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Background and Explanation

University of Toledo Medical Center
A. Background
1. EraGroup (ERA) has been hired by University of Toledo Medical Center (UTMC) to review their expenditures of food service supplies. 
The goal is to identify potential opportunities for cost savings and process improvements. 
Ideally at the end of the process there will be established a prime distributor agreement to manage their food service distribution costs. This arrangement will be for at least two years unless there are unresolved quality or service issues.
2. Location: UTMC has three locations but, the order delivery for all three locations is made at the same location but on separate pallets 
Delivery Location:
UTMC- Mulford
3000 Arlington Ave
Toledo OH 43614
3. UTMC’s website is www.utoledo.edu
4. ERA is acting as the Agent and Advisor to UTMC and has signed a Confidentiality Agreement with UTMC. 
5. As the Agent and Advisor, it is ERA's role to prepare and issue the RFP, gather the information from suppliers, analyze the supplier responses and present a summary and recommendations based on those responses. However, once a supplier is chosen, any relationship with UTMC will be directly between UTMC and the Supplier, not through ERA. ERA’s role is to assist UTMC in evaluating supplier responses and rationalizing purchasing decisions with the objective of reducing expenses. 
 ERA’s role in this cost review process includes
· Preparing this Request for Proposal,
· Analyzing Supplier responses, 
· Facilitating presentations from short-listed suppliers as needed, 
· Overseeing the implementation of any new supply arrangements,
· Monitoring the implementation process for 24-36 months. 
· Price Verification Auditing services over 24-36 months.
6. There are three documents in this RFP.
     a. Background/Explanation (this document),
     b. Vendor Quality/Service Questionnaire,
     c. Market Basket.
7. 
Spend Summary
Based on an analysis of spend for 12 months, the annual spend on food service supplies is approximately $1,845,609 and can be broken down into the categories shown on the table. Analysis of past spend is not a guarantee of future spend. The RFP represents the expenditures with broadline suppliers only. There may be additional expenditure with specialty suppliers such as produce, non-food, bakery, etc. that is not represented in this RFP nor required to be purchased from the broadline supplier. 
	Category
	Total

	Dry Grocery
	23.6%

	Meat & Poultry
	21.4%

	Frozen
	18.4%

	Nonfood
	13.0%

	Dairy Refrig
	8.9%

	Beverage
	7.3%

	Produce
	6.3%

	Seafood
	1.0%




8. [bookmark: _Toc272698854]Current Process & Service Levels
Important considerations include:
· Orders are currently done online.
· Deliveries are made twice a week, Tuesday and Friday.
· The average delivery size is 450 – 500 cases which includes all locations in a single drop. The order for each account are on separate pallets.
· The delivery window is 5:00am – 6:30am.  
· The current supplier provides a variety of coffee machines.


B. Market Baskets (MB) and Pricing Rational

9. The attached spreadsheet is the Market Basket and represents the frequently purchased food service items. The Market Basket asks for the SELL price as of July 27, 2026. 
10. Normally, a Market Basket will contain the top 80-90% of the spend within each category. The MB is limited to the top 50 items in each category which is less than 80% of the spend if the spend is too diverse. 
11. Note: There are columns to add price for the same exact product from the same manufacturer AND there are columns to add price for the same quality product from a different manufacturer. Please be sure to use the correct columns. Please DO NOT just put everything into one column. If you do you will be asked to redo the market basket.
12. There is only one tab called the “All In One Tab”  This tab contains all bid items in one tab. 
13. SELL Prices should be based on your pricing rationale. Please do not provide “low-ball” prices that do not represent your pricing rational. 
14. The Market Basket asks for Sell Price Without Rebates. A rebate is considered an incentive received as a separate payment to the client and does not change the invoiced price. Often rebates are paid quarterly. Other examples of this type of incentive are volume incentives, drop size incentives, etc. This is as opposed to something such as a deviance or allowance which lowers the invoiced price. In other words, the Sell Price Without Rebates represents the invoiced price.
15. Provide your pricing rational expressed either as “Cost Plus X %” or Cost Plus $/unit.” 
16. All information provided to ERA will be kept strictly confidential and not supplied to any other vendor or 3rd party. ERA may disclose information to UTMC as needed during the vendor selection process.
17. The Pricing Rational should be for a category or subcategory and not for each individual item. The Market Basket presents items within categories (example; Meat & Poultry). However, the Pricing Rational can be for subcategories (example; Beef, Poultry, Pork, Processed Meat).
18. If awarded the business the Pricing Rational will be applied to any purchases in each category or subcategory regardless of whether they are in the Market Basket or not in the Market Basket.
19. “Cost” (or “Laid-in Cost”) shall mean the price of the product shown on the manufacturer’s invoice to your location, plus applicable freight, less any manufacturer’s discounts or allowances as reflected on (“off-invoice allowances”) the invoice. Cost of freight arranged by Distributor shall be competitive with rates established by nationally recognized Common Carriers.
20. Mark up is based on costs and is not based on sales. Mark up is calculated by multiplying the cost of an item by the markup % or adding a fixed cost/case. For example, an 8.1% markup on a Dairy Item costing $5.00 would be calculated as $5.00 times 1.081 equaling $5.40.
21.  The Cost-Plus Percent rationale is based on percent mark-up, not percent margin.
22. UTMC would like to take advantage of all applicable manufacturers’ rebates. Suppliers are asked to provide timely purchase summaries from a manufacturer for the time period covered by the rebate program. 
23. It is desired that the arrangement between supplier and client will be for at least two years unless there are unresolved quality or service issues.
24. Multiple Bids Invited: Distributor
· [bookmark: _Hlk64456760]You may provide more than one bid if you choose to look at more than one Group Purchase Organization or bid without a GPO.
· You must provide exact matches for as many of the exact match products in the Market Basket that you can. This is especially required of incumbents where they are noted as the supplier. However, you may also submit pricing for alternate products of equal or better quality. In that case, I will present two bids to the client. One with the most exact matching prices and one with the most alternate products.
· In other words, I will analyze multiple bids from the same distributor. For example, Supplier A decides to bid both with no GPO and with a GPO. They also decide to provide pricing for as many of the exact items in the Market Basket as they can. At the same time, they provide pricing for alternates of these same items. The alternates must be of the same or better quality. In this scenario I will provide the client with four options from this supplier:
a. No GPO with maximum # of exact matched items,
b. No GPO with maximum # of alternate items,
c. GPO with maximum # of exact matched items,
d. GPO with maximum # of alternate items.
· Part of my analysis will be comparing the number of exact matches to alternates. As we all know, change is hard and having to adapt to alternates makes the change harder, so it is to your advantage to have as many exact matches as possible.
25. Audit Rights
a. ERA requires "Audit Rights" to protect our client from accidental or inappropriate price movement during the life of our engagement of 24-36 months. 
b. Required Audit Rights are 4x/year of 25 items each time. The items will be chosen by ERA and taken from a single month for each audit. The items are not restricted to being on the same invoice.
c. Depending on suppliers’ location an ERA representative may not be onsite to look at invoices. Invoices must either be emailed to ERA, presented as part of a Go To Meeting type of arrangement (displayed on the supplier’s screen for ERA to see) or done at a supplier’s office near Philadelphia, PA/Southern NJ.
d. An audit means that the winning food distributor will show ERA a paper copy of the original invoice sent to the UTMC showing the price charged and paper copies of the invoices showing FOB price and applicable freight from the food distributor's suppliers. 
e. ERA reserves the right to audit 5-10 items in the Market Basket to ensure that prices are based on the pricing rationale and not lowball prices.
f. This option needs to be in place to provide confidence to our client that we can verify pricing should they or we have a red flag based upon pricing vs. market conditions. 
g. If a problem is found with the markup of an item during the audit, then all purchases of that item from the last audit or from the start of the contract (if it is the first audit) will be examined for markup problems. Once a problem is found, credits must be issued within 30 days after the audit or the client can just write of that amount from a current invoice.
26. Acceptance of Bid: Since the bid is based on markup and not prices, UTMC will have the time they need to analyze the responses and to accept or reject the Bid. 
27. The successful supplier will be required to forward copies of invoices or electronic data reports to ERA for a defined period of 36 months.
28. As a condition of this RFP, all suppliers, their agents, and representatives receiving or working on this RFP shall refrain from contacting any UTMC personnel concerning this RFP. 
29. This RFP is considered a binding agreement. If an additional agreement, written by the supplier, is requested by the supplier it will not be a replacement for the RFP nor change any conditions of or responses to the RFP.
30. Email the responses back to snoar@eragroup.com.
31. Closing Date:  The closing date is August 7, 2026.
32. If you require further information, please do not hesitate to contact me. 
Scott Noar
ERA Group
snoar@eragroup.com
856-295-1315

33. Please complete the following documents and email back to Scott Noar.
· The Questionnaire (.doc)
· The Market Basket (.xls)
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