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ENGAGEMENT SUCCESS



A SLOW-MOVING, TACTICAL DIVISION, 
STUCK IN THE DETAIL, THAT STOPS THE 
REST OF THE ORGANISATION FROM 
BEING AGILE AND RESPONSIVE? 

OR A VALUED BUSINESS PARTNER 
OFFERING IMPORTANT STRATEGIC INPUT 
FOR KEY BUSINESS DECISIONS? 

WHICH WOULD YOU LIKE TO BE SEEN 
AS?
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How we sell the Procurement Value 
Proposition within our organisation 
results in how we are perceived; 
strategic or tactical, valued business 
partner or operational necessity.

So, what are the key challenges that 
face us in selling the Procurement 
Value Proposition and how should we 
set about preparing and delivering this 
in order to be successful?

TIMING IS CRUCIAL

Good delivery at tactical and operational levels is a precursor to 
being able to successfully sell a Procurement Value Proposition. There 
will be little interest in the value of Procurement if operationally 
purchase orders can’t be placed or new suppliers assessed and 
created. The exception to this is if the value proposition is embedded 
in a Procurement Transformation Programme that also addresses key 
operational failings.

Understanding of where Procurement currently is on its journey 
within an organisation and an honest view of current performance, 
where possible benchmarked against other organisations, is 
necessary at this stage. The timing to develop and sell a Procurement 
Value Proposition needs to be right.  

Barkers Commercial Consultancy | Selling the Procurement Value Proposition



Barkers Commercial Consultancy | Selling the Procurement Value Proposition

SELLING DOESN’T COME NATURALLY TO 
PROCUREMENT

In procurement we are in the privileged position to observe many 
salespeople at different stages in their career and at different levels 
of seniority and ability. We all know what ‘good’ looks like, but how 
do we compare at selling? Stepping to the other side of the table 
and being required to sell something to a potentially sceptical 
audience isn’t something that we tend to be experienced at or 
trained to do. Yet, this is what is necessary for a value proposition to 
be accepted and, better still, supported within an organisation. 

Difficulties often arise at this stage in the process because skills are 
not always matched to the task. Sales training, or more specifically, 
Business Partnering training can yield great dividends at this point.

MEASUREMENT IS KEY

If we sell a value proposition to the organisation, then we must be able 
to measure and report against it. Success will drive a virtuous circle 
where more opportunities are created, more can be achieved and 
reported on which, in turn, creates more opportunities.

To ensure success, measures must be aligned to the value proposition 
developed in the first stage. Some measures will be subjective, such as 
alignment to strategy, and some will be objective, such as in-year cost 
reductions. Both are valid. Where possible, financial measures should be 
audited and signed-off by an organisation’s Accounts division.

VALUE IS IN THE EYE OF THE BEHOLDER

What is perceived as ‘value’ differs in each organisation and 
by individual stakeholders within an organisation. A strategy-
driven organisation will be interested in how Procurement 
contributes to its strategy. An organisation driven by operational 
targets will want to know how Procurement contributes to 
those targets. Likewise, a CFO may only be interested in hearing 
about Procurement’s in-year cost reductions. Whereas a CIO 
with project budgets to exploit and year-on-year cost reduction 
targets to achieve, will want to hear about cost avoidance. One 
size will not fit all; multiple targets will be required to meet the 
diverse needs of key individuals.

Stakeholders may not always be those individuals that 
Procurement usually engages with. A broader stakeholder 
identification and mapping exercise will be required, followed by 
stakeholder engagement to determine what value means to them. 
It is important to undertake this exercise - don’t guess - because 
only once this stage is complete can you then start to build a 
Procurement Value Proposition that will be successful within your 
organisation. 
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It is crucial 
to understand 

what makes your 
organisation, and 

the individuals 
within it, tick.
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BUSINESS PARTNERING

The development and rollout of a Procurement Value Proposition goes 
hand-in-hand with ongoing business partnering. Over time, targets and 
measures will change. Business Partnering enables this to take place 
organically with Procurement acting as trusted advisor to stakeholders. The 
Procurement Value Proposition needs to remain permanently aligned to 
both organisational and individual stakeholder goals.

While Business Partnering is not necessary to the development and rollout 
of a Procurement Value Proposition, it is often deployed in parallel to ensure 
the value proposition stays fresh and continues to deliver over time.

SUMMARY

To effectively sell the procurement value proposition, the following steps 
are recommended:

TIMING
Is this the right time to develop and launch a Procurement Value 
Proposition? Consider current operational performance.

VALUE DEFINITION
What determines value in your organisation at both an organisational 
and individual stakeholder level? Consider stakeholder mapping and 
engagement.

SELLING
Do you have the right skill set for the proactive selling and objection 
handling that will be required? Consider Sales training, or more 
specifically, Business Partnering training.

MEASURING
Do the measures in place match the targets in the Procurement Value 
Proposition? Consider a mix of subjective and objective measures 
with financial measures being audited and signed-off by the Accounts 
division.

BUSINESS PARTNERING
Will Business Partnering be rolled-out in tandem with the 
Procurement Value Proposition? Consider how the Procurement Value 
Proposition will evolve to remain relevant and continue to deliver over 
time.
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Barkers is a multi-award-winning procurement consultancy offering high 
quality procurement and commercial services, delivered by committed 
and experienced practitioners with integrity. We work with clients across 
a variety of industries including the utilities, financial services, IT and 
pharmaceutical sectors. 

Our product service lines include:
• Cost Transformation
• Procurement Transformation
• Digital Procurement Technology
• Supply Chain Management

Warren Ward 
Director, Barkers Commercial Consultancy

 +44 7949 026020 

warren.ward@barkersprocurement.com

Warren Kozera
Director, Barkers Commercial Consultancy

 +44 7594 658205

warren.kozera@barkersprocurement.com

CONTACT US

Tel: 0330 133 0418

Email: info@barkersprocurement.com

Website: www.barkersprocurement.com

Twitter: @BarkersProcure

Linkedin: Linkedin.com/company/BarkersProcure

Facebook: Facebook.com/BarkersProcure


