well as supplier contract, performance and transaction management



1. Category

Assesamaent

7. Supplier I I 2. Requirement

RBeatiomnshyd Definhion &
Management >LOPC

/-Step

2 Strateglc

Sourcing

5 Transihon

Process
®

/

5. Negotiation &

Conlract Award




Strategic Sourcing Process

Analyze Identify Analyze Develop Manage Award & Implement
Requirements Market Strategy Negotiations Contract Strategy
1 2 3

Strategic

. Traditional
Sourcing

Procurement

4



OVERVIEW: STRATEGIC SOURCING PROCESS

Strategic Spurcing is a procurement-led process that continuously impraves the purchasing power of a company through
the consistent use of specific tools and activities that clarify the internal business requirements and leverage the supply base.,

OVERVIEW:
PROCURE-TO-PAY PROCESS

| - O PROCESS
© e INITIATION
S DSITUATION

(3} Purchase Requisition
Purchasi Qrder Croatien and Dispatch
Purchase Qvder Administration

© Mt opon @ SUPPLIER

Invoice Approval

s MANAGEMENT @ STRATEGY

i ) CREATION
O STRATEGY

IMPLEMENTATION

ANALYSIS

STRATEGIC SOURCING
PROCESS CONSIDERATIONS

{Z) PROCESS ATIETION
© What 1 e Bpportuning?
+ What procusement B im and oul of
scope regarding the opportunity?
o ow will we operate as a team?

(2 SITUATION ANALYSIS
INTERKAL
+ What are the curent practices within
LERA regarding this opportunity?
= What ase thé bisiness réguinsments
rirgarding this opportunity going
forwand?
+ What are the business needs versus
waanis?
EXTERMAL
« 'What ase the markel dynamics
regarding this cppastuniny?
+ HWow does the LORA opportunity match
the market?

{3 STRATEEY CREATION
+ ‘What are the sourcing options?
+ HWow do we evaluate and make
decisions based on these aptions?
= What s the sourcing strategy after
analyiis of these epliong?

o] ETH!I.TEE‘I'IW‘I.BI]TJ.TI]H

= What ase the implementalion sleps?

« Whi is respondilile Tar implemanting
Ehir 3bepa?

+ Evaluation

+ Contract Negotiaticn

» Conform Contract

* Hpprovals

« Contract Exdeution

® EIJPFIJEE MARAGEWENT

= How do v sdminigler conlracts o
ol vendors aesduntabiy (@ canired
b and conditions?

+ HWow do we drive more value from the
supplier relationship?

» [Haw do we reduce our cost of total
e ?

* How can W Impove comporto
responsibility?




Strategic Sourcing - Activities

U Spend Management, Pareto analysis

U Market supply analysis, supplier scorecard
J RFI/RFQ/RFP process

J Cost Analysis

U Supplier Audits, Quality inspections

U Negotiation & contract finalization

J APQP and PPAP support

J Monitor & control production

U Risk Management

U Packaging & Logistic support




Client Order Quality Delivery

Client Bries Approval | Placement Check Iracking




KEY POINT SOURCING

1. Who we are:
% Manufacturer
W Services business
% Trading company
& Government institution
% Non Profit Organization

2. Categories of Order:
% Repeat Order
% Project Procurement
% Emergency Order

3. Criteria of Order:
% Product
W Services
% Combining of product & services

4. Sources of Vendor :

Sole sourcing
Single sourcing
Multiple sourcing

5. Environment of Markets:

Monopoly
Oligopoly
Regulated market
Competitive market

6. Nature of Orders:

Fixed order or blanket order
Inventory based order
Distributed materials
Comprehensive order

Back to back order

Trial order or transition order
Short terms or long terms order



Strategic Sourcing Decision Making
Supplier Selection and Evaluation

Decisions about:

Selecting a competent group of suppliers
Evaluation suppliers to develop short- term and long- term releationship
Restructuring the supplier network
Supply base rationalization

Supply based reduction

R T

Decision Makers:

Sourcing Manager

Purchasing Manager

Contract Manager

Strategic Sourcing Analyst

Global Strategic Sourcing Manager

NN R 2




-

 Create
Commody
Proflle

v Perform Value
Analysis
v Select

sourcing
sirateqy

Preliminary
— Research

i SUpply Market
Analysis

* |dentiy
Suppler
Selection
Criteria

 Generate
Suppler List

» Send out RF|

0"

a- Finalize

SPecs,
Conauct
Sourcing
Eyent

* Formalize
Negotation
Strateqy

L

» Stakenolder
Agreement

v Create Transition
Plan

et up
Processesto

o monitor resuts

» Contintous
Monitoring of
Suppler
Performance

+ Market
Analysis

g IMplementatior a
Performance

\. -
Monitoring
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Strategic Sourcing Process Overview

ANALYSIS STRATEGY SUPPLIER SELECTION IMPLEMENTATION
Strategic Sourcing Methodology
Recass Profile Create Conduct Negotiate &
Bpportunity Category Develop Selection Competitive Develop
& Establish Internally & ) Sourcing ~ SFactors & Exercise w/ ', Sourcing Rilpiement
y Strate Evaluate Approved Recommend- Agreements
Team Externally 9y :
Suppliers Suppliers action
Validate Create Complete
Rasess Internal Develop : Traditional Prepare Fact- Implement
Opportunity Pedilrenents Sourcing Supplier
= Profile Oblectives Selection RFP Process Bagec{ Agreements
Category ) Criteria 7 | Negotiation and Monitor
8 Obtain ,_ - ~ — AND/OR - Packages KPls
S || Sponsorship | [0 Congluct
T & ID Team eAuction(s) |
“« 4 Model Iy Develop Conduct -AND/OR - Evaluate
Sourcing Supplier Negotiate Performance
Create Sl Strategies & Analysis BoiAhaIate Agreements and Develop
Project Industry Tactics Incumbent Suppliers
Plan Analysis 2 7 7 Supplier(s) 5 7
s M . = . 5 . 3 . 5 . 3 . B
= |  Project Plan Internal Category Sourcing Supplier RFPs | RFQs Fact-Based Finalized
e Profile Strategy Plan: Selection ; Negotiation Packages Agreements
Analyze Current e e . eAuctions . _
8 Spend TCO Model Compet!tlve Decision Matrix . Supplier Negotiations Benefits
= Supplier RFIs (optional) Collaborative Presentation Realization
= Document Cost Reduction Selection or P Discussions : .
2 | Requirements Ideas Existing “Short List" of Sourcing Continual
g Supplier Supp“e’.s Recomlnendat'on Supplier

Industry Profile

Development

Page: 2

Improvement



Strategic Sourcing Process

Benchmarking

Run
Analyze Analyze |dentify Develop keywords '\ - queries/

need Market Requirementyf Strategy strategies 2 conduct recruiter
searches

- '\ J
hd Y

Strategic Traditional
Sourcing Sourcing




Strategic Sourcing

If:!;r_-'l1_:1r,yl||.;|q,|_'f,-,,.-,-h E | I_.!‘HI'“II:' VY

strategy Engagement Irnpiem ent

Lo s | EF'I:H. r .
Misgofiation or Suppler Gualfication
Rsrts Anshions /
E-SoUNCIng
Techrical .
Eryagament Supply Migration

Frosducl Gualifca i

Farmalksa Benafits fracking

iCanirocual

Rakyhiorships ! "

[P sy s
Eey Defiverables;
Hegohated Contracts bl tons

Cruick Hits oSt Saings

ey Desliveiables:

Savings typically 15-35%

- Savings typically 5-10%

B e Tl Sl e P
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f) Types of Sourcing

(e

[

Affordable

Strategic Sourcing
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Sourcing Services

Supplier Determination
Business Negotiation

Contract Settlement

2

c
2
e
AL
e

o

=70}
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TRADITIONAL PURCHASING

STRATEGIC SOURCING

COST

QUALITY/
QUANTITY

SKILLS SET

LOCATION
PROCEDURE

RELATIONSHIP

SUPPLIER
PERFORMANCE

ADJUSTMENTS

Lowest possible cost per unit

High volumes for generating
mass discount

Negotiation, analytical,
proficiency skills

Locally known supplier base

“what to buy and from whom"

Based on acquaintanceship

Effective (completing activities

and achieving goals, by doing
the right things)

Reactive approaches for failure
improvement

Best possible value and total cost of
ownership

Highest possible quality for lowest
possible cost

Soft negotiating, solving,
collaborating, cross-functional skills
based on mutual respect and
compromises

Global supplier network

Requesting and comparing for
identifying best cost-quality-service-
offer

Intense and sustainable

Efficient (lean approach: achieving

high outputs with minimum inputs,
by doing the things right)

Proactive approaches for failure

prevention
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g) Sourcing Tools

Determining the Negotiation Strategy

High

Renegotiate
RFP

Complexity

Auction Auction
RFP RFP

Low Value High



Implement

Step 5 - Implement Sourcing Strategy Sourcing Srtey

Actions

. Develop supplier solicitation
strategy

® |mplement supplier solicitation
strategy

e Conduct supplier negotiation

e Develop process enhancemen:

strategy
e Obtain final approvals
® Award contract

Quitcomes

Selection criteria and weightings
for supplier selection

Request for Proposal (RFP) to
suppliers

Short list of suppliers

Comprehensive evaluation of
short-listed suppliers
Performance measure categories
for supplier performance analysis
Final selection of supplier(s)
Finalised Standard Agreement,
with negotiated pricing and terms

Communication to all affected
stakeholders
21
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h) Strategic Sourcing Benefits - Results

STRATEGIC SOURCING

For most companies, Global
Strategic Sourcing Is an
opportunity to achieve significant
recduction In operating Ccosts,



Current Strategy
Op Review
P

043% ’rll/,- 2 |dent.ify historical
%% 'S‘.g,b 0, requirements and process _
s a, 5’/),\ s Review pastand present Market Intelligence

business arrangements

n |dentify qualified suppliers

» Understandindustry trends
and cost structure

%,
S@
Vicg
S Buyers

SB

e

Performance

Finance

QA Reps

Management

Monltqr internal performance and Sourcing
compliance
Team

Administer contract (if applicable) (PMOIPM)
Integrate supplier relationship mgmt
Conductquality analysis

Requirements
Definition

n Definerequirements
» Standardize requirements

Strategy Execution '?@s
ll/[
Rollout/resource strategy S Customer
u [ssuepolicy and/or Sourcing Strategy -
s Execute demand Development Warfighter
managementand/or

Follow acquisition process Taxpayer




&

With new clients and new
subject-matter experts,
Source One saw record
savings in many
categories in 2012,
maintaining an average of
18% savings for clients
across all categories.

O

48%
Transcription
Services

LB B O R R R

29%
Janitorial
Services

L B L B B O B D R B D L L N B B B R B B R R B

43% : 4,0%
Hosting | Telecom
Services ¢ canvices
27% * 22%
Fadlity : B@Dkiﬂg
Maintenance « Sarvices
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35%
Printing
and Forms

...I....'.l'......

18%

MRO



BENEFITS OF STRATEGIC SOURCING

Primary Benefits of Strategic Sourcing

!

Change in
Consumption/
Volume

Demand Management

* Eliminate demand

* Reduce consumption
* Encourage substitution
* Change product mix

Specification Review
* Eliminate “‘gold-plating’
* Simplify specifications
* Alternative products

' ' '

Lk Improved
Reduction in Cost 0 oY

: perating

Per Unit :
Efficiency

Pricing Improvements Reduced Procurement-Related

* Lowerunitprice Operating Expense

* Volumerebates * PO Processing
* Paymentterm discounts  + Accounts Payable
* Receipt/Warehousing

Supply Chain Savings » Standardized procurement

* Costofcapital process

* Warehousingcosts

* Shippingcosts Reduced Non-Procurement
Related Operating Expense

Reduced Lifecycle Costs * Qtheroperating

* Maintenance costs efficiencies

* QOperating costs

* Dispositioncosts Performance Monitoring

» Structured metrics and
periodic review of
contractor performance

!

Improved Supply

Management

Socio-economic Goals

o Structured analysis of
small/disadvantaged
business opportuniies

Optimized Supplier

Relationships

* |mproved joint
understanding of needs
and capabilities

* Increased efficiencies
across the entire supply
chain



The value of Strategic Sourcing

N B

What are the key benefits?

Achieve
efficiencies,

reducing
costs and
risks

northhighland.

HIGHLAND WORLDWIDE

Deliver best

value from
procurement
spend

What are the elements of Strategic Sourcing?

Aligning the procurement approach to business strategy and performance
Providing a strategic assessment of costs and strategic business processes
Rationalizing suppliers and governance using a strategic supplierlist
Implementing consistent supplier and procurement performance measurement
Developing a consistent approach to supplier relationship management
Ensuring an appropriate mix of suppliers are used for upcoming programs

Providing governance and supportin the supplier selection process

Improve
supplier
relations and
establish
strategic
partnerships

Improve
performance

and achieve a
competitive
advantage




Strategy | Develop insight

We challenge our clients to think strategically
about how they consume and deliver services, and
refine the delivery model to best achieve their
strategic outcomes.

Execution | Drive action

We support our clients in the design and
implementation of unique, tailored solutions to
build an advantaged services model, leveraging
our expertise to establish a robust process and
mitigate the risks inherent to any implementation.

Optimization | Sustain advantage

We work with our clients to continually adapt their
service models against evolving market needs and
on-going cost, risk and performance pressures to
increase agility, flexibility and capabilities.

Our clients seek to dramatically
improve their performance — to be
more agile and focused when
responding to market changes, to
reduce operational and financial risks.

We view global services as more than
a cost of doing business — they can
drive competitive advantage.
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i) Hospitality Strategic Sourcing

30%
25%
20%
15%
10%

5":‘-"’. o

0% -

Which areas are you planning on amending your
traditional hotel sourcing process for 20177?

Implementing  Utilizing Utilizing Risk Other
hotel shared dynamic management
shopping economy pricing initiatives or
services providers service

providers




SAMPLE

Sourcing Strategy: Airlines

CurrentState Sourcing Recommendation

+ Travelpolicies located in Accounts Payable » Create separatetravelpolicy with management
Expenditure Manual - No enforcement enforcement

+ All departments using one travelagency, + Enterinto negotiations with Northwest (current
howeversuspectthat some Southwest contracted supplier)and AmericanAirlines. In
bookings are goingdirectly to Southwest.com addition, pursue possible corporate deal with

« Travelcomplianceis not be monitored SouthwestAirlines.

+ Recently moved corporate headquarters from * Stimulate competitionbetween Northwest
Detroit. Ml to Dallas, TX and American Airlines in multi-hub city pairs

» Top 3 airline spend: Northwest, American and + Stimulate competitionbetween Northwest
Southwest and American Airlines forinternational air

+ Currentcontractwith Northwestonly (no spend
commitment) marketshare can supporta formal corporate

+ 70% of air spendin Tier 3 agreemen't

+ Someinternational air spend —about15% * Marketdynamics suggesta 2 yearcontract

Results

+ Separate travel policy resulting in improved compliance
* Discountin Tier 3 level pricing

+ Capture all Southwestspend

Page: 33



A Case Study

Global Hotel Strategy

» We outsource the process. We conduct hotel spend analysis using data from
Agencies, major hotel chains, credit card and T&E systems.

» Solicit preferred hotel preferences from administrators and top travelers in your
key global markets that may not be captured in the data due to direct bookings

v" Understand your travel profile —
v' Why do you travel? What type of hotels are needed for the type of travel you have?
v' What ancillary items are in your hotel folio data that your travelers use and that are expensed?

» Compile a list of all hotels used — Case study: 1400 hotels used and 980 hotels where
we had spend in the previous year with over 100 room nights in the market. | combine
meetings and events and corporate travel spend to be sure we leverage our contribution.

» RFPs are sent and we narrow the selection. Case study: Narrowed to 410 hotels
where we had substantial spend or the property was requested as a preferred by
travelers or administrator.

Selection xecute and
‘ and Implement |
J ’ : Negotiations Contract ] J
" / / V4 / /4




Sourcing Strategies & Tactics

Several sourcing strategies can be pursued, either separately or together.

STRATEGIC
RELATIONSHIP

= Establish integrated
or close relationships
with suppliers where
both buyer and
supplier work
together to share
information,
collaborate, and
further each partner's
goals

PROCESS
IMPROVEMENT

= |dentify opportunities
to standardize and
streamline business
processes that will
result in improved
quality, reduced cycle
times, and lower total
cost of ownership

— Possible Sourcing Strategies —

Best Price
Analysis

Strategic
Relationship

Commodity
Sourcing
Strategy

Demand
Managemen

Process
mprovement

Volume
Leveraging

VOLUME CONCENTRATION

= Aggregate like goods and/or services
across organizational units in order to
increase negotiation leverage and negotiate
better pricing, and terms and conditions

BESTPRICE
ANALYSIS

= Evaluate and model
all costs and use
negotiation tactics
that increase
transparency and
maximize competition

DEMAND
MANAGEMENT

= Address factors such
as standards.
requirements, and
policies to reduce
costs related to
internal demand




Sourcing Strategy: Car Rentals

SAMPLE

Current State

+ Travelpolicies located in Accounts Payable
Expenditure Manual - No enforcement

+ All departments using one travelagencyfor
booking carrentals, howeversome spendis
being booked via anothersource

+ 97% of the car rental spend is with one
preferred supplier

» Over75% of carrentalreturns are subjectto
refuelingcharges

+ Thetop 15 cities, by volume, represent 78% of
the rental car spend

Sourcing Recommendation

* Developandimplementone travel policy for all
departments

+ |Issue a RequestforProposalto the top 5 rental
carcompanies

+ Consolidate volume from all sourcesto
increase bargaining power

* Requestpricing forone primary and one
primary and one secondary supplier
relationship

+ Negotiate refuelingcharges, if possible

+ Negotiate city surchargesforthe top 15
cities, by volume

+ Marketdynamics suggesta 2 yearcontractwith
the optionfora 1 yearextension

Results

+ Onetravel policy for all departments resulting in capturing the non-compliance thatis being done
+ Award contractto one primary or one primary and one secondary supplier, whicheveris more

advantageous

Page: 38



ACHIEVING COST SAVINGS
THROUGH STRATEGIC SOURCING




SAMPLE

Travel Category Opportunity

Confirmation of Sourceable Spend

Travel Airline $6,000,000 100% $5,500,000 3% $165,000

Travel Car Rental $1,000,000 100% $925 000 5% $46.250

Travel Hotel $4 500,000 100% $4 400,000 5% $220,000

Travel Agency - Agency Fees $170,000 100% 50 0% $0
Demand Management

Travel (Compliance) N/A N/A $700,000

*Hertz Car Rental Agreement — Expiration Date: July 31, 2010 *Mandated Travel & Entertainment Policy

*Northwest Airlines Agreement — Expiration Date: November 30, 2010 | «Drive Demand Management (Compliance Behavior)

«American Express Travel Agency Agreement — Expiration Date *On-Line Booking Tool

September 30, 2009 — Currently Extended until September 30, 2010, Advance Ticket Purchase

with an additional 1 year extension (2011) Non-Refundable Tickets

*Preferred Hotel usage

Preferred Car Rental usage
*Hotel Competitive Bid
«Negotiate American Airlines contract
rage:4 *Car Rental Competitive Bid




) ETED oE BRI -

Strategic Sourcing of Travel Means
-ocusing on Road Warriors

Road warriors (39+
nights away/yr) are  IRLKIY Tr.avelers
the most important  JEIEZXIELUES 2T

Source: ARC 2015 Trip
| group of travelers Friction database
Travelers are the covering 110K travelers

most important part
of a travel program



End-to-end global hotel solutions

Strategic hotel
purchasing for
optimized hotel
portfolios

Analysis of travel i
patterns and E’N;/ Business
identification of

_ Intelligence
potential savings

OHRS |

| Small
| Meetings ,
Meeting Sourcing for g / Search
a corporation's small - &Dbook /
meelings Comprehensive
\ availability due to
proprietary HRS
By channels and
Automated Strategjc

processing of bookings and

Yt : partner-ships
Invoices, Incl. reporting
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k) Other......Sourcing Talent - HR - Associates

The Early-bird Sourcing Strategy

Change in Growth, Impact, and Satisfaction Over Time
83% Outbound 17% Inbound

@ @
Sweet Spot est Tgent

Searchersl Networkers] Hunters |

Goc}( Job Late\/al AnMob

Explorers Tiptoers I

Careé/ Move Bett¥Job

th & IMpact =——

5 Super
Radd Passive

Virtual Talent Talent Pools

Community Pipelines
2011 Linkedin Survey - 4,550

fully-employed professionals

Time




Talent Acquisition
Managers

-

Active Candidates

. (20% of Market)

‘ Research &
Sourcing Team

Passive Candidates

‘ (80% of Market) Work

—-—

Project

Executive Search

Team

Executive
-~ Search




Extensive
Advertising

S

Advanced
Web Search
& Data
Mining

S

Proactive
Talent
Pooling

r—-

Referrals
from within

our Network

Targeted
Search

Social &
Professional
Networking




Single Supplier
(Providing vendor
independent solution)

 SERvICE nf.s'l»
HOSTING
“ADViSoRy SERVICE®



(ustomer Needs Definition ~~~ MarketAnalysls  Sourcing Strateqy Developmnet

WHAT WHO HOW WHAT
ewaion) W )




Global Procurement Processes

Day-to-Day Purchasing Process

: Process

Generate Approssl Processy Receive Approve Invoice &
Requisition Submis Submis Goods Invoice Generate
Requisition Order Services Payment

Strategic Sourcing Process

Access Create Conduct Negotiate

Opportunity | .l ~\\  Selection \ tive || & Develop implement
& ) ateg -= "

Supplier Relationship Management Process

Define

; Conduct Develop z
E?/:m::tl:iegn COD';::t Performance |} Improvement IContlnuous .
Criteria Evaluation Strategy P ON

Core Supporting Capabilities

Supplier Savings Spend

Scorecard Management Analysis
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|) Examples

Naval Strategic Sourcing Governance Structure

Naval Strategic Sourcing Governance High-Level Overview

OSD DPAPI/SS

1 1.S8trategic Sourcing Executive:
- Establish strategic goals and objectives

Naval Strategic Sourcing Executive

ASN (RD&A) - Approve Naval-wide rollout strategies
- Issues implementation of businessrules
I
| 2 : H .
f Naval Strategic Sourcing Working Committee Q 2.Working pommﬂtee. ¥ '
ADC AL OPNAV Lead - Determines commodities for sourcing
(MCBEOQ) DASN (A&LM) (N41) - Assigns commodity lead/ownership
- Coordinates Strategic Sourcing activities
i Lead B3Os - Monitors metrics
Exscuuve Agent
Strategic Sourcing - Standardizes policies & processes
Program Management P
k Office j J.Naval Budget Submitting Offices (BSOs)
: & Commodity Teams (CT):
! : : . . o
/ .............................................. | - |dentify strategic sourcing opportunities
NAVSEA | | NAVAIR | | NAVSUP | | SPAWAR | | NAVFAC &:gf‘xl - Lead BSOs operate & manage CTs
S - CTs staffed by Lead BSO/stakeholder BSOs
- Developmentand implementation of
/ sourcingstrategies and contract execution

- Facilitate implementation of polici
_ it il T (] e ies ot T acilitateimplementation of policies




* Deputy Secretary of Pennsylvania Department of
General Services (2003-2005)

* Responsibilities:
— Statewide procurement ($4B in annual spend)
— Fleet management (17,000 vehicles)
— Inventory management (17 warehouses)
— Print

* Accomplishments:
— 5360 million in annual procurement savings
— Quadrupling of state’s MWBE participation rate
— Warehouse consolidation, closing 14 warehouses

GOVERNMENT
SOURCING
SOLUTIONS

— Eliminated 1,000 vehicles from fleet

=



Request For Proposal







RFP objective?

Approved Requirements ﬁ Purchasing
Terms and Conditions ‘% Legal

Financing ﬁ Accounting

Formatting '/&\@ Purchasing

Company Info

Date Requirements

Purchasing




RFP Basics

RFP Creation

"Preparing a document that gets
you the information you need
without burning your eyes out”



RFI, RFP,RFQ

* RFI-Request for Information-document that
requires respondents to provide information on
their product, service or solution and typically
provide budgetary pricing

* RFP-Request for Proposal-typically used for
service type requests; consulting, engineering,
project management and the like. Firm numbers
and commitments made by respondents

* RFQ-Request for Quotation-typically used for
equipment, hard-assets and services to furnish
and install



2. Purpose of a Proposal

A project proposal is much bke o business plan, It is usually prepwred for people who
are pof familar with cither your orgomization or your prject. The project plan will gnve
the reader ull the mfonmation needed uboul you and the sotvity you have 1o mvid.

In the same way a bank would hike 10 see your business plun before it offers you
foan. a funder asks far a project proposal. Unlike o bank. development ngencies e
nat only mierested i the munngemont and fmancad pants of your business or project
« they are also mmerested m the development amms. So there are two dreas m which
vour propasal imust convinde (he funder that vou deserve iis support:

1. You will contribute to development In your community.
2, You are capable of managing the resources needed to meet your
dream.

LU B B L B B L B L B L L L L L B B L B B L L

NOTE! Think of the following gulde as 2 business or “project” plan, &
Do not think just about what the funder wants to hear, think about ;
what you need to do to manage your project effectively, | f you hawe
a solid project plan, you are likely to have both a successful project *
proposal and project. .



Picture Forming Proposal Shaping

Collect Proposal Ideas

Present the Issue

Create Proposal(s) from Ideas

Defing the Problem

Consent: Descripion Complefe

Consent: Proposal(s) Complete



Asking the Right Questions

* Ask open questions that require
respondents to provide more than a yes or
no response

* Provide a space for response that keeps
questions in an order that makes it easier
to analyze

* Place your questions in an order that
mimics your decision matrix



The RFP will describe requirements in use case form

Describing the Ul Modernization requirements in use cases increases the chances
that bidding vendors will respond accurately to our needs. This is because use cases
enable us to:

o Express the behavior of a system (functional requirements) in a manner that
both technical and non-technical people can understand the desired behavior

¢ Provide a single common format to document both user requirements and
system requirements

-~ This minimizes errors that can occurin translating userrequirements (for non-technical
audiences)into system requirements (fortechnical audiences)

—~  This enables a higher probability that misunderstandings between the business and the
softwareteam are resolved earlier (before the developmentis well underway)and so
avoiding costly re-work late in the developmentlifecycle

In addition, creating the use cases early (during the RFP phase) will also provide us
with dividends later:

o They provide the basis for the whole software lifecycle including architecture,
design and development

o They help testing efforts by facilitating the creation of test cases

- Usecasesalready provide requirements in a sequence, so testers do nothave to
guess atthe order and contentof useractions



Types of RFP

= RFIl - Request for Information: (pre-RFP) Gain
information on available solutions by vendors.
= RFlis not a prerequisite to RFP. RFl is used by buyers

to gain more insights, usually when there is ambiguity
around a project/product.

= RFP : Formal requests that communicate a
company’s requirements and invites solutions
from suppliers.



Study

* Requirements Analysis
» Baseline Definition
» Target Definition

RFI RFP/RFQ

* Supplier Interest * RFP : Open-Ended Questions to
» Key Supplier Information Solicit Solution Designs

» Non-Disclosure Agreement *RFQ; Clear Cut Baseline &
Requirements

* Selection

* Choose the vendor depending
on the indicated criteria

* Contract Negotations

Operational Baseline

Project

* Due Dilligence
» Project Kick-Off




Base Data Assessment

Cktiny Final RFP
RFP Creation (ABC Co/POG) |——=  naueloselect
Iterative process until marketplace
final version completed
I L
" Prepare for Proposal
Response & Evaluation
Evaluation (ABC Co [/ POG)
Preparation +  Select evaluation
committee
« Develop & Weight
Evaluation Matrices
Proposals
RFP Close ||  Receivedand ;
Ready for
Evaluation




Gaps in traditional Procurement Processes

Stau s up date s thra ugh
phone & emals

Sequeatal st of Procure 1o Pay Actvites N
L4
Anemployee sy a Approval for therequition  Creation and publohing of CrestinofPOsndwndrg  The requestaror the Reconedgoods maybe fecelvoand procem
requhtion for purchoae of from Ine man ager, Ry, Referdngtocontracs Itto the verdar nventary r aceve s good s or memal & nash tabie woke recel ved from
poods or wrvke vertary, finance et F avalbble - replamndfar varo s widor for the goock or
frpeerey wevcoprovded

N

— R

 Goods Recnipt! ..;.r» ”V"‘Q

RFxProcess PO Prec l ) I ‘ ",
Rogualicn " Gang Soice Enwy | -w_xv Invdcing

LA Y \

| / /
/

| || | | | | | | ] | 11 |

ks | Gaps ksues [ Gaps ksues [ Gaps ksues / Gaps ksues | Gaps ksues [ Gaps ksues | Gaps

o Fequetordwancthwe o Difcuky nrefering to o Umitedccomtolgeod o Neshacestomudtipe o Goodireceptand Servke o Time comuming and s Makngreviaom and
accom to updated e of apend Imits and budget approved vend ory, and iy ema bhe acauting oot Hmblybaed mranul requet for chon pes not ey,
sprowdprodetiand | Meuk bo trackback to difcdty n findng rew and e b on product or s vke type 1o pl 2w mert or reburm . dare thy ¢
vendory e T vendors Vsually tabea thecomplete Py o R

requetor and other o Oniytramactiond s Coesrct dictlylinkto . and ermalk be twe mn

b MaralPagwrSmad Apgrovers br more » Yerdor rmpome Information wallsble ; vendor perfor mance. No e vendarand acaounty
b ed proces s dotalh, recelved through emall pat of purchaoorden on the ot feech ack. o |rabiky to pecky resaon dopur tment.

b Requmtornctmewect 4 Inabiltytocheck Frherely OO SMNEIIGN L b e Onden nat b Comnctudsecurert (0T MUNOrIplCamant s d and dudcate
therpht productto anakeadyontng o Dvalustion of vendor roforrod to core racts or Fx nvertory atormaticaly on chuy whglongforme Invalcm Trackingof
procune contrac for thepaticular reapare e regone, rcslving Involcotatus b a manud

o Dffcultta refer to requmt cnumhgandmansl o Manusl update to vl e prEme
pldmandpomdrm ¢ Patidyprowh andedts  * B procem and rocedng and county
for approvah, pend haa to go through new walwdion lsemeforall paw bio
Armity otz, requition proceat roductand wrike

b Inabty toheeptrack of ¢ DANKUR to keep track of fpes
roq Ui ¥ o made apgr oval Natory



Capture Activities

(Concurrent with Proposal Creation)

A A A A

Pre-Bid Proposal Creation

s Advance - Ly ! Outnng /
Kaowledge Stosyboasd
*Develop Captuce Steategy . *Draft Content
s Techaical Proposal
*Management Submittal

= Past Pecformance
=Cost

Gates
G A NOTE: Gate Reviews are
= Strategic Management reviews
2. Strategy and Capture Plan ,
. and DO NOT contribute
Review

A Al A directly to the proposal’s quality.

4. Submit (Go/No-Go) Review

Bid/Proposal Review and Approval



RFP — Issues to watch for.....

Go to Haves!

Description of Project
— Community Information
— Previous work completed

Expected Outcomes/Requirements

Three Broad Categories to cover in an RFP:
— Expertise of Vendor

— Process Vendor will use to complete project
— Pricing and Legal

Evaluation Criteria and Rating



Vendor Matrix Rankings

Category/Sub Category % Weighting Vendor 1 Vendor 2 | Vendor3 | Vendor4 | Vendor5

Expertise 50% 47% 39% 36% 27% 49%
Network 15% 13% 9% 11% 7% 15%
Operations 15% 15% 13% 12% 9% 14%
Financial 20% 19% 14% 13% 12% 20%
Sales/Marketing 15% 13% 14% 13% 8% 15%
Regulatory/Legal 15% 15% 12% 1% 7% 14%
Services 20% 19% 15% 14% 10% 20%
Process 25% 25% 19% 18% 12% 24%
Timeline 25% 25% 20% 19% 13% 23%
Description of Process 50% 50% 37% 38% 24% 50%
Previous Experience 25% 25% 20% 17% 13% 24%
Pricing 25% 23% 24% 22% 20% 23%
Price 80% 73% 80% 69% 64% 73%
Insurance Requirements 10% 10% 8% 9% 7% 10%
Licensing Requirements 10% 10% 8% 9% 7% 10%

TOTAL 100% 95.2% 82.5% 76.6% 58.4% 97.0%
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Tech. & Management part
Response

Technical & Cover Letter
Management
Proposal

Executive Summary

Response to administrative requirements

Technic al solution & description

Project management description

Solution Demonstration requirements description (if
needed)

Additional Info.




Proposal Cover Letter

Your Cover Letter will include the following items:

Name

Address of the bidder,

RFP contact name, phone and email

Signature of a duly authorized officer or agent of the respondent submitting the proposal.

Bidder's authorized officer or agent shall certify in writing that:

- Proposal is genuine; not made in the interest of, or on behalf of, any undisclosed
person, firm, or corporation; and is not submitted in conformity with any anti-
competitive agreement or rules.

- Respondent has not directly or indirectly induced or solicited any other
respondent to submit a false or sham proposal.

- The respondent has not solicited or induced any other person, firm, or
corporation to refrain from proposing, or has not sought by collusion to obtain for
himself/herself any advantage over any other respondent.

- Mo reassignment of proposals will occur during the evaluation or negotiation
stage unless authorized by PSE and that in the event respondent and PSE
negotiate and execute a contract based on respondent's proposal, the contract
and obligations therein shall not be sold, transferred or assigned or pledged as
security or collateral for any obligation without the prior written permission of PSE
which permission shall not be unreasonably withheld. Any project lender who
takes an assignment of the contract for security and exercises any rights under
such agreements will be bound to perform such agreements to the same extent.

- Conflict of Interest: All respondents shall disclose in their proposal any and all
relationships between themselves, the project and/or members of their project
team and PSE, its employees, its customers, or members of PSE's Conservation

Resource Advisory Group (CRAG).



Cover Lefter

= 3-parts
® Read and Understood the requirements
= Accepted conditions stated in RFP

= Committing the company to products & prices
included in proposal.



RFP support
Creation of Request for
Proposal, Vendor Selection,

AWmERPImpIemamﬁon S——
andERl’Audnt




f

Effective and
Quick

Requirements
Vthcring

Shortlist and prioritize
the features and
functions you need

instead of preparing a
list from scratch

Easily add your
company's unique
CRM requirements

capability and their
implementation and

support strategy

r—

Analysing
CRMRFP

Qsponm

Apple to apple
comparison can be
done amongst various

products and vendors

Make sure that
vendors understand
and can support all
your requirements

f

Getting a
Clear Picture
of the |

R I | Get a clear picture of

deployment A (- 1[(=
customizations,
integrations and
additional cost
Compare your existing
systems to the
winning solution




Expectations from a RFP
Response

= Demonstrate clear understanding of all technical
& non-technical issues mentioned in RFP

= How your suggested solution will address each of
the issues/requirements raised in RFP?

= Method of doing business (team, risk
management, training, support etc.)



Why do we know anything?

* Have created and responded to Requests
In the Telecommunications Industry
including:

— Infrastructure

— Equipment

— Telecom Services

— Consulting Services

— Operational Support Systems






Process

* Timeline
— How long will it take the vendor to complete the project
— Asking for a project chart to represent this is always a good idea

* Description of Process

— How will the vendor gather information, work with you, compile
the information and provide a final product

— Another important piece is what expectations the vendor has
regarding your involvement in the process

— What you are looking for here is good project management
practices and thoroughness of the process

* Previous Experience
— References of Previous Projects
— Other telecommunications background and projects



Approaches to Evaluating

External & In-Company Training
Cost Benefit

Criteria

In Company Training

Ultimate Value

Organization Pl Client Centered

—_—
Approach Development Approach
criteria
Trai Centered Job Behavior
oot — SOCUERR <« Trainee Centered A

Approach
Learning
Criteria

Trainee Centered ~ _, WPPWINNINPW. Trainee Centered A
Approach Transfer

Criteria



Proposal - Your Storyboard
—

Your Offer Definition

Your Understanding
Major issues

* Proposal information * SWOT analysis
+ Bid request information * Approach
4 * Features & benefits
* Risk management
* Past performance /
Your Analysis | StOfo oar
+ Compliance d
|
- 4

Your Strategy

Your key Visuals
Section discriminators

* Graphs / Trends Volume strategy
Section strategy

* Title / Captions
; ; Section theme
* Action Pointers '
J >4




-

User Profile

Contacts

Constant Customer/
Chient & Contact
Information

|

Constant
Information Documents

Varnable Subdocuments
’ CustomeriCliont (Corporate Contord
' Content Dutatrase)
Document I I
Gonoration
Engine
Dowricad 0



Form Steering
Committee & Appoint

Project Director

Define Research
Limits

Final Evaluation of
Results

Order & Prioritize
Areas

Prepare Call for
Proposal Document

Payment & Reporting

|dentify & Approve
Strategic Research
Areas

Evaluate & Select
Proposals

Negotiationand
Agreement

welFoaq4 =44

Wl THo a4 350 o




_reate a New Proposal @

+ Content enhancement
x proposal

Propose adding a new entity
+ (as a child of the current)

Propose deleting the current
entity

— Propose complex
&% hierarchical changes



DN
DN
DN

EEEEN
DN

I RFPTemplatesorg

Sample RFP Short Form

4. GENERAL

Objsctive /! Purposs=
Frovidse 3 ststement of company purpose and objsciives.

ey Dates
List key dates snd 3 descrniption of what will occur within thos= timslinaes.

2. BACKGROUND
History
FProvid= a3 bnef history of events l=eading up 1o the RFP.

3. SERVICE 7 WORK REQUIREMENTS
Expectations

- Explain imponantwork relstonship issuss and what both partes sre expeactiaedio

bring to th= agreement.

Frovide = cle=sr description of problaem 1o b= solved or servicses reguirad.

Sp=ll out datsils concerning guality and psrformancs standsrds reguired.

- Frovidse an indication of the timslines | .. sessona window, milestonss [ tsrgset
dates related 1o delivery of the services.

Msndstory Reguirements

Idenmntify any mandatory reguiremernts that, if not met, will resultin proposal rejection {eg
o=Sst expenaencs, guslifications, eguipment, =tc_ )

Prcing

Indicst=s how the proponaent should st thair price proposal (=g, foced pricse, prices par
hour / day. ususally with = speciic c=iling. Including or excluding out of pocket! expenssas,
time and matenals, exc ). Optionaly . 3t thaediscreton of the [YourCTompanyl. the budg=s
or maimum coniract valus may be disclos=d )

4. SUBMISSION GUIDELINES

FProponent Orgsniz=ton f Profile J Technics] Skills 7 Expenencs

Froponsnts shall idaentfy relsvant mansgemeant, sdministravwe and financsl cspasbilities
=s well 3 technical and necsssary skills, gusihfications =and sxpenencs that thaey

consider Spproprists 1o the evalustion of theair ability 1o successfully underntsks the
propos=d contract and me=t 3l RFF objectives.




HARRIS COUNTY

REQUEST FOR PROPOSAL Job No. 98/0494

Date Due: Januarv S, 1999
Cover Sheet DUE NO ILATER THAN 1:00 P.MVL.

Proposals received later than the date
and time above will not be considered.

Il PROPOSAIL. FOR: Lease/Purchase of Office Space for Harris County I
OFFERORS NOTE!!

Carefully read all instiuctions, requirements and Please return proposal in the envelope provided or in a

specifications. Fill out all formms properly and comparable size envelope. Be sure that returm envelope

completely. Submit your proposal with all appropriate shows the Job Number, Description and is marked

supplements and/or samples. "SEALED PROPOSAL."

RETURN PROPOSAL TO:
HARRIS COUNTY PURCHASING AGENT
1001 PRESTON AVENUE, SUITE 670
HOUSTON, TEXAS 77002

For additional information, contact _ Alfonso Saldivar at (713) 755- 6803

You must sign below in INK: failure to sign WILL disqualify the offer. All prices must be typewritten or
written in ink.

Total Amount of Proposal $

Company Name:

Company Address:

Telephone No. FAX No.

Print Name:

Signature:

[ Your signature attests to your offer to provide the goods and/or services in this proposal according to the published
provisions of this Job. Contract is not valid until Purchase Order is issued.]

ACCEPTED BY: Date:
HARRIS COUNTY JUDGE ROBERT ECKELS

AXS/vcj

Revised 7/97



Time & Aftendance
Software
Requirements Checklist
with Fit-GAP Analysis

Eﬂm_

For HELP, place the cursor in desired column cell on this row:

Attendance Tracking
Do yau need to identify emplayees that are clocked in and track haurs
over user definable periods.

Do yau need flex time, split shifts, depatmental transfars, etc..

Do yau need to track attendance records shawing late days, absences
etc..

Do you need to automatically alert management of impending events
such as breaks, lunches, shitt changes, et as they are approached,
met and exceeded in user defined perods,

Do yau need to manually enter/audit time and attendance data as
necessary.

PG

PG

BF

1.00

Requirement Type

Indicates if GAP isin
Funcions/features, User interface,
Technical, or Requlatory compliance

F = Functionality
LI = User Interface
T =Technical

RC = Requlatory/Compliance




Proposal

Design Proposal
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RFP Guidelines

These Guidelines contain:

- General RFP guidelines
- RFP Information and Approval form
- Issue and Timeline Information form

GENERAL GUIDELINES

Required documentation/forms:

- RFEFP Information and Approval form, should be completely filled out.

- Include the funding information as a COFRS RX. If no appropriation exists, then the approving official should
explain funding in a memo.

- Timeline form with your estimated dates.

- DRAFT of BRFEP, as explained below. We highly encourage you to involve us with your needs prior to completing
the first draft. With our experience we can give you suggestions on how to get what you need, following the
correct procedures.

RFP Components * * * Be sure to paginate your document * * *

I. Issue and Timeline Information (filled out from the form described in the previous section)

Your RFP document begins with this page, the dates and times should be estimates only, to be finalized with
the Purchasing Agent.

1. Background, Overview and Goals
A BRIEF Summary (1/2 — 1 page) of the services the program provides and goals for this RFP.

IHl. Requirements
These are the services you want the offeror to provide.

Requirements must be structured in such a way to enable them to be quantified wherever possible. (This forms
the basic language of the resulting Contract.) Requirements should:

Be clearly stated

Be contractually sound

Be unbiased and free of prejudice towards any particular offeror(s)
Encourage innowvative solutions to the requirement

Permit free and open competition to the extent reasonably possible

EE

* * * Organize your requirements with numbering or lettering for ease of referencing

Be careful of ‘mandatory’ requirements. If you use the words like ‘'must’ or ‘shall’, the offeror MUST submit these in order
to be deemed responsive. For example: If you say, “Your proposal must not exceed 50 pages.” VWhat if they send 52
pages, are you willing to eliminate this vendor?



Pricing

* Scope as Understood by Vendor
* Pricing for the project
— Not to exceed?

— Change orders?
— Other Hourly services?

* Insurance coverage

* Other financial qualifications-want to make
sure they will be around



Tachnology

Business _—_ Management
Business Requiremants Heii::migrir
Requirements Catanlg (UIFEMENts
2013

258
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Define 01/ nvite 02/ Monitor / Analyze
ki

Based on your BRD
and FRD, define the
scope of your needs
by a list of questions
to compare each
vendor on their
stability, the features
Of their product, the
schedule of
Implementation, and
budget.

send your RFI/ RFP to
the selected vendors
with a specific

timeline expectation,

along with any
Company

Confidentiality
requirements,

Ensure that the
Vendors are respecting
the schedule of
expectations that you
provided, and once
the information has
been submitted for
your review, confirm
that they haven't
omitted anything.

Once the nformation
0r proposal has been
provided, prepare your
review objectively
making sure to
property score each
vendor based on their
response, and how that
aligns With your needs,



Mentors

Committer
Papecrwork

Project Proposal

Community Review

Creation Eeview

Prowvision

EMO
Approval

Trademark
Eeview
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paperless



Needs Assessment |

*Faculty
*Residents

*Regulating Agencies

'Evaluation Program development
*Trainees reaction *Define concepts
*Trainees learning *Formulate goals and objectives

*Change in behavior
*Change in patient outcomes
*Assess reliability and validity

(

\J Design and Implementation

*Define tasks

*|dentify personnel

*Determine logistics and resources
*Design scoring sheet or checklist




Proposals

o

Approved OnHold Drafs Completed Rejected

| Waiting for approval (2)

Proposals waiting for approval

Description

wH

1 Sample proposal: New website
b 3ent about 2 hours ago by Justin

2 AppStorm - Quote for Writing Services
b Sent 36 minutes ago by Justin



Request for
Proposal/Quotation

For [your service, material or assembly]

[Insert today’s date here]

[Type your company name]

[Type your company address]




“On-Call” Civil Engineering Services
REQUEST FOR PROPOSAL
VENDOR APPLICATION FORM

T'YPE OF APPLICANT: 1 NEW CURRENT VENDOR

Legal Contractual Name of Corporation:

Contact Person for Agreement:

Corporate Mailing Address:

City, State and Zip Code:

E-Mail Address:

Phone: Fax:

Contact Person for Proposals:

Title: E-Mail Address:

Business Telephone: Business Fax:

Is your business: (check one)

NON PROFIT CORPORATION FOR PROFIT CORPORATION

Is your business: (check one)
CORPORATION LIMITED LIABILITY PARTNERSHIP
INDIVIDUAL SOLE PROPRIETORSHIP
PARTNERSHIP UNINCORPORATED ASSOCIATION

Names & Titles of Corporate Board Members
(Also list Names & Titles of persons with written authorization/resolution to sign contracts)

Names Title Phone




Request For Proposal
Today's Date:

Title:

RFP Number (if applicable):

Scope of Work:

Project Budget (if applicable):

Requirements:

Evaluation criteria:

Legal statements (if applicable):

Additional information:

IMPORTANT DATES

RFP announcement date:

Intent to bid date:

Deadline to submil questions:
Answers 10 questions posted:

RFP submission deadline:

RFP award date:

Project 1o be completed:

HOW TO APPLY

Mail RFP submissions t1o:

Apply by email:

Apply by fax:
RFP QUESTIONS

Please contacit:

Phone:

Fax:

Email:

COMPANY PROFILE

Company name:

Address:

Website:

Company background:




HEvent Proposal

[Event Title]
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THE RESEARCH PROPOSAL TEMPLATE
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Customer Service
Company Training Proposal
Description

This highly interactive training workshop provides a toolbox of skills for e ffectively and efficiently handling all
types of customer interactions. Participants will learm customer service skills to he lp improve their performance
and present a professional, knowledgeable image thatreflects wellonyour company. At the program’s
conclusion, you should be able to:

Describe exceptional customer service.

identify the benefits of great customer service.

Recognize barriers to the delivery of outstanding customer service.

Adapt to specificcustomer be havior styles.

Demonstrate how to me asure customer-satisfaction levels and take corrective action if needed.
Describe technigues for dealing with angry or upset customers.

Dewvelop a personal action plan to improve customer-service skills.

Course Outline — Developing Outstanding Customer Skills

Myers-Briggs Personality Assessment

The MBTI instrument, meaning of “preferences”™
MBTI definitions, with se lif-assessment
Individual results and verification

Experiential activities

Customer Service Excellence - Ho w To Deliver Exceptional Customer Service
e Focus onCustomer Service Success

e Benefits of Great Customer Service

e Effective Communication & Listening Skills

Managing Customer Expectations by Personality Style

e Understand Yourself and Your Own Personality Style

e Understand and dentify the Personality Style of Others

e Avoid Taking Things Personally

e Expand Your Communication Skills to Get Along Easily with More Customers

The Good, the Bad, and the Ugly: Dealing with Difficult Customers
e Recognize and Respond Effectively to Specific Customer Behaviors
e Understand the Physioclogyof Anger

e Listen to an Angry Customer So That They Calim Down



N

PRODUCT PROPOSAL — SENIOR PROJECT

SENIOR PROJECT

Student Name Katie Chambless
SENIOR PROJECT English teacher Clyburn Date 9-4-12

Designated Timeline Fall

1. What skills will you develop during the course of your Senior Project?

During the course of my Senior Project, I will utilize many skills. Some of these are
organization, planning, designing and assembling jewelry. I will have to incorporate patience as [
will be working with small materials.

2. How will you use these skills in the future? You must explain how these skills will serve
yvou in a future career and/or endeavor.

Once these skills are mastered, I can incorporate them in any project or challenges 1
encounter in the future. To reach any objective one must identify the objective, plan how to reach
it and organize the process to accomplish the objective.

3. What will be the end result of the application of the skills you acquire? (Name your
product in the first sentence of your response.) Will you produce a tangible product, such
as a piece of furniture or a set of blueprints? Will you use your skills to produce an
intangible product, such as an event, a performance, a certification, a donation (include
the name of the charity). service to the community, or a combination of these?

The end result of my project will be the ability to make jewelry. I will produce pieces of
jewelry throughout my project. These pieces could include necklaces, bracelets or earrings. The
jewelry will be made out of semi-precious stones, seashells, pearls, copper wire, crystals, and
beads. The jewelry might also have silver wiring or sterling silver wiring.

4. Why have you chosen this product?
Traditionally, jewelry has been a way to decorate our bodies and accent our clothing.

Hopefully, the products I make will be accepted by people who think the addition of my jewelry
will be noticed by other people and complimented for wearing it.



DCH Briefing on Housing and Regeneration Bill
20 November 2007

Summary of government proposals

1. The Bill establishes a new quango (the Homes and Com munities Agency) to oversee
the supply of new housing: and the creation of a new regulator for ‘social housing’ to be
called OFTENANT.

2. But the bill also breaks new ground in a number of important areas. Our main concerns
after an initial analysis are proposals to:

- Define eligibility to ‘low cost housing based on income

- Transfer key responsibilities from elected Ministers and government departments
to an unaccountable regulator

- Giive the regulator powers to determine criteria for allocating accommodation,
terms of tenancies and levels of rent

- The break-up of the national Housing Revenue Account without long-term
guarantees for funding council housing

- The right for tenant groups to force their council to carry out a ballot on transfer

Analysis
AL Defining and Regulating ‘low cost’ housing
Key Proposals

3. The Bill creates the Office for Tenants and Social Landlords (OFTEMNANT) - a new
regulator which will take over the Housing Corporation’s regulatory functions for
Registered Social Landlords. Councils are specifically excluded from the Bill but over the
next two years, an advisory panel is to assess howvw councils can be included.

4. It provides a new definition of 'low cost’ housing.

“68 Low cost rental Accommodation is low cost rental accommodation if—

(aa) it is made awvailable for rent, (b) the rent is below the market rate, and.. . (c) the
accommodation is made awvailable in accordance with rules for eligibility designed to
ensure that it is occupied by people who cannot afford to buy or rent at market rate_”

5 OFTENANT will have the right to set, and enforce, standards on:

“(a) the nature of the housing demands to be addressed. (b) the extent to which demand
is to be supplied, (c) criteria for allocating accommodation., (d) terms of tenancies. ()
levels of rent (and the rules may. in particular., include provision for mMminimum or Mmaximum
levels of rent or levels of increase or decrease of rent). (f) maintenance. (g) procedures
for addressing complaints by tenants against landlords, (h) methods for consulting and
informing tenants, (i) methods of enabling tenants to influence or control the management
of their accommodation and environment, (j) anti-social behaviour, (k) landlords’
contribution to the environmental, social and economic well-being of the areas in which
their property is situated., and (1) estate management.”

6. Profit-making companies will be allowed for the first time to register as social landlords
under a lighter burden of regulation.

Issues

7. A new definition of ‘social housing’ is set out in the Bill which is presumably intended to
sub=sume council housina with hou=sina associationNn rented housina under the term ‘loww



Design Proposal Letter

To

Marianne De Costa

Managing Director

Future Group of Interior Designing

Subject: Proposal fordesigning home and office interiors
14t December, 2o11

Respected M a’am,

This letter is being sent as a proposal for the design project we hawve planned to
oconduct with the help of ssour company. It is an extensive range of design ideas
that we haveintended to implement both indoors and outdoors, that is at home
as well as in office and corporate sectors.

Our team of design planning and management employveses has deliberatels
worked on the issue and all possible dimensions that can be escplored to suit all
classes of pecople. The documents of these analvyses hawve been provided
herevwith; kindlvhawve a lock at them.

We propose wou a variety of designs, as deemed suitable by our esperts, which
would go well with the need and the contesxt — personal or professional. We
want yvou to helpus in theimplementation of the design ideas.

Kindly go through the enclosed documents in this design proposal, wherein we
hawve tried to prowvide all details of the pattern of design, colour ocode, materials,
etc. that weintend touse. We are earnestly lococking forward to yvour suggestions
and approwval.

Thanking ¥ou,

Jennifer Gomes



WEBSITE DESIGN PROPOSAL
and LETTER OF AGREEMENT

SSi1-Webzsite-Suilder _ com iz pleazsed to zubmat a proposal for the development
of a website to “Clhent™. The terms=s of thizs propozal are valad for thircy (30)
day=z pricr o commencoement of work and then for the length of the projeoct.

B ACKGROUND

S8i1-Website-Suilder . com iz a webd development bussne=:z lcoated an Idaho,. but
zerving olients all over the wosrld. We —mecialize in oreathng attractive and
effeoctive yet affordable webzitez based on the Site Budd It model for buzsne==_

STATEMENT OF WORK

Cevelop an Intermnets =ote for Chent. Create & glean . organiced,. and profezzional
flooking zite. Develop & conziztent theme with the uze of the company logo.
ocolor=z, heading and footer=z, and button=.

WEBSITE DEVELOPMENT
Purpose of Website

The exact purpose of the webszite i= . and will
inolude prowviding content and Information fooused arcund a Dpecsfhic niche.

Design Methodology

it iz ezzential o e==ablizh a polizched and profezsmional look for the webszite. S5Bi-
Webzite-SBuilder . com will oreate up to 3 “look and feel™ dezsgnz compatible
writh the S81 Page Busider. When o desagn conoept iz selected that = preferred
the moz=t, SBI-Weboite-Builider_.com will ztart developing a conza=tent lock for
zeotion heading=z and footers, logo. and navigation button=s.

Site Content

With an approved conziztent look ectablizhed, the next ztep iz to add content
to the =te. Site content iz added o page:s that have a conziztent theme and
ook in term=z of header=s, footer=, and accent graphicz zuoh a=z button= and
bullec=_

Development of the content will primanily be done by S8SI-Website-Builder_com
az follows=:-



A Web Site Designed
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Research proposal
(1) Research topic in Field A (to be conducted

(2) Collaborative topic with Field B

Researcher (Field A)

by the applicant)

(including the individual roles and synergistic effect)

A

f

N

Researcher (Field B)

Research proposal
(1) Research topic in Field B {to be conducted

by the applicant)

(2) Collaborative topic with Field A

\ (includingthe individual roles and synergistic effecp

Proposals are submitted individually
to PRESTO, but the proposal form
(Form 3: Research Initiative) includes
collaborative content

i

Proposal for this
Research Area

Considerations

* This example of research in Field A and Field B envisions a collaboration between
information science and agriculture/ plant science. However, information science type
approaches by engineering researchersin fields other than information science are also

welcome.
* Naturally, the standard type of proposal in which a single researcher is in charge of the

entire proposed research will also be accepted. (There is no need for the proposal to
be a collaborative one.)




ELEMENTS OF A CAMPAIGN

Suspects/
Prospects

SFA

Contact DB
Org Charts
Social Media

Value Prop

B2E

B2C
industry

IT

LOB
Strategic
Functional

Offers
Blogs

Webcast
Events

White Papers

Q

Research Notes
Thought Leadership

Proof

References
Success Stories
3rd Validation
Credentialism

Campaign

Follow-up

10 Touch
Scripts
Emails

Phone Calls
Nurture Paths
Starburst

Vehicles

Social Media

Email, Dmail
TeleQualification
Webinars, Seminars
SEO, SEM

Events

Sales Tools

PPTs

Scripts

White Papers
Industry Metrics
ROI Calculator
Presentations
Demos

= RFP Response

Waves

Trends
Issues
Hot Buttons
Competitive
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Your Logo

SOCIAL MEDIA
PROPOSAL

Specific Measurabie, Achisvablie
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Construction Enterprise Resource

Management (ERP) Requirements p mﬁ &
wiGAP-Fit Analysis ; & &
st
§F/&/ o
For HELP, place the cursor in desired column cell on this row: '
Importance Level

(Return to Top)
POSITION TRACKING & CONTROL

éDnes the system automatically Increment reguistion numbers?

Does the system allaw for batch input of mass data changes (area (M
codes, cost centers, etc.) typically caused by rearganization?
C

Does the system integrate with a (zalary) budget development madule
and the general ledger?

Daoes the system integrate with a payroll applications and the general
ledger?

Indicates HOW IMPORTANT the item
described in column B is to the
customer, These values are not used
in scaring a response, & blank has no
value, buk a response is still required.

M = Mandatary

P = Planned

M = Nice o Have
= Currently in Use




Proposed Budget - External

() Funding Agency: Department of Agriculture O College/Dept

Category Year 1 Year 2 Year 30
611XXX Faculty/Regular g : g
611XXX Faculty/Temporary 3 § 3
611XXX Faculty/Federal § § 5!

*613XXX Non-Exempt

Administrative s! § §

Support/Regular

*613XXX Non-Exempt

Administrative § § §

Cumulative Mod Total

§0.00

$0.00

$0.00

$0.00

$0.00




{Addressed to the applicant)
Dear Sir.
Your loan proposal dated................. for e . ouean

We refer to your above noted loan proposal. After due consideration, the proposal for
finance has not been approved for the under noted reasorn’s:

) The Bank has reservations on the loan servicing capacity of the
project/venture.
(i) The proposal is not in tune with the credit policy/ credit quality requirement

of the Bank.

(lik) You do not reside/ your project is not located within the service area of the
branch.

{iv) You have falled to produce No Dues Certificate/ No Objection Certificate

Yours faithfully.



Sample Engineer Job Proposal

Mame of the company: Scottish Engineers and Co
Proposal prepared by: Mr. Dennis Lewinsky

Human Resource Management- Job Position and Talent Acquisition

About us:

Scottish engineers and co. 15 one of the globally recogmzed companmies popularly known for
providing engimneering solution in the area of steel and aluminum manufacturing. Qur services
include pneumatic and strategic handling of powdered matenal or fly ash produced,
Pyroprocessing, beneficiation of minerals, efficient industrial water supply etc. In last few years
we have expanded our business in various countrnies and achieved great appreciation for our
work. We have a strong clientele base who effectively participates and join hands in our every
wventure,

Objective behind the proposal:

We have a strong intention behind framing the proposal. As our business 1s propagating we are
planning to create few new job opportunities which would not only pave the way of our success
but voung minds can help to generate new ideas as well. Job positions would be discussed with
the chents accepting the proposal on further meetings.

Estimated budgets for creating new job positions: $50000-$60000 approximately

Last date for accepting the proposal: 8" of December 2011

[Kindly note that proposal acceptance would not remain after the last date of acceptance]



Submission and Evaluation of Proposals Assent Disclaimer

Please read and accept this disclaimer to proceed with the creation of your draft proposal:

Proposal pre-registration data

1. In order to plan the evailuations, the Commission services need access to a limited amount of information about
your draft proposal (the so called pre-registration data) prior to call deadline. The pre-registration data is limited to:
call, topic, type of action, Participant Ildentification (PIC) code of the participating organisation{s), project acronym,
short summary and - where applicable - panel and keywords. Neither the Part B nor any annexe(s) form part
of the pre-registration data that can be accessed by the European Commission services before the call
deadline.

2. You do not have to list sensitive/confidential information in the "Short Summary” (entered on Step 3). Where
relevant, sensitive/confidential information can be added to the "Abstract’ field in the Part A administrative form at a
later stage in the submission process; this Abstract is not included in the pre-registration data. Therefore, please
provide as the "'short summary” the relevant information (keywords, non-confidential information) for the planning of
the evaluation.

- | agree that the pre-registration data becomes availabie to the Eurcopean Commission services prior to call
closure.

0 wish that the pre-registration data does not become svailable to the European Commission services prior to
call ciosure. (Applicants are advised to use this option onily in well justiied cases. as it hinders the pianning of the
evaluation process and the timely processing of proposals).

Part B

3. File format: For the Technical Annex (part B) you must use exclusively PDF ("portable document format”,
compatible with Adobe Acrcbat version S or higher, with embedded fonts). Annexes might have an obligatory page
limit. Please check for the number and type of mandatory or optional annexes for the call in the relevant call
documentation. Annexes with excess pages where page limit applies, will receive a watermark upon upload to the
system. Users will receive a warning when trying to submit an annex with excess pages.

4. Time constraints: Preparation and uploading of the PDF formatted technical annex may take some time. You
should ensure that this has been completed in time, well before the call closure deadline.

Submission

S. Proposals must be submitted prior to the call closure deadline. Likewise, modifications to proposals or uploaded
attachments are also required to be submitted prior to the call closure deadline or they will not be taken into
account. Proposals may be submitted or withdrawn at any time prior to the call closure deadline. There is only ever
one version of a submitted proposal, as submission over-writes the previous version.

Personal Data

6. We will process personal data in accordance with Regulation No 45/2001 and according to the "notifications of
the processing operations™ to the Data Protection Officer (DPO) of the Commission/Agency (publicly accessible in
the DPO register). Read more on the Legal Notice of the Participant Portal.

A




»1 Iy Project Proposal

Applied Accounting Services
12250 NE 131=1 Way, Suite 305
Firkland , WA 98034
(PH)£425-740-8478
FX}425.-7280-8479

AASarvices oom

August 20, 20xx
Project Title

Provision of Accounting and Payroll Services

Prepared for: Rachel Kenberry

General Manager
Valley Fitness, Inc.

Prepared by: Marty Trasker
President
AAS Inc.
Description

Valley Fitness, Inc is in need of Accounting and Payroll services to take
over for an overburdened ownermanager. With limited office staff, the
accounting and payroll functions have been suffering. Outsourcing these
office activities to AAS will allow the owners/management to focus on the
core aspects of their business.

Proposal Number: 534-20xx
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REQUIREMENTS
OPE OF SERVICES
EVALUATION FRAMEWORK
PROPOSAL CONTENT
REFERENCE CHECKS
CONTRACT TERMS
DELIVERABLES

| | FORMS

Planning 2| Issuance | Evaluation> | Selection




RFPF PACKAGE

PART 1
FProposal Forms & Documents

Statement of Waoark

PART 2
General Requirements

PART 3
Froject Program

PART 4
Performance Technical Specifications

PART 5
Prescriptive Specifications

PART &6
Attachments
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Needs
Analysis

Proposal
Review

Selection
Process

Impleme
ntation

e Establish 'asis’
e Determine needs’
e Develop document for review and approval

e Request for Information from potential providers
eOpportunity to investigate technology options/providers

s . J

eFormalrequirements document for submittal to
potential providers

eBidders’' Conference

esComparitive analysis of bidders’ responses
e Recommendation

e Final provider reviews
Final Selection

esContract Negotiations
eFinal Acceptance

Schedule
Project Management

v v wJ .J\J




Structure of an RFP
7.7. Key sections of an RFP

You can easily identify the key sections you should include in your RFP by
simply answering each and any of the following questions:

1. Why? Reasons why your organization need to buy a new solution.
2. Who? Description of your organization.
3. What? Nature of your project.

4. How?
Contract.
Information needed from suppliers.
Proposal evaluation criteria.
Contract award criteria.

5. When?
Selection process timeframe and deadlines.
Persons to contact.

7.2. Statement of Purpose

Describe the extent of products and services your organization is looking for, as
well as, the overall objectives of the contract.

7.3. Background Iinformation

Present a brief overview of your organization and its operations. using statistics,
customer demographics, and psychographics. State your strengths and
weaknesses honestly. Don’'t forget to include comprehensive information on the
people who will handle future correspondence.

7T.4. Scope of Work

Enumerate the specific duties to be performed by the provider and the expected
outcomes. Include a detailed listing of responsibilities, particularly when sub-
contractors are involved.

y = OQutcome and Performance Standards

Specify the outcome targets, minimal performance standards expected from the
contractor, and methods for monitoring performance and process for



Scope of Work
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REQUEST FOR PROPOSAL:
A SERVICE-TYPE REQUEST
SUCH AS CONSULTING

AND ENGINEERING

REQUEST FOR
INFORMATION:
HELQUEST FOR PEODUCT,
SERVICES & SOLUTIONS
INFU & PRICING

REQUEST FOR QUOTATION:
REQUEST FOR EQUIPMENT,
HARD ASSETS & SERVICES INFO



Where to start Rl i RFP
Availabity of corporate requirements | wioow noun
Avallability of supplier capability data o unknown fnown
Level of stakeholder callaboration encourged | required completed
Level of supplier collaboration encourged | required completed
Need for detalled pricing Information ~ ves &no NO* Yes

*Coul lead 1o an RFQ/bidding ever &8 mquirment and supplier information become & pecified ifolher proget Bclos am fawEbk.




RFEP or RFI or RFQ or WTF?

Category Reverse | Sealed
Characteristics Auction Bid RFI RFP

Commercially attractive . .
Definable requirements | . | .

Competitive supplier base . .
Savings opportunities . .

Inherent risk . .
. High . Medium . Low

#RFPDatingGame | Image Credit: kellyprojectsolutions.com
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Ash
m,::m: Perfect for when you're
ready to shop.

Advantage:
thorough comparison

Perfect for "Fishing"
for information,
[ It's casual

Like grabbing
adrink.

It's formal.
Ask GENERAL

of vendors. Like a dinner

o Questions,
date.
Advantage:
When you're hey!
When you know exactly AR they're
What you want, Jou'elooking fast.

for.




“That RFP process was so fun,
let's do It again next year."
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/o Initial Setup of Proposal site

e Plan RFP Challenge with
specific tagsonomy relevant
to RFP

e Openchallenge
e Screenresponses
e Pullinto Proposal project

eContinued collaboration with
contributors

Proposal project eWork through proposal
response process )

RFP Response

Challenge Screen & Review

™~ ~ B

eShort-team challenge e Reviewers screen the

specific to RFP input
eEither broad (open) or e They engage in a
private (smaller group of collaborative back and
invited participants forth with contributors
eCapture contributor ideas eTheyselect them and push
with supporting them into the proposal
information projectto work with

e User group rate, eContributors are keep
comment, augment, add updated with status
documents notifications

o N =




The REFI Ietter of Intent

The regzess for proposa/ (REFP) letter of intent tells the company issuing the RFP
that you are interested not only in submittung a proposal 1in response, but also
in receiving all REFP updates and moditications.

The RFEFP letter of intent is presented on the next page.

It is highly recommended to read the recommendations below in order to
properly and successfully use the letter of intent.

1.

2.

Use a formal letterhead and do not handssrite the letter of intent.

First, indicate your interest in the RIFP you received, and acknowledge
the deadline for the proposal vou will submit.

Next, remind the RFTP issuer that you are, at the same tume, interested
in being kept informed about any modification related to this project,
i.e. thhe RFP document itself.

Finally, close the letter formally with "'sincerely" or a similar polite

expression. Sign yvour name and title. Be sure to provide the correct,
complete contact and reference information for tuture
correspondence.

Do not forget to send the letter of intent via certified mail.
Since things sometmes get a little more complicated than usual,

remember to consult a lawyer for further intformation betore doing;
anything.



2.2 Organization Overview

Instructions: In the following sections Vendor must provide all information requested regarding Vendor's
unique capabilities as an information technology (IT) Vendor.

2.2.1 Vendor Company Overview
Table 2. Company Overview

Company name

RFP Response lead/account executive name, title
and contact information:

Industry (NAICS) (North American Industry

Classification System)
Federal Tax Identification Number
Fiscal 2011 company revenue
Fiscal 2011 company net income
Headquarters Location
Date Founded
Company Ownership (i.e. private/public, joint
venture)
Number of years Vendor has been providing
Application Deployment and Application User
Training services
Number of employees:

Total:

Deployment Services:
Service Delivery Locations in the Continental
United States
Name, title, address, telephone number, and email
address of the individual who will act as
Proposer's designated representative for

purposes of this RFP.
End of Table

Table 3. Details of Revenue Stream

Service Category Revenue n US S

Business Process Outsourcing Services Total

IT Outsourcing Services Revenue Total
Deployment Services Revenue
Network, Desktop Management Services Revenue
Network Management Services Revenue
Applications Development Services Revenue
Application Maintenance Services Revenue




REQUEST-FOR-PROPOSAL EVALUATION PROCESS

Version 3.0_10/07/08

The RFP Evaluation Process is a procurement-led, consistent, repeatable and fair process of evaluating Suppliers’ responses to an RFP.
Because this process is based on facts and data, it results in excellent sourcing decisions for LCRA.

LEGEND
O Supplier

Supply Chain
‘ (SC) Team Lead

Evaluation Team
@ Soonsor

. FPP Mgmt
Committee

@ L0 Bourt

© Coliaboration
Required

C Team Lead recommends Supplier to Sponsor

@

n SCTeam Lead forms
Evaluation Team with

n Evaluation Team assesses
business needs vs. wants and.

(& SMEsand controlsand (& develops business require- -

contributes to the RFP
process.

B Evaluation Team choases preferred Supplier and
SC

ments into the AQSCI fo

A = ABILITY TO PERFORM / PROVIDE

Q = QuALITY
S « SERVICE
C = CosT

| = INNOVATION

Supplier and SC Team Lead u Evaluation Team prepares
" conform the contract and
@ finalize the terms and

conditions.

SC Team Lead provides
RFP to Suppliers

The SC
Team Lead
is the single
point of contact
with the Supplier
and controls the flow
of information to and
from the Supplier

@ summary to Sponsor
Notifies winners and
non-winners

Thank you
for your work!

n SC Team Lead requests approval
and presents contract

SC Team Lead B Evaluation Team evaluates proposals and assigns scores
receives proposals " based on AQSCI criteria, Determines the short list of
and validates ® suppliers

- ** NEGOTIATION * * NEGOTIATION * *

0 @

The Texas 4-STEP is a repeatable process

that gives LCRA more leverage in
\ negotiation bacause it requires that
11 Suppliers respond to customized
% ) questions about theit proposal
THE TEXAS 4-STEP: REQUEST, RE-EVALUATE, RE-SCORE, RECORD
Request additional Information and a lower peice from the Supplier,
!, Re-evaluate the new information based on AQSCI critena,

0
09

This is the
FIRST ROUND
of Supplier
eliminations,

& Re-score the Supplier’s proposal
Record AQSCI scores on form and file in EDMS

SC Team Lead
executes contracts:

Move into
SUPPLIER
MANAGEMENT

of contract from LCRA Board and
FPP Mgmt. Committee

-

V We losk
forward to
Contracts > $300K working
require with you!
LCRA
Board ‘
approval,
Contracts 2 $15K
require

FPP Mgmt,
Committee
approval

308



COMPANY OVERVIEW

T his section introduces your company.

Briefly tell who

vou are, what you do, size of company, current url, and

what your overarching corporate vision or miission
sStatement is.

>y

- >

PROJECT OVERVIEW

Describe in plain English your current web site

situation (if you have one), and give us an overview of

what the project is going to entail.

I — o re "'lczb’e..~

\\

S—
-
| -

GOALS AND OBJECTIVES

T his section is thhe spot to list your short term and long

term objectives for the project, as well as your
motivation for investing in your web site. It aims to
answer the question “Why are yvyouu here>"".

TECHNICAL PARAMETERS
These parameters range from the basics (how many
Pages and unique layouts do you need; do you need
hosting or domain name) to more advanced questions
(do you require programming in specific language).

ro >3

—

—

FUNCTIONAL PARAMETERS

In layman’s terms, this section asks thhe question,
“Whart do you wanit your websirte to DO 7?77 We need you
outline thhe features and functionality you’ll be wanting

to see on your site.

= B

Along with the listed information you should
include your:

<~ CONTACT INFORMATION
~~ BUDGET
~~ TIMEFRAME

brougt.;t to you

EwEwl

NUANCLED MEDIA




CRM RFP Template

Before you Start

This CRM RFP Template provides a guideline for customizing your RFP._ It is impossible to
predict every purchasing company'’'s unigue requirements, but many of the most commmon CRM
functionality requirements have been identified.

In preparing this CRM RFP Template, we've focused on the needs of small and midsize
businesses. Generally, we have asked for more information from the bidding companies, rather
than less. If some of the information is not necessary to make your decision, simply take it out.

You can use this CRM RFP Template as an internal guide as you evaluate CRM systems, or
distribute it to your short list of CRM software vendors for completion.

How to Use the CRM RFP Template

Please read through the entire template before you distribute.

Carefully review the functionality section carefully, adding and deleting table rows to fit
your unigue requirement. Please note that you must add information for your system and
integration requirements.

To insert your company name throughout the document, do a find and replace for "Your
Company Name™.

Areas where you need to insert information are in gray. The gray placeholder text gives
you ideas of the type of details to provide. When you revise, turn the text to black, and
then send out to vendors.

Generally, sections 1 and 2 contain details about the company issuing the RFP. Sections
3-10 are for the bidding vendor to complete.

To update page numbers in the Table of Contents section, right click your mouse, select

"update field™, and select "update page numbers only™. To update the entire table with
new text and sections, select "update entire table™.

Delete this page before you distribute!

Good luck in your search. We hope this RFP template makes your evaluation process easier. and
that you find the ideal CRM scolution for your needs.
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THE REQUEST FOR PROPOSAL (RFP) PROCESS

1. Project need is
identified by dept. and
Procurement Officer is

2. Dept. prepares
specifications and
contractor

L 4

L 4

3. For information
technology (IT)
procurements, Dept.
prepares and submits an IT

L 2

4. Dept. sends
approved requisition
and draft Statement
of Work [SOW,/RFP)

L 4

5. ForIT

procurements,

Dept. must

L 2

6. Dept. and Procurement
Officer collaborate on final
RFP development, including
information requests and

contacted for requirements (using ) obtain approval )
sista the REP T late.) procurement requisition to to Procurement befo . evaluation criteria. IT is
as nce. e emplate. re movin,
P IT with specifications. Office. & included for IT
forward. procurement.
7. Dept. provides 8. Procurement 9. Procurement 10. Procurement 11. Question 12. The evaluation
Procurement Officer finals Officer Officer issues RFP and answer matrix/scoring guide (based
Officer with a list > RFP document > establishes > by posting It on the » period for p O stated evaluation criteria)
of vendors. for Dept. mailing list. State’s solicitation offers. Is completed prior to PO
approval. website. release of offers to agency.
L i —EEmEmEEmEmEsEmEs -'\ i mEmEsEmEEsEEEsEEsE = v oF mEEmEmEEEEEEEEEEE= = £y
1 [N ificati 1 !
13. Evaluation committee 14, Proposals recelved, 15. Evaluation : i 16 3) inftial i 16 b} clarification N 16¢c) ) ) I
and Pracurement Officer inspected by eommittes : : deterrni_natlon of : : guestions sent out if : : interviews/presentations if :
should meet to discuss Procurement Officer, meeting(s) are  F---= I | responsiveness i required " required |
proposal review and and distributed to scheduled. X e e e M e __ M .. -
SCOFINE process. evaluation committee, :
oo poTTEEEEEEEE ~ poTTTEEEEEEEEES * pTTEEEEEEEEEEEEES *
: 16 d) best and final : 16 ) final evaluation . : 1& f) completed scoring matrix N
I affers requested if : I : 1 and committee recommendation :
: required I : 1 : submitted to procurement I
I " "'y officer for approval !
[t oy LY !
o m m omm o o o owm o o omm o - T o mm mw wm mm omm owm o o owm o mm omm L T T —— #

L J

16. A completed SOW
faor IT procurements
must get final approval
from IT on selection of
solution.

17. Procurement
Officer sends out
Request for

L 4

Documents Notice to

highest scoring offeror.

L 4

18. Procurement Officer
conducts final negotiation
with offeror if required.

Dept. may be involved in
contract negotiation
PrOCESS.

L 4

19. Contract is reviewed and
signed off by Procurement
Officer. IT contracts require
Chief Information Officer
signature.

L

20. Contractor and agency
signatures are obtained after
Procurement Officer receives
reguired documents from
offeror. Signed copy of the
contract is filed by
Procurement Officer.

21, Dept.
begins
contract

L 2

performance
monitoring.




"What do you mean you ;
didn't see the RFP? i
[ tweeted it out!” 4
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Reuest For ProrosaL

RFP CoveEr SHEET
Administrative Information:

RFP
TITLE OF RFP: Nussbers
Agency:
State seeks to Available to Political
purchase: Subdivisions?
Number of mos. or yrs. Number of possible
of the initial term of the annual extensions:
contract:

Initial Contract term aNas Ending: BElEs

be inning:
State Issuing Officer:

Name:

Phone e-Mail and Fax:

Mailing Address:

Date/Time (Central Time):
PROCUREMENT TIMETABLE—Ewvent or Action:

State Posts Notice of RFP on 1 SB website Date/Time

State Issues RFP Date/Time
Resource Information
[0 A Resource Room, accessible by appointment through the Issuing Officer on
the following business days: between the hours of 8:00 a.m. to 4:00 p.m..
Central Standard Time. The Resource Room is located at:
[ Electronic Resources available on:
[0 CD awvailable upon request of the Issuing Officer.

e

Iintent to Bid Due Date

ite Visit Location and Adres

If a map is needed. contact the Issuing Officer. Is Site Visit mandatory? Yes or No

optional ete this s ticC : \ 3 ;
Pre-Proposal Conference Location and Address:




What the customer initially What the customer really How the RFP documented
thought they needed needed the requirements

How th implementation What was delivered on the Wher; ihe full system was How it performed in practice Whatthe users thought of it
consultants configured it promised delivery date finally delivered



BASIC RFP EXAMPLE
Request for Proposal (RFP)
COMPANY Shareowner Services

Purpose of RFP Solicitation

COMPANY requests your formal, sealed proposal to provide stock transfer and other shareowner services,
as described in the Scope of Services section of this document. The contract would be for a three-year
period beginning MONTH DAY, YEAR with the right to extend the contractual.

Evaluation Criteria
Responses to the RFP will be evaluated on the following criteria:
A. Proposed approach and plan to support COMPANY
B. Quality of services
C. Comprehensiveness of services offered
D. Fees & costs
E. Effective application of technology to improve service

Transfer agents are strongly encouraged to be brief and concise in their responses and to use the format
provided in the RFP for fee quotes. Attach exhibits only when necessary. In some cases COMPANY may
request a site visit, follow-up presentations or discussions for further clarification of your proposal.

Questions and Timeframe

Questions concerning the RFP should be e-mailed to PERSON NAME. COMPANY will attempt to respond
back via e-mail within 24 hours. A copy of all questions/responses will be e-mailed to all bidders. To allow
adequate time for COMPANY to research and respond, all questions should be submitted no later than
MONTH DAY, YEAR

Timeframe: Two hard copies of the proposal must be received by Company at the following location no
later than 2:00 P.M. (EDT) on Month Day, Year.

Person Name
COMPANY

Street Address

City, State Zip Code
XHXK-XKHK-X XXX phone
KX XK=-XXX-XXxx Ffax

Proposed Fees and Format
Please provide all of your proposed fees that would be charged to either COMPANY or COMPANY
shareowners, using the schedule and format provided in Exhibit 1 — Shareowner Service Fees.

COMPANY Information and Shareowner Statistics

COMPANY is a type of industry company headqguartered in City, State. As of Month, Year XXX registered
shareowner accounts of which XXXX are dividend reinvestment accounts. A spreadsheet (Exhibit 2 —
COMPANY Shareowner Volume Statistics) is enclosed providing shareowner volumes for pertinent
items/transactions. The attached prospectus (Exhibit 4) for the COMPANY Investor Services Program
(“The Program”), which is a bank sponsored plan, describes the features of the direct stock purchase/
dividend reinvestment plan. Proposals must assume that the current plan will be maintained as described.



The RFIP Cover L.etter

The regzest for proposa/ (REFP) cover letter should accompany the RFP
questonnaire. Why write a cover letter? Beyond being polite and presentng
vour project, the RFP cover letter gives you a unique opportunity to emphasize
the timeline of your state-of-the-art RFP-based selection process, particularly
the dates on which different documents are due.

The RIFP cover letter is presented on the next page.

1t is highly recommended that you to read the suggestons below in order to
properly and successfully use the REFP cover letter.

1.

2.

Use a formal letterhead and do not handssrite the RFP cowver letter.

Hirst, invite the provider to submit a proposal based on the
requirements defined in the RFP document you will attach to the cover
letter.

Next, present your company with a brief description of yvour principal
business, objectves, and location, and a link to vour web site.

Then, describe your existing systems, your project (size, budget,
scope, etc.), and how you want the project to be aligned with your
business objectives.

Present your project timeline. The success of your process may
depend on properly communicating both the critical steps of your
process and the deadlines the providers should meet in order to have
their proposal considered. Missed due dates are the main cause of delays.
Theretore, the more emphasis vou put on deadlines, the shorter your
process will be.

Highlight the major events and the due dates for submitting information:

o The pre-proposal meeting, whether or not you choose to make
it mandatory

e Reservation of spots for the pre-proposal meeting. Decide
whether or not vendors must reserve spots for the pre-proposal
meeting.



RFF Completion Checklist

RFP Criteria Yes
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RFP Templates

MODEL
REQUEST FOR PROPOSAL

An RFEFP is made up of several elements, which may vary depending upon the particular RFP.
This model RFP is designed to help agencies in the preparation of the body of the RFP. Detailed
in formation on how to develop an RFP can be found on the Division of Purchasing website,
www 2 state.id.us/adm/purchasing. in the publication Guidelines for Developing and Evaluaring
a Reqgiest for Proposal. Care should be taken during the development as the RFP document and
the offeror’s response to it will form the essential part of the final contract. All language needs
to be precise and complete.

The following is a typical RFP layout.
1 Cover Letter

The Diwvision of Purchasing will supply the RFP cover letter. It is automatically generated by the
Division of Purchasing electronic purchasing system at the time of RFP release. The cover letter
contains instructions to vendors such as the RFP closing/opening date and time, procedures and
requirements for vendor questions, number of RFP copies required. state of domicile
information, information regarding trade secrets, F.O.B. requirements,. and reference to the
Idaho Standard Terms and Conditions. Information regarding Proposal Discussions (Best and
Final Offers) and Negotiations are also supplied by the Division of Purchasing in the cover
letter.

2 Signature Page

While some RFP’ s issued by the Division of Purchasing mayw be responded to electronically wvia
the internet-based system., the majority of the proposals are submitted manually. The Diwvision of
Purchasing includes a signature page that an offeror must manually sign. in ink, and return with
the proposal response. Manually submitted RFP’ s without a signature page are rejected. RFP s
submitted electronically via Purchasing internet-based system possess a digitally encrypted
signature and are acceptable without the signature page.

3 Title Page
A simple, single page that identifies the title of the RFP and issuing entity.
4 Table of Contents

A Table of Contents should be supplied with the RFP that outlines information included wwithin.
The Table of Contents should include at the minimum the following information:

- Schedule of Events
- Standard and Special Terms and Conditions



RFP TEMPLATE

TITLE

INTRODUCTION

The City of Minneapolis (“"City™) is seeking development proposals for certain property
[owned/to be acquired] by the City and located at . The City's

development objectives for the property are <

SITE FACTS [e.g.. zoning, comprehensive plan, utilities/services, environmental
condition, EMV, outstanding special assessments, legal descriptionftitle matters,
historical significance, surrounding conditions]

ESTIMATED FAIR REUSE VALUE OR ASKING PRICE

An estimated fair reuse value of the site has been determined, estimating the value at § or
approximately S per square foot. The City reserves the right to re-valuce the site based on
responses to the RFP and the specific proposals submitted.

DEVELOPMENT GOALS [e.g., identification of adopted develcpment objectives or
design guidelines, if any: discussion of current zoning and comprehensive plan plus any
intent to change; reference to or excerpts from existing small area, NRP, redevelopment
or similar plans]

PROPOSAL DEADLINE

Proposal submission

Proposers must submit copies of their proposals as follows: one unbound copy. ten
bound copies and one electronic version in Microsoft compatible or PDF format on
diskette or CD. Proposals must be on standard 8 2" by 11" paper. All supporting
documentation must be on paper no larger than 11 by 177. Proposals and
supportlng documentation must be submitted in a sealed envelope labeled
Development.” Telefaxed proposals will not be accepted.
Proposers may choose to provide additional sets if and when invited to do so for
presentation purposes. Submissions will not be returned.

Proposals shall be delivered to the City on or before:
[Date]
[Time]

To:
Contract Services
Department of CPED
105 Fifth Avenue South, Suite 200
Minneapolis, MIN 55401



Project Proposal Template

PROJECT NAME:

Project type: Proposal Rev and Date:
Project Sponsor: Project Manager:
Target Completion: Total Budget Est:
Project Overview:

Project Objectives Statement:

Succincd statement expressingthe bottom line goalsincluding key parameters inarea oftime, scope,
resources/cost, e.g. “The goal ofthis projectis to deliverxxxx to market in yyyyformm nolater than[date],
workingwith [partner1, parner2.._.]. Problem to be solved, serviceor product to be offered, cost reduciion
to be made, etc.

Business Justification: Why should our company do it now? How does it alignwith our strategy? What
is the perceived impact ifwe dont do it now?

Should this project’s schedule be accelerated? Why? ([=.g. to meet a market window, to respondto or
beat competition, to achieve a desired ROI, etc.}?

Key Stakeholders: Identifythe major people, groups, entitiesthat are/will inthe future have an interest
inthe project
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Sample Hotel RFP

TENTATIVE FUNCTION PROFILE
Time Function # of Persons Room Set-up Room

Saturday 7/6/02

6:30am - 24 hours Staff Office 15pp Conference

3:00pm - 6:00pm Registration Set-up Flow Counters

Sunday 7/7/02

6:30am - 24 hours Staff Office 15pp Conference

8:00am — 6:00pm Poster Set-up Flow 30 4'x8° 2/sided self standing poster boards
12:00pm - 5:00pm Registration Flow

8:00am - 10:00pm Short Courses 70pp Classroom

8:00am — 10:00pm Short Courses 70pp Classroom

Monday 7/8/02

24hr hold Office Flow

24hr hold Registration Flow

8:00am - 6:00pm Poster Set-up Flow 30 4'x8" 2/s1ded self standing poster boards
8:00am — 7:30pm General Session 325pp Theater

10:00am — 10:30am AM Refreshment Break 300pp Flow

3:00pm - 3:30pm PM Refreshment Break 300pp Flow

Tuesday 7/9/02

24hr hold Office Flow

24hr hold Registration Flow

8:00am — 6:00pm Poster Session Flow 30 4'x8" 2/s1ded self standing poster boards
8:00am — 7:30pm General Session 325pp Theater

10:00am — 10:30am AM Refreshment Break 300pp Flow

12:00pm - 1:30pm Comnuttee Lunch 15pp Conference

3:00pm - 3:30pm PM Refreshment Break 300pp Flow

6:30pm — 8:30pm Reception 125pp Cocktail Rounds EI

Celebrating 125 Yes

of Engineening the Fut



Sample Request for Proposal

1. SUMMARY

The AGENCY XYZ of Rock Hopper County is accepting proposals to design,
the Association’s web site. This will be a concept to completion production. The
RFP 1s to provide a fair evaluation for all candidates and to provide the candidates
evaluation criteria against which they will be judged.

The existing AGENCY XY Z web site was originally designed and produced in 2001
slightly in 2003 (see screen print attached). The site is maintained with in-house

2. PROPOSAL GUIDELINES AND REQUIREMENTS

This is an open and competitive process.

Proposals received after 12:00pm /noon PST, Wednesday, June 4, 2003, will not be
will be returned unopened.

The proposal must contain the signature of a duly authorized officer or agent of the
submuitting the proposal.

If you wish to submit alternate solutions, please do so.

The price you quote should be inclusive. If your price excludes certain fees or
provide a detailed list of excluded fees with a complete explanation of the nature of

If the execution of work to be performed by your company requires the hiring of
you must clearly state this in your proposal. Sub-contractors must be identified and
will perform must be defined. In your proposal please provide the name, address,
sub-contractor. The AGENCY XYZ of Rock Hopper County will not refuse a
upon the use of sub-contractors; however we retain the right to refuse the sub
selected.



RFP Response Template

As stated in Part Il of the RFP, the Offeror’s response to this RFP must consist of three
(3) separately sealed submittals. The submittals are as follows: (a) Technical Submittal,
(b) Disadvantaged Business Submittal, and (¢) Cost Submittal. A response to this
request for proposals is considered to be complete if it includes the following documents:

1. Proposal Cover Sheet

2. Technical Submittal
o Completed RFP Response Template in tabbed order
o Completed and signed Confirmation Certificate

3. Disadvantaged Business Submittal

4. Cost Proposal (sealed separately)

1. Preparation of Proposal Cover Sheet (Appendix C)

The cover sheet must include: Offeror’s name, mailing address, and website; contact
person, contact person’s phone number, facsimile number, and email address; and
Offeror’s federal ID number in addition to the RFP name and RFP number. The
original should be clearly marked to indicate that it i1s the original. The Proposal
Cover Sheet must be signed by an individual with legal authority to bind the Offeror.

2. Preparation of the Technical Submittal

The Technical Submittal is the most important portion of the response. This i1s the
opportunity for the Offeror to fully describe how it intends to meet the expectations
presented in Parts Il and IV of this RFP. Provide the Offeror’s responses to the
requirements in the correct Tab listed in the outlines provided in Parts Il and 1V of the
RFP and reiterated here for easy reference.



TEMPLATE:
WRITING THE REQUEST FOR PROPOSAL (RFP)

CONTENTS

INTRODUCTION 2
1. PROJECT OVERVIEW 3
2. PROJECT ADMINISTRATION 6
3. THE COMMUNITY 153
4. TECHNICAL REQUIREMENTS 7
S. PROJECT MANAGEMENT REQUIREMENTS =
6. VENDOR QUALIFICATIONS AND REFERENCES 10
7. ESTIMATED BUDGET AND PRICING 11
8. CONTRACT AND LICENSE AGREEMENTS 13
9. APPENDICES TO INCLUDE IN THE RFP 13

APPENDIX A:
Typical Broadband Requirementis and Specifications

INTRODUCTION

Broadband for Rural and Northern Development Program
Template: WRITING THE RFP

P S e



Your organization s oy individual lerrerficad

In Response To: | RIFP Titie and Dare Issued]

Submitted To: Bureau of Justice Assistance. National Training and Technical Assistance
Center

Submitted By: | Name of vouwur organizatiorn or yvour rrame if not affiliared with arn
organizatiorn]

|Address line 1)

| Address line 2|

[ Narme of persorn to cornract])

| Plrorne rnumber of persorn fo cortact)

Understanding and Approach
[Sectiorns I.a. 1.b. and I.c whern combined are nor to exceed fourpages. doubled-spaced. [
a. Understanding of the Problem

[ Provide a narrative thar describes vouwur knowledge and wundersranding of the isswue(s)
described irnin the RFP. as well as a descriptiorn of vowur ability to achieve the objectives of
this RFP.J

b. Technical Approach

[ Provide a narrative thar describesyour approach or methodology to achieve the
objective(s) and deliverables described in the RIFP. The narrarive respornse shall include
the gqualityv, comprehensiveness, arnd feasibility of methods and plans proposed to
accomplish the required tasks. ]

c. Relevant Experience/Capabilities

[ Provide a narrative thar describesvour relevarnit experiences and capabilities relared to
the objective(s) described irnn the RFP. Highlighr vouwur previowus experiernce offerirng
similar services or capabilities. [




CHECHELIST
SAMPLE PROPOSAL FORMAT FOR RESFPOMNDING TDO RFPS
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Tips to help you craft a convincing

response to an RFP




RFP amendments....
MEI RO -

REQUEST FOR PROPOSALS (RFP) AMENDMENT

Amendment No. RFP No. Project No. Date Amenament issusd

RFPOS02 May 2. 2005

COMPANY NAME AND ADDRESS (To bas compisted by Proposer) issusd By
METROPOLITAN TRANSIT AUTHORITY
Offics of Procurament

1S00 Main St Sulte 2021

Houston, Texas 77002

P.O. Box 1425

Houston. Texas 77208-1423

The hour and date specified for recelpt of Propo=als
I J i= not extended

[x]I=s sextendsd to Monday May S_200S_S00PM Local Time.

Interested Proposers should submit their proposals no later than the close of business (5:00 PM_. T ocal Time) on
Afondav. AMav 9. 2005 Proposals submitted after the stated timme and date will not be accepted nor considered by
METRO.

Please send ten (10) copies of yvour proposal to:

Mr Todd Mlason

W P.. Real Estate Services
Metgopelitan Transit Authonty
1900 Mam Soeet

Post OfiSce Box 61429
Houston Texas 77208-1429

Except as provided hersein. all Instructions and provisions of the RFP. as heretofors changed. remaln unchangsd and in fTull force
and effect.

Proposers must acknowladge recsipt of this amendment prior to the hour and date specified Tor the proposal due date, by one of
the following methods:- (1) By acknowlsdging recsipt of this amenamseant on the Proposal Form; (2) Sy signing and returning one (1)
copy of this amenamsent with your Proposal: (3) By separatse letter or fax which Inclugdes a reference to the Proposal and
amendment numberis). FARLURE OF YOUR ACKNOWLEDGEMENT TO BE RECEIVED AT THE PROCUREMENT OFFICE PRIOR TO THE ROUR
AND DATE SPECIFIED MAY RESULT IN REJECTION OF YOUR PROPOSAL. If, by virtus of this amendment you desire to changs your
Proposal alrsady submitted. such changs may be made by fax or Istfer, provided such fax or letter makes reference to the
Proposal and this amendment. and Is recselived prior fo the dus date hour and date spsacified.

METROPOLITAN TRANSIT AUTHORITY

BY PROPOSER

of Puerson Auttwoetood o

NAME & TITLE OF SIGNER DATE SIGNED BY:

Katharine Barmes. Real Estate Services

<D ==ud S = VpRDl Dericte @ REP 003 doc
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TABLE of CONTENTS

Introduction
“Wendor Global Issues
Systerm Glabal Issues
“Wendaor Data Center
Seneral Reporting
Service Level Reguirerments
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External System Integration
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Cloud Configuration
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Cloud Administration

Systerm Configuration

Security

System Implementation

Systerm Support

System Pricing
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ABC Corp. Media Relations
Request for Proposal

Company Overview

This secton provides an overview of your company, its goals and obectuve:. fe. ABC Corp. i AEC
Cozp com is seeking media relations proposals to provide public relations, communications and media
support. This Request for Proposal (RFP) for presents a corporate 'oackgzouud and scope of work, as well as
descmbes the tasks to be accomplished by the agency contracted. If rour organization withes to be
conzsidered, ABC Cozp. :: requesting a written: proposal thar addresses the poimnts detailed in this RFP be
submutted no later than Mont: Date, Year]

Product Overview (or Situational Analysis)

This secton provides an overtiew of vour compant’s product kne. Sometmes this secton will also mcludea
sstuatonal overmew that outines the market drmamuics, challenges and opportunities the issumg companT sees
for themselres. [e. ABC Coup., manufactures, and macket: wireles: o vetems thatmtegrate with an
enterprise’s exsstng telephone system to ptonde cComMMIInICASOn access anvwhere m the wozkplace. Thas
enables greater workplace mob:.l;w higher productTity and rap:d zesponse o customers. ABC

Wireless Telephone Systems 2re recognized 23 the highest quality, vet most cost effective in the ndustry, with
supenor rekabakey, durabx.htg coverage, and voice quakty]

Project Description

Scope of Work

This section allows the agency o undesstand what the core program will mchade. Itf's helpful foxthe zger-c\- o
have detals on your Dasic needs 30 ther can provide added detal for these programs and campagns i their
reply to the gueston: below. fe. ABC Coup. s seeking 3 corporate pubkc relatons agency parer with a
proven track zeécord for creatve excellence in strategic program development and executon. The agency’s



Thank You

This presentation has been supplied on condition that anyone who consults it is understood to recognise that the copyright rests with its
author and that no quotation from this presentation and no information derived from it may be published and used without the prior
written consent of the author. ©2020 Nick Demos | ALL RIGHTS RESERVED
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