MASTER CONCESSIONAIRE CONTRACT TUTORIAL

(OPEN HOUSE/AIR SHOWS)

I.  INTRODUCTION

This tutorial provides guidance in the use of a master concessionaire contract for Air Force Open Houses and Air Shows.  It will address the overall contracting process including the Request For Proposal (RFP), the selection process, criteria for evaluating proposals, and a few pitfalls to avoid.  

The term “master concessionaire contract” is used to describe a contract where one contractor/vendor is in charge of all the food and beverage (and sometimes novelty) concessions during the event.  They are also known by the term “event coordinators”.  Instead of hiring multiple concessionaire vendors, one vendor is in charge of all the concessions.  However, there are pros and cons to using this type of contract.  This tutorial will discuss some of them and how you can negotiate the best deal for your base.  

II. TO USE OR NOT TO USE

The decision to use a master concessionaire contract is based on a number of factors, a few of which are discussed here.  First and foremost is the size of the event in terms of the number of spectators per day.  A base located in or near major metropolitan areas such as Las Vegas or San Antonio would be expected to draw more spectators than a base located in a remote or rural area.   A second factor is the number and types of booths.  It stands to reason that as the number of spectators increases, so does the need for additional food and beverage booths.  A third consideration is the number of volunteers needed per day.  All three of these factors are interrelated, but the main point is that the larger the event, the more likely a master concessionaire contract could be advantageous.  However, there is no magic formula to determine if a master concessionaire contract should be used or not.  The decision is entirely up to the base, and it should be made as far in advance of the event as possible – at least six months in advance is not too soon.  This will allow enough time to issue the RFP/Solicitation, receive proposals from interested vendors and conduct the evaluation.  The technical evaluation team should be chosen in advance of the event as well.  The team will usually include (but not be limited to) members from the Services Squadron - NAF CO, RMFC, Commander/Deputy, the Support Group Commander/Deputy, Marketing and a legal advisor.   

III. THE PROCESS BEGINS

AFMAN 64-302, paragraph 2.3.7 provides that NAF Contracting Officers have unlimited dollar authority to award concessionaire contracts for open house events, subject to funds availability.  However, this type of contract can be complex.  As such, we highly recommend that the CO obtain the advice and assistance of their local SCO, the base legal office and other functional experts throughout the process.  AFNAFPO can also provide guidance and answer questions but will not be a part of the evaluation team.  

The RFP
The NAF Contracting Officer (CO) should request proposals from all interested parties without regard to personal preference.  NAF contracting regulations require full and open competition.  Accordingly, sole-source procurement of a master concessionaire contract is not authorized unless fully justified in writing and approved by the legal office.  The use of a multi-year contract is highly discouraged as well.  The RFP should provide a structured, standardized format for the receipt of proposals to allow for ease of comparison and evaluation.  The contractor that provides the best value overall to the Air Force should be selected for the award.  Always remember to ensure the base legal office reviews and approves the contract before it is awarded.   

Evaluation Criteria

This is probably the most important part of the RFP.  Failure to clearly establish the evaluation factors could result in confusion on the contractor’s part and lead to proposals that are unresponsive to the requirement.  The following are some suggested evaluation factors (not necessarily in order of preference):  (1) experience level with show your size, i.e., past performance; (2) financial benefit/compensation schedule; (3) menu and pricing options; (4) visual presentation to the public; (5) references – the more the better.  

Negotiation of details – ADDRESS EVERYTHING AND BE SPECIFIC!

The following are some additional considerations that should be addressed that will help ensure your event is a success and reduce the chances of misunderstandings:

· Menus and pricing - limit the number of “specialty food” booths; ensure there are enough hot dog & hamburger booths

· Local vendors as suppliers (subcontractors)

· All novelties and pricing

· Guaranteed minimum payments (cash)

· Exclusivities defined

· Payment/training/feeding of volunteers – who’s responsible?

· Clean-up/trash disposal during the event – (ex:  grease disposal)

· Food safety issues – inspection and handling

· Vendor access to the base/ramp area

· Ice – who provides?  Make sure it’s understood

· Alcohol sales

· Audit control/cash handling procedures

· Insurance coverage

· Number of booths each type, each day

· Hours of operation 

· Ramp space for staging

· Assembly and teardown responsibilities

· Cancellation clauses

· Employee credentials

· Marketing/promotional responsibilities

· Additional electrical power requirements – who pays for?  

IV.  PROS AND CONS 

Here are a few of the pros and cons of a master concessionaire contact:

PROS

· Fewer vendors to manage; fewer contracts to administer

· Fewer face-to-face meetings with vendors required

· More attractive/professional appearance of tents and booths

· Master concessionaire may be able to attract more sponsors and increase attendance and revenues

CONS

· Tendency of contractor to over promise and under deliver 

· Inexperienced vendor may not understand what is involved until it’s too late

· If vendor does not perform, the whole concessions portion of the event suffers

· Loss of revenue for Services

V.  PITFALLS TO AVOID

If there is an event where Murphy’s Law is present, an open house/air show is one of them.  This tutorial cannot possibly address all the things that may go wrong during an air show, especially at the last minute.  Even the best of plans can go astray. However, the following are a few tips that can increase your chances for a successful open house from a contracting standpoint. 

· Make it clear upfront to all concerned that only a warranted Contracting Officer has the authority to enter into contracts and obligate government funds  

· Do not wait until the last minute to decide whether or not to use a master concessionaire contract.  You must allow enough time for the process to work – at least six months

· Ensure the contractor appoints a dedicated Contract Manager that will act as the CO’s single point of contact with the company.  In addition, another individual should be appointed to handle the “operations” side to oversee all concessions.  These individuals should be local if possible so that they can be available for face-to-face meetings.  If they prove to be non-responsive or lack the appropriate skills/qualifications, ask that they be replaced

· Ensure a senior-level individual from Services is appointed to the Air Show committee and attends all working group meetings

· Identify exactly what will be included as part of the income from concession sales (ex:  mobile food & beverage cart sales)

· Establish upfront when payment is due to SVS

· Consider a Liquidated Damages clause in the contract in the event of contractor non-performance.  (obtain legal guidance on this)

· Bottom line – try to develop a solid partnership with your concessionaire

