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EDITORIAL

“The second International Procurement Executives survey, aimed at determining 
the status of the relations between Procurement and other Business Depart-
ments within big multinational companies.  

The first edition of the international survey made in 2013 (Procurement  
Value Creation) enabled us to ascertain that Procurement Departments want to  
implement strategies based on growth and the creation of overall value for their 
companies. A majority of Procurement Executives then told us they wanted to 
participate in reaching strategic goals, such as Customer satisfaction, innovation, 
CSR and R&D, and go beyond the traditional role assigned to Procurement. 

This year, we have therefore chosen to study the relations between Procure-
ment Departments and their internal customers in order to precisely determine 
how Procurement works with other company units, how it is moving forward in 
the process of establishing a partnership approach, how its role is perceived by 
other departments (Finance, IT, Marketing, R&D, Sustainable Development, HR, 
Legal, etc.), and what its impact is on these departments and on the company in 
general.

To do this, we were obliged to meet with both Procurement Executives and  
executives from all the other company’ departments including HR, Finance, 
Communication & Marketing, IT… and compare their different appreciations.

We would like to warmly thank the numerous survey participants, including over 
400 Procurement Executives and 300 heads of the main company departments, 
who represented 15 countries worldwide.  

Sincerely,”

Dan Amzallag, CEO Ivalua Inc. 
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SURVEY PANEL AND METHODS

Data for the international survey entitled “Procurement  
Strategic Partners to the Business?” was collected from June 
to October 2014 from a panel of Procurement directors and  
directors of other departments representing all sectors of activity.

Procurement Executives panel
The “Procurement Executives” questionnaire was sent by email to an 
international database of Procurement Executives (“Group /Country 
/ Region / Direct / Indirect Procurement Executives”; “VP Procure-
ment / Supply Chain”; “VP Supply Chain”; “Procurement / Supply Chain  
Director”, “Supply Chain Director”). 

429 responses were collected and processed. 

Germany  ...............................  24
Canada  ..................................  12
Denmark  ..............................  5
Spain  ......................................  5
Finland  ..................................  3
France   ...................................  118
Great-Britain  ........................  62
Italy  ........................................  23
Middle East  ..........................  11
North Africa  .........................  6
Norway  .................................  3
Poland  ....................................  11
Sweden  .................................  7
USA  .......................................  127
Others  ...................................  12

Geographical distribution of “Procurement” respondents:

Size of participating companies:

57% 22%

16%

6%
More than 1 billion € / More than 1.35 billion US$

More than 100 million € / 135 million  US$

Between 100 million €  and 500 million €  
/ 135 million US$ and 680 million US$

Between 500 million € and  1 billion €  / 
680 million US$ and 1, 35 billion US$
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SURVEY PANEL AND METHODS

Other Department Executives panel
A questionnaire different from the one designed for Procurement 
Executives was sent by email to a database of IT, Legal, Sustai-
nable Development and CSR, Human Resources, Finance, R&D,  
Marketing, Communication and Sales department directors at 
companies with turnover above 100 million euros (based on  
published turnover for 2013). 

374 responses were collected and processed. 

Germany   ...............................  32
Canada   ...................................  16
Denmark   ...............................  5
Spain   ......................................  10
Finland   ...................................  3
France   ....................................  96
Great-Britain   ........................  42
Italy   .........................................  21
Middle East   ...........................  16
North Africa    .........................  4
Norway   ..................................  3
Poland  .....................................  14
Sweden   ..................................  9
USA   ........................................  91
Others   ...................................  12

Distribution of respondents by country / geographical area: Distribution of respondents by Department: 

Commercial / 
Sales department

Legal department

Finance department

IT  department

Sustainable development 
department

R&D / 
Marketing department

HR department

51

57

55
53

57

50

51
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What we have noted is clear: 83% of Procurement Executives 
questioned feel that the creation of partnership relations with the 
business units is both important and a current priority. This search 
for a new status that represents more than merely providing  
Procurement support is a consequence of the increased aware-
ness of Procurement Departments of the full range of performance  
levers available to them, which go well beyond negotiating with 
suppliers and obtaining the lowest cost. Collaborating more clo-
sely with the other departments, understanding their specific 
needs and carrying on a dialog with them that extends beyond a 
specific Procurement project would allow Procurement Depart-
ments to acquire greater influence with respect to their internal 
customers and suppliers and, in the end, executive management 
of the company. 

This new approach depends on the implementation of means 
and tools that aim to help buyers develop a strategic vision of the 
market. It involves a leadership role and the ability to orient the 
choices and solutions envisaged by internal customers. 

18%

83%

17%

How important is creating partnership relationship with 
business departments? Procurement Executives

Very important

Not / Somehow important

Implementing Procurement KPIs tailored to each 
Business department’s specificities

Being proactive in developing an understanding of 
supply markets before needs emerge

Creating positions of «procurement internal 
partnership» manager

Recruiting buyers within other business departments

Establishing effective communication tools

Granting  wider access to e-procurement tools 
to business departments

What are the main actions to be implemented in order to create a partnership 
relationship between Procurement and the others Business departments?   

Procurement Executives

PROCUREMENT  BUSINESS PARTNER: A CURRENT PRIORITY

0% 10 0%

0% 10 0%

50%25% 75%

50%25% 75%

58%

71%

13%

63%

50%

17%
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PROCUREMENT  BUSINESS PARTNER: A CURRENT PRIORITY

According to the Procurement Executives surveyed, the main 
actions to implement for developing this Procurement Business 
Partner approach are: enable Procurement Departments to be 
a driving force by developing their market knowledge upstream 
from internal customer requests (71%); implement communi-
cation tools (63%); and, finally, implement procurement perfor-
mance indicators that are tailored to the strategy of each business 
unit in the company. 

Although many Procurement Departments have understood the 
importance of developing a partnership approach and have made 
it their priority, there is less enthusiasm for this type of strategic 
collaboration among the other business units. On average, only 
35% of Business Units feel it is important to create a Business 
Partner relationship with their company’s Procurement Depart-
ment. Nevertheless, one of the Business Unit is clearly different 
from the others. This is the Finance department, where 79% of  
Finance Executives surveyed felt that the creation of a partnership 
with Procurement is important. 

Does developing a Business Partner relationship with Procurement  
is a matter of importance to you?   Other Departments

Finance Department 

Legal Department 

R&D / Marketing / Com Department 

IT Department

CSR / SD Department 

Sales Department 

HR Department

0% 10 0%50%25% 75%

0% 10 0%50%25% 75%

79%

58%

42%

17%

24%

15%

11%

YES

YES

YES

YES

YES

YES

YES
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FINANCE AND PROCUREMENT: A SUCCESSFUL PARTNERSHIP

Finance department

Legal department

IT  department

All of them

Sustainable development department

Commercial / Sales department

HR department

Others

R&D / Marketing department

Communication department

None

With which business departments do you share the same objectives? 
Procurement Executives

0% 10 0%

0% 10 0%

50%25% 75%

50%25% 75%

11%

6%

15%

62%

43%

39%

31%

35%

30%

24%

20%

According to Procurement Executives, the Finance department, Legal 
department and IT department are Procurement Department’s three 
“preferred” partners. Of these three, the Finance Department stands 
out sharply: 62% of Procurement Executives share the same goals as 
their company’s Finance Department. 

Of the other company Departments surveyed, on average only 17% 
of respondents affirm that their department shares the same goals as 
Procurement. More specifically, 65% of the Finance Department say 
they share the same goals, whereas this is true for only 21% of the Legal 
departments and 20% of the IT departments. 

These results show that Procurement Departments have undergone a 
successful process of becoming more financially oriented by including 
financial goals in their strategy (establishment of shared objectives) 
and operational approach (looking for, calculating and reporting finan-

18%

83%

17%

At your company, are the Procurement department’s  
objectives and your department’s objectives aligned? 

 Other Departments

No

Yes



FINANCE AND PROCUREMENT: A SUCCESSFUL PARTNERSHIP

cial gains). Reducing costs, identifying risks, optimizing working  
capital, and the tracking of Procurement gains and their impact 
on the Company’s financial statement are some of the actions  
implemented by mature Procurement Departments in order to  
reconcile Procurement and Finance objectives. 

From the viewpoint of the Legal Department, another of Pro-
curement’s “preferred” Business Partners, we can observe that  
Procurement has taken into account (less successfully but  
nonetheless to a significant extent) the objective of legally  
securing supplier relationship procedures. This approach is clearly 
in line with the Legal Department’s goal of preserving company 
interest. 

On the whole, the relations between Procurement and the  
Business Units are still heavily influenced by the Finance Depart-
ment. Less than 10% of the Sustainable Development / CSR, 
Communication, Marketing, R&D, Sales and HR departments 
feel that Procurement takes their needs into account. Although 
quantifiable financial goals have been included in Procurement 
KPIs– most notably with eProcurement tools that enable ope-
rational implementation and the calculation and tracking of 
gains – qualitative operational goals, such as gender equality in  
Procurement teams, environmental or supplier innovation KPIs, 
are less often perceived by Business Units executives as goals 
shared with Procurement. Is a communication strategy required? 
Do actions need to be tracked? Mapping the main goals of the 
other company departments and formally accounting for them 
are the next steps that Procurement must take to become a true 
cross-departmental partner in the company.

8
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DIFFERENT VIEWS OF THE ROLE OF PROCUREMENT

Reducing business expenses /  
improved financial performance

Ensuring compliance with regulations  
(REACH, etc.).

Strengthening the positive image of the com-
pany / deploying sustainability policies

Managing the company’s supplier repository

Reducing  lead times

Ensuring contracts with suppliers  
are implemented

Improving the quality of products &  
services purchased

Avoiding Supply Chain disruption

Enforcing purchasing rules and processes  
at group level

Measuring supplier performance

Participating in the company innovation strategy

Providing adequate e-procurement tools to 
business departments

In your opinion what are the main objectives of a procurement department?

Same perception 

Mild  perception 
gap 

Important  
perception gap 

Cost reduction remains the leading goal of Procurement for 
both Procurement Executives (90% consider it a priority) and  
Executives from other company departments: 100% of them have 
cost reduction as a priority goal. 

As for the importance of the mission of supplier panel mana-
gement, we also note a certain amount of agreement between 
the opinions of decision makers in Procurement and in the  
business units. Both groups place this mission among the top three  
Procurement department goals. 

Although there is a consensus on the missions of cost reduction 
and managing the supplier panel, there is disagreement between 
the Procurement department and the business units on the 
other main goals of Procurement: 91% of business unit respon-
dents feel that improving the quality of products purchased is a  
Procurement department goal. Only 58% of Procurement Execu-
tives feel this way. Other examples in this comparative list of goals 
show asymmetry between the way Procurement sees its mission 
and the way it is seen by its internal clients. A major difference 
in perception is found with respect to implementation of the  
purchasing process: enactment of the purchasing rules is a goal for 
54% of Procurement Executives, as compared to 10% of business 
unit decision makers; providing tools for ordering is 41% vs. 15%; 
and supervision of the proper application of supplier contracts is 
a major goal for Procurement for only 16% of business units, as 
compared to 70% of Procurement Executives.

90% 10 0%

33%

30%

30%

70% 16%

58% 91%

54%

54%

7%

10%

47%

41%

85%

41% 15%

16%

62% 85%

33% 17%

23%

Procurement
Other

Department



DIFFERENT VIEWS OF THE ROLE OF PROCUREMENT

This gap between the perceptions of Procurement and the  
Business Units can be explained in several ways. On the one 
hand, the strategies of Procurement marketing (currently being 
deployed) which have had an impact on the perception of the 
role of Procurement as being more than mere cost killer – with  
supplier panel management, for instance – have not yet had an  
impact on the need to impose sometimes restrictive purchasing 
processes on internal clients. On the other, the business units 
want the Procurement department to be more aware (beyond a 
mere declaration of intent) of business goals such as quality or 
CSR in the strategic and operational management of company 
procurement. A Business Partner relationship between Procu-
rement Departments and Business Units (other than Finance) 
cannot be effectively implemented without a shared vision of 
Procurement goals. The Procurement department’s mission is to 
promote the capabilities and scope of action of the procurement 
teams, as well as to analyze and take into account the strategies 
and expectations of their internal clients, in order to implement a 
new type of relationship based on shared goals.

10



CONFLICTS BETWEEN PROCUREMENT AND 
INTERNAL CUSTOMERS

CONFLICTS BETWEEN PROCUREMENT AND INTERNAL CUSTOMERS

When Procurement decides to introducing contractual 
relations into informal purchasing process

When Procurement applies the concept of Total Value 
of Ownership to a purchasing request

When the savings achieved by Procurement  result in a 
reduction of Business department  budget

When Procurement redefines purchasing requirements to 
make them correspond to existing products  

( market based solutions)

When Procurement enacts binding Purchasing process

What situations are the most likely to generate «conflicts» between  
Procurement and business departments? Procurement Executives

The number 1 situation leading to conflicts between Procu-
rement Departments and Business Units is when restrictive 
purchasing processes must be defined (86% of Procurement 
Executives ). 
This observation, which echoes the disagreements on  
Procurement department goals, highlights the delicate, yet  
essential, mission of the Procurement department that consists 
in applying the same purchasing processes throughout the  
company. Although it is a vector of the professionalization, 
the purchasing process is sometimes perceived as an adminis-
trative constraint that restricts the freedom and prerogatives 
of internal customers. Avoiding these conflictual situations  
often depends on the ability of the Procurement department to  
implement strategies of change management to accompany the 
transformations generated by the new processes and to ensure 
the adhesion of the internal customers. Regularly communica-
ting on the benefits obtained, identifying possible barriers and 
making sure the Business Units are involved and ready to adopt 
the processes are essential tasks during the establishment of 
constraining processes to avoid conflict between Procurement 
and their internal clients. 

0% 10 0%

0% 10 0%

50%25% 75%

50%25% 75%

10%

14%

86%

57%

10%

11
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CONFLICTS BETWEEN PROCUREMENT AND INTERNAL CUSTOMERS

By enhancing communication between employees and 
buyers throughout the purchasing process

By implementing a buyer-driven performance evaluation 
scheme (e.g. evaluation post purchase)

By allowing the Procurement department to cover any 
type of purchase regardless of cost and category

By getting involved in the innovation and  
marketing process

By getting involved in the business departments’ 
budget drafting phase

By getting involved during the needs identification and 
specifications drafting phase

How could the Procurement department be more impactful  
to your department?  Other Departments

The number 2 delicate situation for Procurement Departments is 
when Procurement redefines purchasing requirements to make 
them correspond to existing products (market based solutions). 
According to 57% of Procurement Executives, this rationalization 
of the Procurement process can be interpreted as interference 
by Procurement in the internal affairs of the business units and  
therefore a source of conflict. This observation leads to the  
question of how to evaluate the Procurement department’s  
performance. 

When it is the sole indicator of Procurement performance, 
cost reduction hinders the establishment of a dialog between  
Procurement and Business Units executives and prevents  
Procurement from accounting for the real goals of each business 
unit, thereby neutralizing a Procurement Business Partner culture. 
Here, the role of Procurement is to implement new means of  
performance evaluation that account for the qualitative and 
quantitative goals of the Business Units, so that internal customer 
satisfaction is also considered. The promotion of operational and 
strategic goals by Procurement leads to a greater appreciation of 
its actions by the business units.

The solutions to these conflicts are found in the recommen-
dations of the Business Units executives on the way in which  
Procurement could perform better with respect to their  
departments. The two most frequently mentioned points are: 
improvement of communication between buyers and inter-
nal clients throughout the Procurement cycle (55% of business 
unit heads) and implementing Procurement KPIs tailored to each  
Business department’s specificities (52%). 

0% 10 0%50%25% 75%

0% 10 0%50%25% 75%

55%

52%

10%

16%

21%

0%
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PROCUREMENT PROCESS

When searching, selecting and  
negotiating prices with suppliers

Outside of the purchasing process by 
developing supplier relationships

When placing and tracking orders

When defining the needs and drafting 
specifications

When my department is drafting its budget

When drafting contracts with suppliers

Outside of the purchasing process by monito-
ring contracts implementation over time 

Outside of the purchasing  process by participa-
ting in the R&D / Marketing process

At what stage of the purchasing process is the role of the procurement 
department the most important to you?

Before it can become a true Business Partner, the Procurement  
department must master all the steps in the Procurement process. 

Procurement and Business Unit decision makers agree on the  
importance of the Procurement department’s role in sourcing and  
selecting suppliers and negotiating with them. On average, over 80% 
of them feel that the role of the Procurement department is crucial at 
these different steps.

However, there is a gap between the vision of Procurement and that 
of the Business Units with respect to the importance of the Procure-
ment Department at the other steps of the Procurement process. Many 
Procurement Executives consider that their mission begins before the 
sourcing phase and does not stop after negotiating with the supplier. 
According to a majority of them, the role of Procurement is essential 
upstream, during the needs identification and specifications writing 
(85%) in addition to choosing the suppliers; when the supplier’s contract 
is drawn up (67%), when the purchase order is tracked and suppliers are 
evaluated (67%) and outside the Procurement process as a participant 
in R&D activities. 

Business unit decision makers feel that the role of Procurement is  
especially important for the development of supplier relations (75%) 
and when orders are placed (70%). Only 28% think it is important for 
Procurement to intervene during the definition of their requirements, 
8% during the drawing up of the contract and 7% during tracking of 
the purchase order and evaluation of supplier performance. According 
to Business Unit Executive, Procurement is still primarily limited to  
operational tasks in the purchasing process, except for the strate-
gic mission of developing supplier relations. New areas of exchange 

95% 82%

42%

30%

75%

67% 8%

67% 7%

65% 7%

85% 28%

10% 10%

70%

Procurement
Other

Department



PROCUREMENT PROCESS

should enable Procurement Departments to extend their  
influence from the beginning of the process (expression of needs,  
writing of specifications) to the end (evaluation of supplier perfor-
mance). Cross-department dialogue initiated by the Procurement  
department should enable demonstrating the added value of  
Procurement outside operational tasks in a strategic context  
appropriate for each department. Being involved in all the purcha-
sing process steps is necessary for the Procurement department 
to become a true Business Partner. 

14
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E-PROCUREMENT TOOLS BRINGING PROCUREMENT AND BUSINESS UNITS TOGETHER

By allowing interfaces with information systems used 
by the other Business departments

By allowing the integration of Business departments 
budgets into eProcurement features

By allowing complex and particular categories  
procurement management (e.g. services procurement)

By allowing the dissemination and homogenization  
of Procurement processes 

By enabling monitoring of the key stages of a  
purchasing case by all departments involved

By granting access to Procurement  to a global / 
centralized suppliers’ information repository

How do Procurement tools contribute to the establishment of a Business Partner 
approach between e-procurement and other Business Departments?  

Procurement Executives

By centralizing supplier data and ensuring its reliability,  
eProcurement tools plays an essential role in the professiona-
lization of the Procurement function and the legitimizing of  
its role as a Business Partner for the business units. 

According to Procurement Executives, the main benefits 
of eProcurement tools for establishing a Business Partner  
relationship between Procurement and the other company  
departments are the implementation of a sole supplier  
reportory managed exclusively by Procurement (78%), the  
ability to monitor and track key stages of a purchasing case by  
all departments involved (71%) and the extension of the  
purchasing process to cover the entire group (65%). In prac-
tice, eProcurement tools enable Procurement Departments to  
master the Procurement strategies of each department based 
on an analysis of departmental expenditures and to reinforce 
their leadership in the business units / supplier relationship.  

However, according to the Business Units executives, the  
availability of these tools for steering purchases is far from 
ideal. Only 65% of the departments questioned confirmed 
that their team members had access to an eProcurement tool. 
The functionalities they are able to access include eProcure-
ment (100% of decision makers saying they have access to 
eProcurement tools), supplier performance evaluation (63%) 
and spend analysis (25%). 

0% 10 0%

0% 10 0%

50%25% 75%

50%25% 75%

14%

19%

29%

71%

78%

65%
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Does your department staff have access to e-procurement 
tools deployed by the Procurement department?  
Other Departments

Promoting the spread and use of eProcurement tools by business 
units thus appears to be an important mission for Procurement 
Departments in the development of partnership relations. In 
the end, opening eProcurement doors beyond the Procurement 
department can help to remove barriers between departments, 
thereby encouraging collaboration between Procurement and the 
various business units.

65%
35% Yes

No

E-PROCUREMENT TOOLS BRINGING PROCUREMENT AND BUSINESS UNITS TOGETHER
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CONCLUSION

CONCLUSION

The Ivalua Procurement Executives survey 2014 shows that  
Procurement’s journey from transactional processing to strategic 
business partner is not complete. Despite Procurement’s willin-
gness to move closer to the Business stakeholders, to address 
their specific issues and to better connect with them, it is not 
viewed as fully-fledged Business Partners yet.

Among all departments surveyed, Finance stands out very clear-
ly. Procurement has successfully teamed up with Finance and  
established a true Partnership based on a mutual understanding 
of each other’s missions, the establishment of shared goals and a 
sustained dialogue on the implementation of joint strategies.

To achieve this status of Business Partner with other depart-
ments, Procurement must proceed among two main lines. On 
the one hand Procurement must better understand the strategic  
objectives of each of the Business Units and thus take into ac-
count global performance indicators beyond cost reduction. That 
means implementing a buyer awareness training program so they 
develop their knowledge of the specific issues and challenges of 
each Business Unit, their leadership and allowing the recruitment 
of buyers from outside the Procurement space. 

On the other hand, the Procurement department must master all the steps in the purchasing 
process. Demonstrating the added value of Procurement upstream and downstream, the 
purchasing process requires the implementation of internal marketing strategies allowing 
Procurement to influence strategic decision process especially when Business Units define 
their needs, their budgets (upstream) and report on the a purchasing projects (downstream). 
Procurement intervention outside the role it was traditionally given, implies a collaborative 
redefinition of Procurement organisation statutes to integrate new prerogatives linked to 
an extended Procurement value chain.  

Finally, the Procurement Executives survey reveals the important part played by eProcure-
ment tools in the implementation of a new Procurement Culture. Indeed the deployment of 
advanced eProcurement functionalities beyond the Procurement community helps remo-
ving barriers between Procurement and internal clients as well as fostering cross-depart-
ment collaboration. Importing Budgets, collaborative sourcing projects, multidimensional 
analysis and KPIs are as many eProcurement tool functionalities promoting Procurement as 
a strategic partner to their internal clients. 
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Founded in January of 2000, Ivalua is currently ranked among 
the leading worldwide Spend Management solution providers. 
Successful in both Europe and the US, Ivalua has deployed several 
hundred projects for large international companies in a wide range 
of industries.

In light of its experience and of its multi-sector expertise, Ivalua 
continues to support an extremely proactive product innovation 
policy that centers on bringing its users the greatest value, 
efficiency and ease of use, day in and day out.

Ivalua Buyer’s worldwide success can be summarized in 4 major 
points: 

           Full Suite of Solutions for Spend Management: by combining strategic sourcing, transactional functions, 
supplier relationship and procurement controls, all from within a single, integrated solution.

        Flexibility in configuration and customization, allowing Buyer to adapt to clients’ specific needs without 
having to involve IT, while also remaining on the standard Ivalua Buyer solution package.

           A User Interface acclaimed for its simplicity and effectiveness, which allows a quick start-up and 
long-term, sustained adoption by its users.

         An agile, collaborative implementation method, to not only shorten time frames but also contain overall 
deployment costs.
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