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Terry R. Volpel, CPSM, C.P.M., SCMP

Well, another winter has come and gone for those of us who experience the seasonal
change in various degrees. Living in Edmonton, Canada, we get a shift in temperature over
the course of the year. As important to northerners, the reduction in daylight hours is notice-
able.

When people speak of climate change, | think most of us have noticed more severe weather
patterns in our towns and cities, and it often raises the issue of sustainable supply manage-
ment for me. Here are a few questions that are becoming more and more “front of mind”
when | am evaluating suppliers, goods and subcontractors:

= Is the product manufactured sustainably?
= Does the product have “green” credentials? What is the carbon footprint?

Does the supplier have a focus on sustainable procurement and manufacturing? ISO
credentials?

= How robust are the supplier's safety programs?

As someone who has worked for decades in and around the energy sector, | find myself
drawn (often surprisingly) more and more to these issues, and | find it increasingly difficult to
make procurement decisions based solely on the cost of goods and services.

How about you? Has your thinking shifted and changed over the past 10-15 years? Post a
comment on our MMG LinkedIn page.

ISM2016

The Materials Management Group (MMG) promotes professional development, best practices and networking opportunities within
ISM affiliates, Groups and Forums, and within our broad profession. In alignment with our mission, we are inviting our members to
submit articles and best practices that may be shared among our readers. Articles selected will be published in the MMG Newsletter,
a bi-annual publication. MMG reserves the right not to publish articles it does not deem relevant or appropriate.

Guidelines for articles: /
The article(s) may be submitted in a Word, Excel, or PowerPoint format. ‘/‘
'\'

Articles that reference supplier names and/or pricing will not be accepted for publication.
Submission deadline is August 3, 2016
Please submit your articles to Terry Volpel at tvolpel@shaw.ca

We look forward to receiving your article.



http://www.ismmmg.org
mailto:tvolpel@shaw.ca
http://www.ism2016.org
https://www.linkedin.com/groups/2871383/profile

Eric Lotz, C.P.M., SCMP

How do you view your suppliers and are you being seen as
a good customer? The age-long view held by many buyers
have centered on “I am the customer; | am always right; the
supplier will meet my needs as | demand; what is the best
price; and | owe them nothing other than paying the in-
voice.” This philosophy held true in the 1960’s when the
sources of supply were plenty and yes, this thinking is still
held by some today.

How do you engage potential suppliers today? If you are
working with a firm or seeking to do so, the relationship
begins with the Bid Request document (RFX). The poten-
tial supplier will form their opinion of a potentially positive
relationship by how you convey the information or require-
ments within the first three paragraphs of your RFX docu-
ment.

For Requests for Proposals (RFP’s), wherein you are look-
ing for a solution for a product or service, no doubt there
are specifications or expectations that the bidder’s product
or service need to meet. Do you state your requirements in
an unlimited number of mandatory (“must, will, or shall”) or
do you predominately use the words “expectations”; op-
tions”; and “desirables™? How you convey those terms may
be interpreted or perceived by the bidder in the manner as
to how your firm or entity conducts business. Minimizing or
eliminating the use of the mandatory words may soften or
convey a warmer approach.

Therefore, when the RFX document is released (either by
invitation or public offering), the key is to determine who
your bidders or prospective suppliers will be. By enclosing
a “Response Notification Form” with your RFX, and setting
a return date of two week, you will not only know the firms
who will be submitting a bid, but also the name of the con-
tact person with whom you will foster a relationship during
the process.

Your RFX Document should include a deadline for taking
questions or inquiries, at least, ten days before to the RFX
closing date, with their answers provided at least seven
days before the closing date. The purpose of this practice
is to facilitate all of the relevant information to all of the reg-
istered bidders, or others if your RFX document allows.

(To meet your obligation of fairness, all of the information
obtained from the inquiries, or change in the document or
requirements, must be shared with all of the registered bid-

ders or posted on the designated public website. If you are
using the BC Bid or another public website, the questions,
answers or addendum may be posted there as long as your
RFX instructs the bidders to access the information from
that medium. Alternatively, it will be necessary for the facili-
tator to provide the information by way of e-mail or another
expedient medium as set out.)

Potential suppliers or bidders will also want to know what
you are looking for to enable them to respond to your re-
quirements. Thus, by including sufficient information and
clearly stating your expectations within each of the RFX’s
section elements, valuable guidance is being conveyed to
the bidder as to what level of information they should pro-
vide.

Potential bidders wish to know how their bid will be evaluat-
ed. By including the evaluation criteria (including the
weighting of the elements that are being used), and the
various steps within the process, this information serves to
provide guidance as to the seriousness of your Bid Re-
quest, and provides them with the assurance that their sub-
mission will be considered fairly.

So what has this got to do with supplier relationships?

= Your RFX within its introduction outlines the nature of
your firm; provides an overview as to what is being
sought; how your firm conducts business; and sets the
tone as to whether the bidder sees value in their invest-
ment of resources to prepare a bid or proposal;

= Your manner of communication during the process
should assure the supplier that a positive long term
relationship is possible and a customer with whom they
wish to do business.

= Communicating professionally with the unsuccessful
Respondents or Bidders will serve to promote a posi-
tive reputation among suppliers within the given indus-

try;

= How your firm will maintain a successful business rela-
tionship during the term of the contract or supply ar-
rangement is conveyed in the manner as to how meet-
ings or interviews are conducted, or within the process
of setting out a Service Level Agreement.



Eric Lotz, C.P.M., SCMP

Therefore, some key aspects should be considered during need to ensure that the RFX Document and the process
the RFX process: comply with the legal aspects. If contractual term limitations
are a part of the Owner’s policy, or set out in public policy
= If the evaluation process is on schedule or delayed, or by statute, it should be understood that the RFX process
convey the new expected timeline or key dates by for the same requirements may be necessary again in three
email to all of the Respondents (Bidders Registration to five years, and no doubt your firm will desire that supplier
Form); (s) will want to return to respond to another opportunity for

the business.
= If a shortlist path is chosen and interviews or presenta-

tions are requested, provide the affected with prepared It is recognized that the procurement professional may not
questions, at least, a week or 10 days in advance of necessarily have conduct of the bid process in all instances
the scheduled interviews. By doing so, you add value citing that to the using or internal clients, however it is es-
to the meetings and obtain answers to any concerns sential that all of the stakeholders have the knowledge of
expressed during the evaluation. (Request that the an- the rules and interest to ensure that a good relationship
swers to the prepared questions be provided to you with its suppliers during the process usually delivers the
also in writing). When sending the prepared questions, best value to the organization in the long term.

explain that additional questions may be asked during
the interview.

From a reprinted 1908

= When notifying the unsuccessful bidders, do soin a Sears Roebuck Ca1-0|ogue
formal letter, (then email to the contact person) and :
thank them for submitting a bid and stating that their X Z%“E;}C‘{%E&E,:}%“I&Euﬁ‘wﬂﬁggk

Thia price lncludes the Mill Work, Cellig, Sding, Flooring tnd Finisbing Lumber, Bulldiog Pager, Pipe,

efforts have been recognized. If it is your firm’s policy e e S e N as e

to offer a debriefing after the bid process is complete ot el
(contract signed), explain that they need to request this

in writing to you. (Debriefings should include an over-
view of your process, how their scores fared in relation
to your requirements within the key elements, and offer
suggestions as to how they can improve on future bid
opportunities. At the conclusion of the debriefing, ask if
they have any questions and what they thought of your
RFX and process;

MODERN HOME No. 144

For the abave price we wi — ——

= If you include a schedule within your RFX document to
do with contract management, state your expectations
but request the bidder to submit their ideas and men-
tion that the final result will be developed collaborative-
ly. Avoid the use of penalizing language but demon-
strate a manner of positive management. Consequen-
tial issues will be addressed in subsequent negotiations
as deemed necessary.
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Sears, Roebuck & Co,, Chicago,

Note the full bathroom, save those cold

Each bid process has different peculiarities and notwith- 'rr'ips outside in the winter
standing the proceeding, the bid process facilitator will still



