o
Lanyon

making information travel.

. o)
LanNyonbid.

GETTING THE BEST OUT OF THE RFP PROCESS
A BUYER'S GUIDE
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Why is an BFP (Reguest for Proposal) so important?

1. Expense

An [AFFP iz an expenshve, time-consuming process for boyer and supplier alike. Staging an BREF o
chooss g supplier takes an average SO manpowes cays for a buyes, whise more complex Dids can be
double thaet A wall prepared AFFP allows buyer and supplier to get through the process guickly and
spend the time on bUEding & parnership that achieves tangile esults.
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2. Relationszhip

An FFF clarifies goals, defines administrative and financial arrangements and seta ha tona oF
good communications and & constructive relationship. Themsfone, a successiul RFF ansumas the
Duyer recenves tha nght sendace froem the right supplier at the rght price. Get an BFF wiong, however,
and it is vary @il the resulting contract will also haad down the wrong frack.
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3. Crystallisation
AFF's are a highly effective means of formulating strategqy. By preparng an RFP tharcughly, buyers
gain 2 much batter understanding of the contract under reviews and how they can iImgrove it

TIF: One of the first guestions a buyer should ask is: 'Why am | going out fo tender?’ If the
answer iz that it is standard procedure fo tender on a regular basis, this is not necessanly a
good enough reason. If the incumbent is parforming well, it may not be worlh spending
time and money an a full RFF Try & benchmarking exercise instead to confirm that the
incumbent’s performance is to a quantifiably high standard.

What should an RFP contain’?

* Project ovarvaw
= datalled ocverview of curmment contract arangemeants
- acope of BFP
= administrative information e.g. schedule
* Businass objectives
* Managamant recuiremants
* Pricing
* Supplier qualficationsfreforencas
* Contract agreement
* Appandices - graphics, tables, supporting material
(Sources: RBequest For Proposal - A Guide to Effective RFF Development, Bud Porter-Roih;
Lamyonbid)

Information providad by the buyer - genaral
* Compary ovarvisw

* Comprahansive ovendaw of current contract
* Currant business amvironment

* Contract objectivas

* Clearly defined and measurable requiremeants
* Purpose and scaopa of RFFP

* RFP instructions/guidalines

* Bvaluation and salaction critaria

* Fea recquirements

* Additional services requirad

* Confidentiality agreement

Infermation provided by the buyear - detalled
* AFP scheduletiming plan
* Currant spend data, inchuding:

= sarvice configuration

= gpand analysis

= paymant process

= policy andfor guidelines

pede 2
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information to be provided by the suppliar
* Ganvtce configuration

* Rapoeting capahilltios

* Geographecal coverage

* Technological capabiitas

* Account management structure snd offering

* Quality process and programmas

* Sample senica leved ageeamant

* Implementaton plan

* Statemeant on divarsity

* Financlal proposal

* Cost-management capabilities: process improvement, clant nagotation

What are the main steps of the BFP process?

1. Pro-RFP

* Identity requiremants

* Parform inltlz! study

* Writa projact justification

* Budget estimation and devalopment

* Complialist of supplices

* Considar BF| (Reguest For Information) reguesting high-lavel Information from supollers

* Attand mdustry confarances/seminarafexhibitions

* Qualify potantial beddars for your project

* Consldar staging a corfarance with all supplers o presant your project

2 Dmretnpﬁ'raj supoliar st with names and addesses of speciic peopla who shousd
racena RFP

it iz wital tocidentify the right suppiiers and not spend fime on organisations and proposals that are

Inappropriate for your project

2. RFP Activitios
* Set up RFP projact team
- appoint & project loader
* Bat project schaduladtimalines
- U=e revarsa calendar start with: date project ks to ba finlshed and work baclowands
* [dentity specific requiremants and business abjectives
- gevelop clear and agresd statement of what ks causing RFP to be written, Uss
this througnout the document
* Raviaw reguiramants with FIFP projact taam
* Bource suppars and evaluate cument contract
* HO analysla (if required)
* FIFF davalopmant

R i
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3. Post-RFP
* BEvaluate propasals
= BEamimete first rounad of supdlises
* Eatablish shoriist
* Gortae raberences
* Concluct sits vislts
- sagpplier site
- retarene Site
* Hald prasentations
* Besst an fal offers
" Sesct supplier
* Megotiate contract
* Review selaction process with mansgensnt
* Dstorlef unsuccesstul suppliers
* Start project implementation

(Sources: Regquest For Proposal - A Guide to Effective RFP Developmeant, Bud Porter-Hoth;
|_Erryantict)

What is best practice for an RFP?

Most suppdiers heve a policy of answering all BFP's, even if they are poorly organised. Howewsr, the
respanges ane likely fo be aquilly poorn, making the procses time-consuming and unpeoductive ior a8
concarned, The following quitkslings will halp Keep the buyer on triack:

1. Daia
In ezsenca, an AFP is an exchange of data, Gething this rght 2 eosded as a challanos by 7a% of
boers [source; [T, The boyer mst;
* give spproprate information sboob its corent contract that ks the supplier prepare 8
coperent, pracigely calibrated bid,
* wiruciure the BFR a0 e supplier can get oot ils own data on e Services it poovides
and how rmasch it charges for those seovices,

Bluysra must De carehul to st the rghl palance betwean prowiding too much or oo litthe deta, They
rmust b equaly carclul to strike a balance in not reguesting 100 much or too litls dafa,

=

oy
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2. Process

Ag damonstrated in the previous section "main steps’, a succasstul AFP s 8 process imeohing moch
miore than the tender document teelf, Exsmples of critically snportant process practicse noluds the
foallerwing;

8) Project team - acoording to [TM research, 37% of boyers irmeolve four or five stakeholdaers in an
AFF & 41% more than five,

b) Time — when preparng an BFF schedule, it iz cownterproductive to allow just a few deys for
suppliers to prepars their responsss, Alow a minimum of 15 sorking deys; or ideally one marth,

TiF: As a safeguard against the RFF process ower-running, armange a provisional,
temporany extension of contract with incumbent suppifers,

c) Policy - ensure any polcias ars updated to reflect the relationship you wish to have with your new
qupnlier,

d) Personnel — it may sound obvious but buyers frequerntly send BFPs to the wrong individual st the
supplisr compsary. By the time it hits the desk of the right person, the deadline can be penilously closs,
Ciheck who the recipisnt should b,

e) Adjustment — To get the rght answers, an AFF moest be o beo-wey process of communication,
[rrvites suppliers to submit questions it they reguire nformstion yvou have ot supplied,

3. Presantation
8) Professionalizm - =z with all impordant docwmesnts, ensure vour langeags s olear and conciss,
Wiiting = & protassional skl you s not & atrong writen, ssek assistancs,

b) Clarity of purpose — an BFF is an examination of your needs that has bean translated into

massurable reoquirermenta, IFyou don®t really knowe whet you ward, you will fird it bamd to write a good
RFF

c) Structure — make sure the entire document is presented in a logical order so suppliers wderstand
exacthy what irformation they muost provide and where and how they must provide it

d) Creativity — it is irmportant to strocturs the BFP so that suppliers give standardised answers which
can ke comparad [ike-for-like, However, it s also vital to keep the BFP sufficiently flexible so that
suppliers are not prevented from proposing creative, innovative solutions you may not have
considerad,
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Can automation make an BFP easier and better?

Sowrce: [T Research Apal 2006
Q. List i order of pricity st wou edieve b ke the magor benofits of condooding vour BFP prooesss s o wich- e
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Cormment: Banefits of 5-FFP ana “mproved workdiow® Bnd “greehar tranaparencg”

In a word: yes. Even distributing an BFP by e-maill nstead of on papear is a step in the rght direction
but specialist e-FFP tools now avallable can do much moee than that.

They sohe many of tha kssues outlined earler, including prowviding and receding data, asking tha right
questions, making like-for-Bke comparisons while allowing creativity, and co-ordinating internal project
toams

TIF: The difference between e-AFP and e-auction tools

The two are often grouped together because both are used for supplier selection.
Howewvar, the association is misleading as they are very different. An e-RFF tool automates
evaery step of the RFP process. An e-auction tool is used for real-time reverse auctions in
which suppliers under-bid each other online fo win a contract. Suppliers also submit
pricing through an e-RFP but thers is no auction. Instead, the price is submitted as part of
a more considered, detailed service proposal.
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e-FFF tools have evolved quickly over the past decade:

First-generation tools

Large-scale procurement and enterprise resource planning systems which include a small, catalogue-
based AFFP elkement. Good for data but litde flexibility and no information or fields tzilored to specific
categories. Expensive,

Second-generation tools
These are hosted systems with acoess via a Web application. Chaaper than first-generation 1ools, and
bess inpuut required from buyer’s IT department, but still no category-specific contert.

Third-generation tools - example: Lamyonbid

Third-generation tocks are web-based and category specific. The benefits are lower up-front costs
and they are available via employes deskiops. A product like Lamponbid is an example of one of thesa
type of tools, Advantages include:

* detailed libraries of sardce and product spaecific-questions

* structured pricing models 1o enable like-for-like comparisons

* wery usar-fiendly, even if not familiar with eRFF tools

* axtramely cost-effective because product i more imuithwe

* gazy-to-use evaluation tool

* collaboration - critical information can be shared with project tezm

* project management — documentz and stores all events in the project

Third-generation tool case-study
Buyer: Siemens

Purchaszing sub-category: ThWC
e-FFF tool: Larmyonbid

Slamans Casa Study
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‘Larnonbid was a vast improvement over the processes we have used in the past for tendering. it
significanthy reduced the time it took us to camy out the tendering process and the quality of the
regponses from the bidders was muech higher. Hopetully, &l tenders will be conducted this way in the
futura because it is much more efficient and cost-effectve for everyone concemed.”

Siemens

Lanyonbid has revolutionised the procursment of producis and services with an easy-to-use and
easy-to-access web sgpplication for auformaling tender processes.

Buwers cut costs by
* Baving up to 68% in time taken fo solicit and review tenders
* Making betfer-informed selections with sophisficated evaluation fools

Suppiiers gain by:
* Saving up to 51% in time taken to respond fo RFPs

* improving the guality of submissions fo prospeciive clienfs

The Institute of Travel!l Management [(www.itm.org.uk) /s the leading professional body
representing buyers, suppliers and managers of business travel in the UK and lreland. iz 1.000
members account for 25% (£6bn) of the fofal conporate travel spend in the two couniries. The
associahon provides support, imformation and networking opportunities for members o share best
practice.

ITM promotes efficient and effective fravel management through good planning, negoliating skills
and a keen knowledge of cument market trends and products available in the secfors of air, sea
and land fransporfation amnd hotel accormmodation.
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For further information visit www lanyonied.com
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