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Announcer:	Welcome	to	the	Art	of	Procurement	Podcast	with	your	host	Philip	Ideson.	Hear	thought	leaders	
share	the	trends,	strategies,	and	tactics	that	you	can	use	to	elevate	the	role	of	procurement,	and	your	career.	

00:30	Philip	Ideson:	Hi	there	everybody,	and	welcome	to	another	Art	of	Procurement	interview	show.	I've	
been	really	looking	forward	to	publishing	today's	show	for	a	little	while	now.	You	might	recall	back	in	Episode	
59	I	introduced	a	series	on	the	concept	of	value	based	procurement	that	I'm	going	to	be	recording.	In	that	
episode	I	was	joined	by	Joanna	Martinez	and	Jordan	Early	where	we	discussed	what	the	concept	of	value	based	
procurement	means	to	us,	and	why	we	believe	it's	going	to	be	so	critical	to	the	future	of	the	procurement	
profession.		

In	today's	show	I'm	joined	again	by	Joanna	and	by	Jordan	where	we're	going	to	focus	on	four	different	key	
areas	in	which	procurement	can	create	value	for	our	organizations	over	and	above	cost	savings.	You're	going	to	
hear	Joanna	share	a	lot	of	real	world	examples	from	her	career	to	date	as	a	CPO	for	companies	such	as	
Cushman	&	Wakefield,	AllianceBernstein,	and	Diageo.	Joanna	has	also	had	a	lot	of	procurement	and	supply	
chain	leadership	experience	with	Johnson	&	Johnson.	Today	Joanna	is	Founder	of	Supply	Chain	Advisors,	LLC,	
who	are	a	boutique	advisory	firm	that	helps	procurement	and	supply	chain	leaders	plan	and	execute	
transformation	programs.		

Jordan	is	the	Head	of	Research	and	Insights	at	Old	St.	Labs.	Old	St.	Labs	is	the	holding	company	for	a	couple	of	
really	innovative	procurement	software	solutions	called	Vizibl	and	Lucid.	Jordan	has	experience	across	
procurement	both	as	a	practitioner	and	a	service	provider,	and	I	think	you'll	agree	as	you	listen	to	the	interview	
that	experience	really	comes	out	in	the	discussion	today.	

Before	we	go	into	the	show	just	a	quick	reminder	that	I	recently	published	a	report	sharing	50	different	lessons	
that	I	learned	from	the	first	50	shows	on	the	Art	of	Procurement.	It's	a	report	I'm	really	proud	of,	it	really	
resonated	well,	and	it	has	been	my	fastest	downloaded	report	to	date.	One	of	those	most	important	lessons	
that	I	took	was	from	a	conversation	with	Chris	Sawchuk	of	the	Hackett	Group.	Chris	reminded	me	that	for	all	
the	focus	on	creating	value	we	can't	forget	that	we	have	to	consistently	deliver	on	the	basics	to	even	earn	a	
right	to	explore	all	the	sources	of	value	such	as	those	that	I	talk	with	Joanna	and	with	Jordan	about	on	the	
show	today.	To	read	the	other	49	lessons	just	head	on	over	to	Artofprocurement.com/50lessons.	That's	
Artofprocurement.com/50lessons.	All	right	then,	well	with	that	being	said	let's	go	straight	into	the	
conversation.	

03:04	Hi	there,	and	welcome	to	another	episode	of	the	Art	of	Procurement.	I'm	joined	today	by	Joanna	
Martinez,	the	Founder	of	Supply	Chain	Advisors,	and	Jordan	Early,	the	Head	of	Research	at	Old	St.	Labs.	Joanna,	
Jordan,	welcome	back	to	the	show.		
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Joanna	Martinez:	Hello	Philip.	Hi	Jordan.	

Jordan	Early:	Hi,	thanks	a	lot.	Thanks	for	having	us.	

03:24	Philip	Ideson:	Regular	listeners	will	recognize	both	Joanna	and	Jordan	from	really	a	primer	that	we	did	to	
value	based	procurement	in	the	series	that	we	wanted	to	talk	about	on	the	concept	of	value	based	
procurement.	I'm	really	excited	that	this	is	going	to	be	the	first	in	that	series	of	episodes.	If	you	missed	the	
introduction	to	value	based	procurement	it's	actually	Episode	59.	I	would	actually	recommend	you	stop	now	if	
you	haven't	listened	to	it,	and	go	back	and	listen	to	that	show.	It's	at	Artofprocurement.com/valueintro.	That's	
Artofprocurement.com/valueintro.	With	that	being	said	what	I	wanted	to	do	first	of	all	is	ask	you	both	a	
question	that	I	ask	most	guests	just	as	a	way	for	listeners	to	really	get	to	know	you	a	little	bit	more.	This	time	I'll	
start	Jordan,	with	yourself.	I'm	interested	to	know	how	did	you	get	involved	in	procurement.	Is	it	something	
that	you	chose,	did	you	find	it,	did	you	stumble	across	it?	What's	your	story?	

04:26	Jordan	Early:	I	may	be	one	of	the	classic	cases	of	someone	that	fell	into	procurement	by	accident.	
Procurement	wasn't	something	that	was	covered	during	my	undergraduate	business	degree.	Actually	once	I	
finished	that	degree	I	interviewed	for	a	job	in	finance	with	Alcoa,	the	mining	company	in	Perth,	Western	
Australia.	Through	that	application	process	I	ended	up	getting	offered	a	job	in	procurement.	Which	at	the	time,	
I	have	to	be	honest,	I	didn't	know	really	what	procurement	was,	but	I	needed	a	job,	so	I	accepted	the	role.	Now	
I've	been	in	the	function	for	more	than	a	decade	now	working	both	in	in	house	procurement	within	the	mining	
and	pharmaceutical	industries,	and	then	more	recently	in	the	procurement	services	side	of	the	ledger.	It	has	
been	a	fantastic	career	in	the	function,	and	I'm	certainly	happy	that	I	accepted	that	offer.	

05:19	Philip	Ideson:	Joanna,	how	about	you?	How	did	you	get	involved	in	procurement?	

05:23	Joanna	Martinez:	Well	I	was	placed	into	procurement	against	my	will.	I	was	at	Johnston	&	Johnston	as	an	
engineer	and	supply	chain	professional,	and	was	working	towards	my	career	goal,	which	was	to	be	the	plant	
manager	of	the	Band-Aid	operation.	For	Johnston	&	Johnston	that's	the	mother	ship,	the	most	important	
facility.	I	got	the	job,	and	it	hadn't	been	announced	yet.	A	few	days	before	the	announcement	was	to	be	made	
suddenly	there	was	a	reshuffling	of	the	company	that	I	worked	for,	the	division	that	I	worked	for.	The	people	
who	had	put	me	in	that	role	were	gone,	new	people	were	in,	and	basically	it	went	away,	the	change	went	
away.		

A	few	weeks	later	the	new	leader	of	the	organization	asked	me	to	go	for	a	walk	with	him.	He	said	look,	this	
whole	division	isn't	making	enough	money,	we	really	have	to	make	some	massive	changes,	and	we	were	all	
brought	in	from	this	other	division	to	make	that	happen.	He	said	I	am	loathe	to	fire	you	because	you	appear	to	
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have	some	brains,	those	were	his	exact,	because	you	appear	to	have	some	brains,	but	your	replacement	has	
already	bought	a	house.	But	I	tried	to	think	what	do	we	do	with	you,	and	we	all	agree	that	the	guy	who	is	
currently	the	head	of	procurement,	Brian	McGrath	is	name,	is	really	beloved	here.	We	think	he's	fabulous,	we	
want	to	move	him	into	mergers	and	acquisitions,	and	he	has	no	replacement.	So	we'll	put	you	into	
procurement.	It's	going	to	take	a	couple	of	years.	Your	goal	will	be	to	work	with	Brian	as	your	mentor,	and	if	he	
thinks	you	can	cut	it	the		goal	will	be	for	you	to	be	the	head	of	procurement	for	this	division.	That's	how	I	made	
my	way.	Actually	the	person	who	put	me	into	procurement	was	right.	He	told	me	that	I	had	the	right	skill	set,	
and	that	I	would	really	love	it,	and	I	found	that	to	be	the	case.	So	I'm	glad	he	gave	me	the	chance.	

07:44	Philip	Ideson:	That's	interesting.	Did	you	feel	that	coming	into	procurement,	and	what	was	really	a	senior	
level	in	procurement	without	any	procurement	background,	was	that	a	blessing,	or	was	that	a	curse?	

07:54	Joanna	Martinez:	No.	I	actually	didn't	come	in	at	all	that	senior	a	level.	I	actually	had	to	take	a	step	
down.	I	started	by	being	the	buyer	for	transportation,	capital	equipment,	and	office	supplies,	and	things	like	
that.	I	did	a	few	crazy	things,	in	a	positive	way,	in	a	good	way,	that	got	people's	attention,	and	I	started	getting	
moved	around.	I	went	in	with	that	goal,	but	I	did	not	go	in	at	a	senior	level	where	suddenly	I	had	a	large	staff.	I	
had	to	learn	how	to	do	it	all.	

08:30	Philip	Ideson:	What	I'm	interested	in	talking	about	today	a	little	bit	more	is	the	concept	of	value	based	
procurement.	We	discussed	it,	and	I	mentioned	just	in	the	intro,	we	talked	about	it	a	little	bit	in	Episode	59.	
Rather	than	repeat	some	of	what	we	said	in	terms	of	what	the	concept	is,	and	what	the	burning	platform	is	
which	we	cover	in	that	show...Again,	I'd	really	recommend	if	listeners	haven't	heard	that	to	go	and	listen	to	
Episode	59.	That's	at	Artofprocurement.com/valueintro.	What	I	did	want	to	do	is,	kind	of	my	first	question	is	
following	on	from	that	introductory	show	that	we	did,	and	Jordan,	I'll	pit	this	to	you	first.	What	happens	if	we	
don't	transition	away	from	a	cost	savings	only	model	to	one	that	considers	value	in	terms	of	what	we	can	bring	
to	an	organization?	Do	we	become	irrelevant?	

09:22	Jordan	Early:	It's	a	big	topic.	I	mean	for	me	it	begins	at	the	point	where	I	think	this	concept	that	we've	
built	our	reputation	on	for	the	last	decade,	or	two	decades	around	delivering	X	percent	cost	savings,	whether	
it's	five	percent	or	ten	percent,	is	just	not	sustainable,	it	can't	continue	forever.	It	has	built	our	reputation	as	a	
function,	and	that	has	been	fantastic,	and	we're	now	in	the	corporate	spotlight	perhaps	more	than	we	were	all	
those	years	ago.	But	the	next	iteration	of	procurement,	and	what	we	need	to	be	moving	towards	requires	a	
more	strategic	approach	I	think.		

The	way	that	I	like	to	think	of	it	is	if	you	look	at	the	objectives	of	a	business,	and	then	pin	what	the	
procurement	function	is	doing	to	deliver	on	those	objectives.	The	example	that	I	was	looking	at	the	other	day	
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was	the	Tesla	motor	company.	I'm	paraphrasing	here,	but	their	objective	is	to	quickly	deliver	sustainable	
electric	cars	to	the	mass	market.	Now	for	me	value	based	procurement	is	a	CPO	on	the	team	that	sits	below	
him	considering	what	they	can	do	to	effect	that	mission,	to	make	it	happen	I	guess.	To	me	the	delivering	10	
percent	cost	savings	doesn't	do	that.		

The	reason	that	I	think	Tesla	is	a	great	example	is	they're	building	really	a	new	product.	The	procurement	team	
hold	those	supplier	relations,	where	that	innovation	is	coming	from,	I	think	they're	really	pivotal	to	the	success	
of	that	business.	We're	seeing	a	lot	of	different	businesses.	Whether	it's	Uber,	or	Airbnb,	there's	a	disruptive	
model	out	there	at	the	moment.	If	you're	not	able	to	act	quickly	I	think	that	fear	of	irrelevance	that	you	spoke	
about	is	something	that	is	a	real	potential.	I	think	procurement	needs	to	shift	away	from	this	mantra	of	cost	
savings,	or	maybe	how	we	used	to	measure	ourselves,	and	look	towards	delivering	business	outcomes,	and	
how	we	fit	in	in	that	space.	That	would	be	my	take	on	it.		

11:39	Philip	Ideson:	It's	about	aligning	ourselves	first	and	foremost	with	whatever	the	key	objectives,	the	key	
vision	of	the	company	is.	For	some	companies	it	may	be	that	it's	a	fight	to	survive,	and	cost	is	important.	But	
others	like	Tesla,	and	I	know	we're	had	Google	on	the	show	talking	about	it,	yes,	cost	is	important,	but	it's	
about	growth,	and	facilitating	growth.	

11:59	Jordan	Early:	Yes,	absolutely.	I	think	we're	kidding	ourselves	to	say	that	cost	isn't	important,	it's	always	
going	to	be	a	huge	part	of	our	function.	But	I	think	what	we're	talking	about	in	this	series	is	just	an	
understanding	that	there's	so	much	more	out	there,	and	it's	time	to	start	tackling	that.	

12:16	Joanna	Martinez:	If	I	could	add	something	there.	For	many	years	people	touted	that	for	every	dollar	you	
save	to	drop	right	to	the	bottom	line.	It	was	better	to	save	than	it	was	to	sell,	because	for	every	unit	you	sold	
only	a	small	portion	dropped	to	the	bottom	line.	I	think	what	got	missed	in	that	is	the	fact	that	you	can	sell	so	
much	more.	That	sales	number	can	be	so	much	bigger,	and	add	so	much	more	to	the	company	than	you	can	
ever	save.	

12:52	Philip	Ideson:	Yes.	It	compounds.	It	can	compound	over	time	rather	than	being	one	time.	

12:57	Joanna	Martinez:	Right,	exactly.	

12:58	Philip	Ideson:	Fix	if	you	will.	A	one	time	benefit.	

13:00	Joanna	Martinez:	I	saw	that	in	the	beverage	industry	where	the	margins	were	really	substantial.	That	the	
best	way	to	add	value	to	the	firm	was	for	procurement	to	work	hard	with	the	supplier	community	to	develop	
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flavors	quickly,	to	get	unique	packaging	out	there,	to	do	the	kinds	of	things	that	needed	to	be	done	to	get	
innovation	out	on	the	shelf,	rather	than	figure	out	a	way	to	reduce	the	cost	of	the	package	by	a	couple	of	
points.	

13:35	Philip	Ideson:	In	your	experience,	Joanna,	as	a	profession	where	are	we	in	terms	of	the	maturity	of	
thinking	around	value	as	a	driver	rather	than	cost?	Is	it	just	the	few	that	are	thinking	this	way,	are	more	and	
more	thinking	it,	or	are	we	still	really	at	the	ground	floor?	

13:49	Joanna	Martinez:	I	think	it's	more	and	more.	But	I'll	tell	you	I	am	constantly	surprised	by	the	number	of	
procurement	leaders	who	say	well	all	well	and	good,	but	I	have	to	deliver	X	percentage.	I	have	to	deliver	four	
times,	or	ten	times,	or	whatever,	the	cost	of	my	organization,	and	that's	what	my	CFO	expects.	I	always	say	the	
same	thing,	have	you	tried	something	different?	Have	you	tried	to	adjust	or	expand	the	conversation?	They	are	
stuck	in	the	paradigm,	they	haven't.	I	think	if	you	don't	offer	that,	if	you	don't	show	how	you	can	do	more	no	
one	will	expect	you	to.	

14:30	Philip	Ideson:	Yes.	That's	perhaps	why	a	CFO	only	looks	at	measuring	as	in	that	way,	because	they	don't	
know	how	else	they	could	measure.	

14:36	Joanna	Martinez:	Right.	

14:38	Philip	Ideson:	What	I	wanted	to	do	today	was	deep	dive	a	little	bit	more	around	where	we	can	look	for	
value,	where	value	may	be	hiding,	or	some	tips	and	tricks	that	you	would	recommend	to	sourcing	
professionals,	procurement	leaders	in	terms	of	what	our	organization	might	think	of	as	being	value	over	and	
above	the	cost	savings.	I	think	you've	done	some	work	in	this	area.	I'd	love	if	you	could	just	start	to	share	some	
of	your	experiences	around	where	you	can	look	for	value.	

15:08	Joanna	Martinez:	In	every	organization	there	is	a	pain	point	somewhere,	there	is	something	that's	not	
working	right.	I	think	that's	a	place	that	many	procurement	people	start,	with	something	that	is,	be	it	travel,	or	
be	it	a	piece	of	technology,	or	a	service	of	some	sort	that	isn't	quite	going	the	way	it	expects	to	be	going.	Lots	
of	outsourcing	companies	tend	to	measure	themselves	very	directly.	They	will	measure	the	number	of	invoices	
processed,	the	number	of	this,	the	number	of	that,	as	opposed	to	the	satisfaction	level,	that	kind	of	thing.	I	
think	if	you	dig	a	little	bit	you	can	usually	find	something	that	people	are	not	that	happy	with	that	involves	a	
supply	chain,	and	some	third	parties.	That's	the	place	often	to	start.	I	think	often	the	decision	makers,	the	
people	who	are	really	making	things	happen	aren't	the	ones	that	you	see	on	the	organizational	chart.	It's	
wonderful	to	do	things	from	the	top	down,	but	often	the	person	who	is	actually	making	it	happen	is	not	the	
one	sitting	at	the	top,	it's	somebody	somewhere	in	between.	You've	got	to	find	those	people,	and	get	engaged	
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with	them,	and	have	them	understand	how	you	can	add	value,	or	learn	what	their	pain	points	are,	and	see	if	
there's	a	way	you	can	help	fix	it.		

I	was	invited	to	a	CPO	networking	luncheon	a	few	years	ago,	and	we	were	talking	about	marketing	spend.	Most	
of	the	CPOs	in	the	room	had	managed	to	penetrate	the	marketing	community,	and	were	doing	some	very	cool	
things.	All	but	one	started	really	small.	They	started	with	something	that	was	a	pain	point,	and	grew	from	
there.	The	one	who	started	big	as	it	turned	out	had	been	a	consultant	with	the	company,	and	was	best	friends	
with	the	CEO,	and	had	some	craziness	around	his	situation	that	in	my	opinion	eliminated	him.	But	everyone	
else	had	grown	it	that	way,	and	shown	that	they	are	value	partners,	and	can	add	something	to	the	party.	

17:33	Jordan	Early:	Yes.	Which	for	me	that's	a	really	interesting	place	to	start	is	marketing.	Because	I	think	
there	has	been	an	adversarial	relationship	between	procurement	and	marketing	for	quite	some	time	where	
that	cost	versus	value	thing,	where	it's	not	the	cheapest	solution	it's	the	best	solution,	we're	working	towards	
creativity.	This	is	something,	it's	going	back	a	few	years	now,	but	I	experienced	in	my	life	as	a	procurement	
practitioner.		

I	think	to	Joanna's	point	there	maybe	targeting	those	difficult	categories,	the	areas	that	we	never	used	to	play	
in	before,	because	there	was	some	animosity	towards	one	another,	is	a	great	place	to	begin.	The	way	that	it	
worked	for	me	was	to	try	and	flip	that	traditional	perception	of	procurement	as	the	guy	tightening	the	purse	
strings,	or	the	corporate	policeman.	To	try	and	talk	a	different	narrative,	and	say	look,	you're	going	to	spend	
this	money	with	a	suppliers.	The	way	that	we	want	to	engage	is	to	make	sure	that	you	get	the	most	out	of	that	
money	you're	going	to	spend	with	them.	We	can	add	some	core	commercial	rigor	to	that	discussion,	which	is	
going	to	help	you	in	that	area.	Our	role	is	not	to	take	the	cheapest	supplier,	and	it's	not	to	stifle	creativity,	but	
we	can	work	with	you	together,	and	we	can	ask	the	questions	that	you	perhaps	don't	ask	yourself	of	your	
suppliers,	and	I	think	that	the	relationship	benefits	in	that	sense.	

19:01	Joanna	Martinez:	Yes.	Jordan,	I	think	that's	a	wonderful	point.	There	is	a	tendency	for	procurement	
people	to	want	to	throw	themselves	into	areas	they	know	nothing	about.	If	you	start	with	allowing	that	
decision	process	that	has	already	taken	place	to	continue,	and	adding	value	by	making	sure	that	the	contract	
that	gets	put	in	place	with	that	supplier	for	that	item	is	the	best	possible,	that's	a	way	to	gain	inroads.	I	know	
someone	who	became	very	very	embedded	in	both	the	marketing,	and	the	human	resources	community.	
Because	she	took	that	approach,	she	made	sure	that	the	contracts	she	put	in	place	had	the	appropriate	pieces	
in	it	in	case	business	changed,	and	things	had	to	move	in	a	different	direction,	and	we	had	to	terminate	early.	
In	one	case	the	value	she	added	was	really	used,	because	there	was	a	change	in	the	business,	and	this	
relationship	did	have	to	terminate	early,	and	that	hard	conversation	had	taken	place	first.	By	doing	that	she	



	

	
	

Episode	Transcript	
Where	to	Look	to	Generate	Procurement	Driven	Value	w/	Joanna	Martinez	and	

Jordan	Early	
	
 

artofprocurement.com/procurementvalue	
(c)	ProcureChange	LLC 

became	instantaneously	valued	by	those	organizations,	and	more	and	more	worked	her	way	into	being	an	
influencer.	

20:21	Philip	Ideson:	Something	that	you	mentioned,	Jordan,	was	about	these	categories	are	typically	
categories	that	are,	like	marketing	it's	difficult	for	us	to	engage	in.	Perhaps	if	we	haven't	engaged	fully	with	
them	already	maybe	there's	not	much	expectation	from	what	we	can	get	out	of	them.	I	wonder	if	it	makes	
sense	to	take	this	new	approach	to	areas	where	there	really	isn't	a	great	deal	of	expectation	around	our	old	
way	of	measuring	our	success	through	cost	savings.	Just	being	open,	and	trying	something	completely	different	
just	in	a	category	like	that,	and	legal	could	be	another.	Then	use	successes	there,	because	you're	now	under	
the	pressure	of	having	to	save	money,	use	those	successes	to	then	build	advocates	to	take	that	different	
approach	into	some	of	the	more	traditional	areas	that	we	support.	

21:00	Jordan	Early:	Yes,	absolutely.	To	me	it's,	I	hate	to	use	the	word	rebranding,	but	it's	difficult	not	to	in	this	
space	where	I	think	that	discussion	just	has	to	take	place	not	from	a	cost	basis.	It	has	to	take	place	from	what	
are	you	trying	to	do,	and	here	are	some	ideas	around	how	we	could	potentially	help	you	achieve	what	you're	
trying	to	achieve	from	a	legal	point	of	view,	or	from	a	marketing	point	of	view,	or	from	these	areas	that	we	
traditionally	haven't	played	in.	Because	I	think	in	some	organizations	there	is	a	little	bit	of	standoffishness	
between	those	functions	based	on	procurement's	reputation.	

21:34	Philip	Ideson:	One	of	the	metrics	that	we	often	use	to	gauge	the	success,	as	well	as	cost	savings,	is	spend	
under	management.	Some	will	say	well	spend	under	management	is	everything,	and	how	can	a	CPO	not	be	
fired	if	he	only	has	20	percent	of	spend	under	management?	Then	I	hear	on	the	flip	side,	well	we	only	really	
care	about	20	percent	of	our	supplier	base	because	that's	what's	material	to	our	business.	Joanna,	what	are	
your	thoughts?	How	important	is	the	need	to	bring	all	of	your	spend	under	management,	to	then	derive	value	
from	all	of	that	spend,	versus	just	picking	what's	really	important	to	a	company,	and	focusing	there?	

22:10	Joanna	Martinez:	Well	another	thing	I'm	guilty	of	is	the	old	spend	under	management	measurement.	I	
certainly	spent	a	lot	of	time	looking	at	Pareto	analyses,	understanding	what	the	big	spends	are,	and	then	
assigning	resources	appropriately.	The	last	couple	of	years	I've	changed	my	viewpoint	on	that	in	that	there	is	a	
certain	tail	spend	in	an	organization	where	it	just	doesn't	make	sense	to	try	to	get	on	top	of	all	of	it.	Office	
supplies	sometimes	are	an	even	more	substantial	spend,	and	it's	really	a	shell	game.	SKUs	change,	it's	almost	
impossible	to	measure	whether	you	have	saved	money	on	a	particular	item	or	not	because	volume	is	variable	
and	all	of	that.		

The	differences	between	one	supplier	and	another	are	not	large.	I	think	we	need	to	reconsider	how	we're	
approaching	that	spend.	In	my	opinion	if	you've	got	processes	that	at	least	capture	the	spend	appropriately	in	
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the	system,	if	you	have	P	cards,	or	make	sure	that	it's	only	through	a	certain	system,	or	it	gets	captured	with	a	
single	use	card	or	something.	So	that	at	least	you're	not	dealing	with	people	going	out	and	using	their	T&E	
cards	to	buy	things.	At	least	if	you've	got	that	kind	of	a	closed	loop	system	where	you	can	measure	it,	and	you	
know	how	much	is	getting	spent	in	each	area.	I	think	you	should	let	some	of	it	go,	and	use	those	resources	to	
engage	in	other	parts	of	the	organization,	to	engage	with	the	people	who	are	developing	new	products	for	the	
company.	To	understand	where	the	pain	points	are,	and	put	some	resources	on	those.	

24:01	Philip	Ideson:	Is	part	of	the	value	that	we	can	bring	then	just	making	it	easy	for	the	business	to	buy	that	
tail	spend,	have	some	constraints	around	it,	or	some	rules	around	it,	but	basically	get	out	of	the	way?	Make	a	
user	friendly	way	of	them	to	buy	what	they	need	on	an	everyday	basis	so	we	can	then	just	focus	on	the	big	
stuff?	

24:20	Jordan	Early:	I	certainly	think	it	is.	I	think	a	lot	of	that	comes	down	to	processes	and	technology	as	well.	
Where	I	think	for	such	a	long	time	people	have	tried	to	sidestep	procurement	because	we're	overly	process	
driven,	or	we	have	clunky	technology	that	doesn't	do	the	job	as	well	as	it	could	do.	Yes,	so	people	try	and	step	
around	what	it	is	that	we're	doing.	I	think	if	we	can	take	a	step	back,	and	particularly	in	those	lower	value	
areas,	and	focus	our	efforts	elsewhere	then	that's	the	opportunity	for	me.	

24:54	Joanna	Martinez:	There	are	legacy,	there	are	companies	dealing	with	legacy	systems	that	made	sense	
when	they	went	in,	and	have	a	certain	sunk	cost,	and	are	clunky	and	difficult	to	use.	You	have	a	work	
population	that's	basically	used	to	doing	just	about	everything	on	the	web.	People	are	buying	everything	from	
groceries,	to	shoes,	to	everything	else	on	the	web.	Suddenly	coming	to	a	halt	because	they	can't	figure	out	how	
to	navigate	their	way	through	this	clunky,	old	system	where	the	columns	don't	make	sense,	and	you	want	to	hit	
go,	but	you	can't	find	a	go	key,	and	it's	under	some	obscure	name.	That's	a	problem	that	organizations	have	to	
deal	with.	I	certainly	have	seen	a	lot	of	these	cloud	based	newer	products	that	are	out	there	much	more	
collaborative,	much	easier	for	the	population	to	use,	because	they	mimic	a	lot	more	the	buying	process	that	
people	are	using	every	day.	

26:03	Jordan	Early:	Yes.	I	think	that's	the	big	shift	in	the	newer	technologies,	and	the	newer	companies	is	that	
consumer	experience	that	we're	used	to,	whether	it's	through	Amazon,	or	the	fact	that	an	iPhone	doesn't	
come	with	an	instruction	guide,	and	it's	completely	user	friendly	out	of	the	box,	is	something	that	is	slowly	
starting	to	move	into	the	business	space.	I	emphasize	slowly.	There	are	companies	that	are	doing		it	very	well.	
But	I	think	as	Joanna	said	that	those	legacy	systems,	particularly	when	they	were	implemented	sometimes	20	
years	ago,	and	we've	built	ad	ons	to	do	different	things	that	we	needed	to	do,	it	has	become	quite	a	difficult	
process	to	work	with.	
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26:44	Philip	Ideson:	Yes.	I	think	that	if	we	don't	help	our	users	use	technology	in	the	way	they	use	it	at	home	
they	will	just	go	and	buy	things	on	Amazon.	It's	on	us	to	make	it	easier	for	them.	We	provide	value	to	our	
organization	by	helping	them	do	that,	because	otherwise	they'll	just	go	out	and	do	whatever	they	want	
because	the	technology	enables	them	to,	and	you've	got	no	track,	or	no	understanding	of	where	that	money	is	
going.	

27:07	Jordan	Early:	Yes.	I	think	the	expectation	as	well	of	people	in	their	private	life,	they	bring	that	
expectation	to	the	workplace.	Why	is	it	so	simple	to	buy	something	on	Amazon,	and	why	is	it	so	difficult	to	do	it	
when	I'm	at	work?	That's	the	challenge	for	procurement	software	I	believe.	

27:23	Joanna	Martinez:	In	my	opinion	if	you	have	those	legacy	systems	you	need	to	be	then	looking	at	
challenging	what	you	are	buying	through	the	systems.	Certainly	if	you're	a	manufacturing	company	you've	got	
a	bill	of	material	that's	driving	what	you	need	to	buy.	Of	course	you	have	to	buy	certain	things	from	certain	
suppliers,	and	send	it	out	a	certain	way.	But	there's	a	whole	lot	of	other	spend	that's	non-strategic,	that	we	can	
just	go	back	and	audit	periodically	to	see	whether	our	costs	are	generally	in	line	and	let	it	go.	As	long	as	we	
have	a	process	for	them	to	buy,	a	way	to	capture	the	payment	somehow	I	think	we're	okay.	

28:07	Philip	Ideson:	Let's	move	onto	risk,	and	risk	management.	You	talked	a	little	bit	about	that	just	with	your	
example	earlier,	Joanna,	of	the	contract	risk,	and	being	able	to	build	in	some	of	those	protections	to	contracts	
that	have	far	more	value	than	saving	three	percent	or	five	percent	on	a	deal,	because	it	just	enables	flexibility.	
We	talk	about	risk	becoming	more	important,	but	I	still	only	hear	most	companies	talking	about	financial	risk,	
and	maybe	contractual	risk	because	we're	just	used	to	dealing	with	contracts.	What	other	risk	factors	are	out	
there	that	we	should	be	helping	our	organizations	monitor,	manage,	mitigate?	

28:42	Joanna	Martinez:	I	saw	a	study	by	the	University	of	Tennessee.	I	think	it	was	also	funded	by	UPS.	They	
looked	at	risk,	and	said	that	companies	certainly	have	risk	managers,	and	people	focused	on	risk	that	it	tends	to	
be	legal	risk,	and	data	security.	In	the	supply	chain,	supply	chain	managers	aren't	doing	that	well	on	risk.	I	have	
told	the	story	that	a	supplier	of	mine	told	me	that	he	got	periodic	requests	from	his	customers	who	were	doing	
various	risk	assessments,	and	they	had	to	fill	information	out.	He	never	did	it.	He'd	wait	for	a	company	to	come	
back	and	say	hey,	you	haven't	sent	us	this.	He	said	only	financial	services	companies	came	back	and	asked	him	
to	do	it.	By	and	large	the	other	companies	in	his	client	base	never	did.		

It	was	very	telling	to	me,	because	I	think	that's	something	that	we	all	really	struggle	with.	You	have	basic	supply	
risk.	What	happens	when	a	tsunami	hits	Japan	to	those	items	that	you've	sourced	out	in	the	Asia	Pacific	
region?	How	is	that	going	to	affect	shipping,	or	ability	to	manufacture,	or	ability	to	get	various	services	
provided	if	the	people	who	are	doing	them	are	dealing	with	the	effects	of	that	disaster	and	things.	The	financial	
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risk,	you	look	at,	a	lot	of	the	services	you	can	buy	today	focus	on	financial	risk,	and	it's	data	that	is	generally	
publicly	reported.	When	you're	dealing	with	startups,	and	private	companies,	and	things	that	don't	report,	
entities	that	don't	report	in	a	public	way	you	miss	a	lot	of	that.	I	think	it's	very	hard.	Now	I	believe	personally	
that	the	best	way	to	do	it	at	this	point	is	to	look	to	the	outside	at	those	third	parties	who	are	there	to	help	
assess	risk,	and	focus	on	finding	the	best	partner	that	assesses	risk	in	your	mind	on	the	hot	points	that	are	
important	to	you,	and	look	to	do	it	in	that	manner	right	now	instead	of	trying	to	build	something	internally.	I've	
seen	lots	of	internal	attempts	fall	apart.	

31:15	Philip	Ideson:	I	have	experience	from	a	financial	services	perspective	of	building	a	risk	management,	
supplier	risk	management	team,	or	process,	and	being	part	of	something	that's	pretty	wide	scale.	It's	because	
the	company	I	worked	for	became	a	financial	services	company	overnight,	or	became	a	bank	overnight.	We	
transitioned	from	having	no	concept	of	risk	to	essentially	having	the	federal	reserve	sitting	in	our	building	
watching	us	build	this	risk	program.	It	opens	your	eyes	to	the	different	risk	factors	that	you	never	even	
considered,	like	concentration	risk	is	one.		

I	never	really	thought,	even	in	services	you	buy	let's	say	outsourced	call	centers,	and	you	buy	them	all	from	
Manila.	But	you	buy	them	from	three	different	companies,	so	you	think	well	that's	fine	because	I've	got	three	
different	suppliers.	Well	what	happens	when	there's	a	typhoon	in	Manila,	and	all	three	of	them	are	closed	
down?	You	don't	think	about	risk	factors	like	that,	and	I	don't	think	our	organizations	do	either.	That's	
definitely	an	area	where	I	think	that	we	can	help	them	in	a	way	that	brings	value	to	them	over	and	above	just	
thinking	about	cost,	and	how	we	can	help	them	reduce	cost.	

32:19	Jordan	Early:	Maybe	there's	an	element	around	CSR,	which	I	think	is	an	important	point	to	bring	up,	and	
it's	something	that's	spoken	about	a	lot	in	the	industry.	But	the	way	that	I	see	it,	the	way	you	manage	your	CSR	
risk	is	CSR	particularly	within	your	supplier	base	is	something	that	is	either	an	asset	or	a	liability	for	your	
business,	and	the	way	that	you	manage	it	is	what	determines	whether	it's	an	asset	or	a	liability.	An	example	I	
like	to	use	for	this	is	I'm	a	surfer,	and	there's	a	surf	company	called	Patagonia	who	produce	wet	suits,	and	
clothing,	and	whatever	you	need	to	go	outdoors	and	have	fun	basically.	But	they	very	actively	market	a	
sustainable	supply	chain.	If	you	go	onto	their	website	to	buy	a	web	suit	it	will	say	this	wet	suit	was	made	in	this	
factory,	in	this	country,	and	in	these	conditions.	That	transparency	I	think	really,	for	me	personally	it's	a	
marketing	tool	for	that	company,	it	encourages	me	to	buy	from	them.		

Because	I	think	we've	all	heard	the	stories	producing	goods	in	sweatshops,	or	we've	had	some	suicides	
happening	at	suppliers	of	Apple,	and	things	like	that.	That	transparency	I	see	is	a	real	way	to	turn	this	issue	of	
CSR	into	an	asset	to	the	company	rather	than	a	liability.	We're	really	in	a	position	where	the	activities	that	
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happen	within	our	supply	chain	very	much	fall	on	the	buying	organization.	If	something	bad	happens	in	Apple's	
supply	chain	it's	not	the	name	of	the	supplier	that	flashes	up	on	the	front	page	of	the	newspaper,	it's	Apple.	
The	more	we	move	away	from	that	cost	focus,	the	more	collaborative	supplier	relationships	we	have.	The	more	
we	begin	to	build	an	understanding	of	our	supplier	base,	the	better	understanding	we	get	of	that	risk,	and	the	
more	readily	we	can	feed	that	back	into	our	organizations.	

34:15	Joanna	Martinez:	I'd	like	to	add	something	about	that.	Jordan,	you	talked	about	the	Patagonia	
experience	being	personally	important	to	you.	

34:24	Jordan	Early:	That's	right.	

34:25	Joanna	Martinez:	When	you	look	at	their	marketing.	I	hear	that	a	lot.	When	you	talk	to	companies	about	
diversity	programs,	and	say	well	why	have	you	put	so	many	resources	behind	having	a	supplier	diversity	
program	in	place?	The	answer	is	usually	because	it's	important	to	our	clients.	We	want	to	make	sure	that	our	
company,	and	our	supplier	base	reflect	the	diversity	that's	within	the	people	who	are	buying	from	us.	I	think	
about	New	York	City.	It's	Friday	morning.	On	the	corner	of	where	I	live	there's	a	farmer's	market	where	farmers	
from	right	outside	the	city	come	in	pretty	close	to	year	round.	It's	amazing	to	see	how	it's	mobbed	with	people	
who	are	willing	to	pay	a	little	bit	more	because	they	know	that	the	farm	that	they're	buying	it	from	is	following	
certain	principles	in	terms	of	their	growing,	and	is	only	50	miles	away.	So	their	impact	on	the	planet,	on	getting	
that	food	there	isn't	as	much.	You	see	that	more	and	more	in	terms	of	day	to	day	life,	and	how	important	it	is	
for	us	to	be	trying	to	understand	that.	That	to	a	company's	clients	following	the	right	practices	are	important.	

35:50	Philip	Ideson:	It's	interesting	that	by	thinking	that	way,	and	by	your	stories	it	shows	that	there's	a	
business,	there's	a	commercial	reason	why	you	think	in	this	way,	and	think	about	CSR.	It's		not	just	a	let's	be	a	
good	corporate	citizen,	there's	actually	business	benefits	from	doing	it,	and	I	think	that's	often	lost	when	we	
think	about	initiatives	like	CSR.	

36:11	Jordan	Early:	Definitely.	

36:12	Philip	Ideson:	The	last	thing	I	wanted	to	move	into	is	related	to	our	suppliers,	and	the	value	that	we	can	
really	bring	from	supplier	relationships	when	we	work	with	them	differently.	Innovation	is	definitely	one	of	
those	ways.	Joanna,	I	guess	I'll	ask	you	first.	How	have	you	seen	your	organization	really	build	stronger	supplier	
relationships?	What	additional	value	over	and	above	a	reduced	price,	for	example,	do	those	stronger,	and	
strengthened	relationships	bring?	

35:40	Joanna	Martinez:	When	I	worked	in	the	beverage	industry	it	was	really	apparent	that	the	best	way	we	
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could	help	the	company	was	to	enhance	our	relationships	with	suppliers.	What	we	found	is	that	companies	
knew	the	brands,	our	suppliers	knew	the	particular	brands,	they	knew	they	were	providing	a	label	for	this	
product,	or	a	bottle	for	that	product,	but	they	didn't	really	understand	the	breadth	of	the	company.	It	was	
Diageo,	the	world's	largest	alcoholic	beverage	company.	They	didn't	understand	the	breadth,	the	size,	the	
scale,	the	other	opportunity	for	themselves,	the	level	of	innovation.		

I	spent	a	third	of	my	time	going	to	suppliers,	and	meeting	with	supplier	management	teams,	and	sales	teams,	
and	R&D	teams,	and	trying	to	be	a	bridge	builder	between	their	brain	power,	and	the	marketing	community	of	
our	firm.	To	the	extent	that	procurement	could	understand	where	the	marketing	folks	wanted	to	go,	what	
effectively	our	clients,	our	customers	were	telling	them,	and	try	to	be	a	matchmaker,	a	bridge	builder	between	
the	supplier	community.	Then	say	okay,	what	suppliers	are	capable	of	helping	us	get	there?	Let's	educate	
them,	and	let's	now	put	those	teams	together,	and	let	them	go	off.	That	was	personally	a	very	fulfilling	time	for	
me,	because	we	saw	some	good	innovations	come	forward	that	we	wouldn't	have	been	able	to	do	in	house.	
They	really	came	as	a	result	of	the	suppliers	coming	to	us	first.	I	often	ask	for	that.	With	suppliers	I	have	many	
times	been	in	roles	where	I	couldn't	come	close	to	being	their	largest	customer.	But	I	wanted	to	be	their	most	
active,	their	most	proactive,	and	focus	on	trying	to	get	the	new	ideas	first,	trying	to	get	on	the	forefront	there.	

38:50	Jordan	Early:	Yes.	I	think	the	piece	for	me	here	is	that	it's	actually	a	competitive	landscape,	that	supplier	
innovation	space,	where	if	one	organization	is	collaborating	with	their	suppliers,	and	working	together	to	
jointly	develop	new	products,	or	flesh	out	new	ideas	then	that's	where	the	innovation	is	going	to	go.	It's	going	
to	go	to	that	supplier,	and	probably	to	Joanna's	point	it	might	not	necessarily	be	the	buyer	with	the	biggest	
spend	that	gets	that.	Because	I	think	a	lot	of	ideas	require	joint	development.	So	the	supplier	could	have	an	
idea	that	may	take	off,	but	it	requires	the	buying	organization	to	jump	on	board	as	well.	Whether	it's	a	financial	
commitment,	or	a	commitment	to	test	it	in	the	market	it	requires	some	collaboration	for	the	idea	to	get	off	the	
ground.	

39:41	Philip	Ideson:	Yes.	You	can	be	sure	that	if	you're	not	the	one	that's	partnering	with	your	supplier	to	bring	
it	out	to	market	then	one	of	your	competitors	will	be.	

39:48	Jordan	Early:	Absolutely.	

39:49	Philip	Ideson:	I	think	that's	really	important.	As	we	look	a	lot	of	our	companies	are	outsourcing	more	and	
more,	or	becoming	leaner,	so	they'll	have	smaller	R&D	teams,	and	are	really	placing	a	greater	reliance	on	
supplier	based	innovation,	so	it's	on	us	to	then	help	facilitate	that.	

40:03	Jordan	Early:	Absolutely.	I	think	the	strength	of	those	relationships	is	really	important	as	well.	Because	if	
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you	look	at	each	element	of	your	entire	product	base,	or	the	things	that	you	buy	it's	quite	a	naive	position	to	
think	that	a	procurement	team	can	know	everything	about	each	of	those	specific	niches.	But	if	you	have	a	
supplier	that	focuses	in,	and	let's	use	the	auto	industry	again.	If	you	have	a	brake	supplier	they	know	
everything	about	brakes,	and	every	intricacy	of	that	industry,	so	they	can	bring	that	back	into	your	team.	But	
your	small	procurement	team,	yes,	I	think	it's	naive	to	assume	that	they	can	understand	every	element	of	every	
product	category,	and	everything	that	they	might	potentially	be	buying.	That	collaboration,	and	that	sharing	of	
information	certainly	needs	to	take	place,	otherwise	I	think	you're	going	to	miss	thing.	

40:54	Joanna	Martinez:	I	totally	agree	with	you	Jordan.	I	think	it	has	to	be,	I	don't	know,	a	directed	search	
almost.	When	I	worked	in	the	dental	products	business	we	would	be	deluged	with	people	inventing	a	new	and	
better	toothbrush.	It	was	absolutely	amazing.	You	would	think	that	bristles	on	a	stick	is	pretty	simple.	But	the	
reality	is	there	would	be	every	week	a	new	idea.	Very	untargeted,	right?	They'd	come	in,	and	we	had	a	process	
in	place	for	logging	them.	But	those	folks	were	people	who	had	ideas,	and	would	just	randomly	send	them	to	
anybody	who	was	manufacturing	toothpaste,	or	toothbrushes,	or	some	kind	of	oral	product.	We're	talking	
about	the	opposite	here,	which	is	really	understanding,	making	that...We	talked	about	penetration	earlier.	
Really	penetrating	that	marketing	organization.	Even	if	it's	just	socially,	having	lunch	with	them,	or	trying	to	
reorganize	the	team	so	that	some	folks	sit	closer,	or	are	in	the	same	geographies	as	they	are,	to	get	to	know	
them	better,	and	be	going	on	targeted	searches,	and	having	targeted	conversations	with	suppliers.	

42:15	Philip	Ideson:	Well	sadly	I	have	to	close	on	that,	just	given	the	fact	that	we're	bouncing	up	against	time.	
I've	really	loved	this	discussion,	and	I'm	excited	to	see	how	we	build	out	this	series	on	value	based	
procurement.	I	know	there's	a	number	of	different	shows	that	we	have	in	the	words.	First	of	all	just	before	we	
close	I'd	just	like	to	invite	both	of	you,	and	Joanna	I'll	ask	you	first,	if	there's	a	way	that	listeners	can	reach	out	
to	you,	or	find	you	if	they'd	like	to	further	some	of	these	conversations,	or	basically	get	in	touch	with	you.	
What's	the	best	way	for	them	to	do	that?	

42:46	Joanna	Martinez:	Well	I	would	say	LinkedIn	is	a	great	way.	You	can	just	looked	for	Joanna	Martinez,	and	
my	company	is	Supply	Chain	Advisors.	

42:54	Jordan	Early:	For	me	the	same.	LinkedIn	is	a	great	way	to	get	in	touch.	I'm	@JordanEarly123	on	Twitter.	
That's	the	best	way	to	get	ahold	of	me.	

43:03	Philip	Ideson:	Okay,	great.	Well	what	I'll	do	is	I	will	link	up	to	those	contact	details.	I'll	post	a	summary	of	
what	we've	discussed	in	the	show	today,	and	I'll	put	those	at	Artofprocurement.com/procurementvalue.	That's	
Artofprocurement.com/procurementvalue.	The	other	thing	I	do,	I	mentioned	this	at	the	top	of	the	show,	is	as	
we	publish	more	episodes	in	this	series	I'm	going	to	put	them	all	in	one	place	so	you	can	find	them	all	together.	
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That's	just	going	to	be	at	Artofprocurement.com/value.	The	first	primer,	and	today's	episode	will	be	there	by	
the	time	you	are	listening	to	this.	With	all	that	being	said	Joanna,	Jordan,	thank	you	very	much	for	your	time	
today.	

Jordan	Early:	Thanks	a	lot.	

Joanna	Martinez:	Thank	you	Philip.	

Philip	Ideson:	Thank	you.	

43:48	Thank	you	for	listening	to	another	episode	of	the	Art	of	Procurement.	To	find	an	archive	of	all	past	
episodes	you	can	go	to	Artofprocurement.com/episodes.	To	ensure	you	never	miss	another	show	go	to	

	


