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Branding Procurement to Improve
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Executive Summary

According to Hackett Group data, 62% of procurement organizations are currently conducting a brand transformation
to raise awareness of their crucial role within the enterprise and with suppliers. Successful approaches to branding
incorporate understanding the needs and expectations of stakeholders, developing the elements of the brand
identity, communicating the message in ways tailored to different audiences, and keeping stakeholders engaged in
the process and after the brand launch.

Procurement Organizations Struggling to Communicate Their Value

Proposition
FIG.1 Role of procurement  Although many procurement organizations are capable of acting as trusted business
in supporting business advisors, most are still viewed only as sourcing experts (or worse, as gatekeepers

and administrators). Just 21% of procurement organizations are viewed as valued
business partners by their stakeholders (Fig. 1). One reason for the misalignment is that
procurement leaders struggle to communicate their capabilities. Lack of communication
with internal customers, suppliers and their own employees can cause confusion or lead
to incorrect assumptions of what procurement can and cannot offer.

The Benefits of Branding
Branding can be an important step toward enabling a smooth-running procurement
operation. Without it, the full potential of a transformation or leadership change can be

A
difficult to achieve. The greatest benefits of branding are:
B VALUED BUSINESS e Internal customers and stgkeholders are clear about the scope of services provided by
PARTNER procurement and the service levels that can be expected.
n Q'Sﬁgy.ﬁg%ﬁiém e The business engages with procurement earlier, enabling end-to-end support stretching
B GATEKEEPER from budgeting/forecasting, requirements identification, RFP development, sourcing
preparation and negotiations to contract implementation. Further, 78% of organizations
B ADMINISTRATOR estimate better brand awareness would increase spend influenced by over 10% (Fig. 2).
Source: The Hackett Group, 2016 FIG. 2 Estimated effects of brand awareness on spend influenced

58%
13% 13%
& &
No impact Increase Increase Increase Increase
5-10% 11-20% 21-30% more than 30%

Source: Procurement Leadership Forum, The Hackett Group, 2016
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Basics of branding

The Hackett Group has compiled

a list of principles based primar

ily on two reports: The Basics of
Branding (Entrepreneur) and Twelve
Principles of Great Brand Design
(Forbes, 2014). While there are many
elements to evaluate, below are key
activities procurement organizations
should consider in order to build and
sustain a strong brand:

1. Develop a distinctive logo.

2. Create a “voice" for the organiza-
tion that reflects its brand.

3. Develop a tagline that succinctly
summarizes procurement’s brand
promise.

4. Design templates and create
brand standards for marketing
materials.

5. Be consistent and true to the
brand in everything the organiza-
tion does.

Successful procurement organizations go to great lengths to build a compelling brand
image, supported by a well-defined vision, services that exceed internal customer
expectations and a formal measurement program to ensure ongoing improvement. If
these steps are not taken, procurement groups can plateau in their operational efficiency
and effectiveness despite having the capabilities to operate at a much higher level.

Steps and Considerations When Launching a New Procurement Brand
Defining a brand is an important concept for procurement organizations because it makes
their purpose and identity more comprehensible for stakeholders. The process starts by
understanding who these people are and what the organization has to offer them.

Below are four key steps that make up a successful procurement brand, supported by
ongoing internal input (Fig. 3).

FIG. 3 Four key steps to branding procurement

1. Understand
the key areas of

2. Define process 3. Create marketing
details and materials and
importance for procurement’s release initial
stakeholders. new role. communications.

4. Engage and
communicate with

all stakeholders
regularly.

Internal buy-in: Choose the moment, link to external marketing, bring the brand alive.

Source: The Hackett Group

1. Understand the key areas of importance for stakeholders

The procurement brand should highlight procurement’s desire to support its stakeholders
and its ability to act as a valued business partner. This means having a solid understanding
of what is important to stakeholders. For example, they might want more help with
negotiations, identification of new suppliers, spot buying, or reporting. Most often, they
just want procurement to excel at delivering basic services.

An important step in this process is to open the lines of communication directly with
stakeholders. Face-to-face conversations with executives and upper management

will help identify and better understand their needs. Similarly, survey questionnaires
will help procurement with the big picture of where gaps in its services are and what
stakeholders want from procurement. Once the main focus areas are clear, follow-up
conversations can help obtain more detailed descriptions of needs. For instance, with
reporting, stakeholders might be looking to have on-demand access to detailed reports
on spend, transaction volumes and error rates.

2. Define process details and procurement’s new role

This is the time to clearly define the roles and responsibilities of procurement and make
this information easily accessible to both the procurement group and its stakeholders.
Start by developing a clear vision and simple set of guiding principles to communicate
the goals of the organization. Other activities include:

e Develop mission statement, vision, values and goals to define procurement’s new role.

e Delineate the support services that procurement provides to internal customers;
ensure these align to their needs and requirements.

e Provide clear definitions of the activities and tasks performed for each support service,
along with the service levels provided (e.g., cycle time, error rates).

e Determine the business segments and departments that procurement can support.

e Match existing staff and their skill sets to procurement’s services.
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Activities that facilitate the
partnership relationship

While this list of practices to excel
in will vary by organization, common
goals include:

® |ncreasing responsiveness and
agility.
e Honing client-facing skills.

e Aligning procurement scorecards
with stakeholder success metrics.

e Streamlining the buying experi-
ence.

e Designing the organization to
support stakeholders.

3. Create marketing materials and release initial communications

In this stage, procurement matches the desired stakeholder experience with its future
behaviors. Since people respond differently to various methods of communication,
consider creating an “omnichannel,” personalized stakeholder experience to allow
broad access to the procurement process; make it possible to buy or pay from any
location and get real-time information. Common activities include:

e Develop a new brand identity and a logo if one is desired.

e Determine the way communication with internal customers and stakeholders will be
handled, such as email, phone and in-person support.

e Deploy an intranet portal that lets internal customers communicate with procurement
and conduct self-service activities. Consider setting up a similar site for suppliers.

e Develop marketing materials for various stakeholder groups, making certain that
overall messaging is consistent.

e Define and document related changes to the organization, such as new employee
titles.

It is important to avoid reinventing the wheel in this stage. Build on brand elements
of the enterprise, tailoring different attributes for procurement’s needs. This prevents
confusion caused by conflicting brand messages and also limits added work. Because
the nature of these activities is creative, be sure to seek input from marketing or from
the appropriate internal resources. For example, if branding goals include appealing to
millennial workers, consult with some of them when developing these materials.

4. Engage and communicate with all stakeholders regularly

Multiple channels of communication should always be open for both internal customers
and suppliers to reach out, get questions answered, or further develop the relationship.
There are various ways to engage with stakeholders, not all of which make sense for
every company. Some of these activities include:

e Face-to-face road shows with business executives, such as ongoing conference calls
or one-on-one calls.

e Face-to-face road shows with middle management/operations followed by regular
calls to ensure procurement is meeting objectives.

e Email distributions on a regular basis that include policy updates and metrics
showecasing procurement’s performance.

Begin and End the Branding Process by Gathering Continued Internal
Buy-In

Procurement employees should be involved very early in the brand-development

process. Including them will increase their enthusiasm for changes, making them
more likely to deliver results. While this might be a subtle step in the process, it is
crucial for success. The key to an effective internal branding strategy is to start by
considering staff and how best to work with them.
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