
           Will the purchaser  
 of future be a  

     robot? 
  
     Anticipate and 
   control the impacts  
 of technology on B2B  
procurement 



PURCHASING IS GOING TROUGH A TRUE 
TRANSFORMATION 

 



THE THREE KEY STAGES 
IN THE PROCUREMENT PROCESS 

 

S2C: SOURCE TO CONTRACT P2P: PROCURE TO PAY 

Procurement and		
Legal departments		

Invoice 	
to Pay 

Procure	
to Invoice 



Invoicing 
management 

Cannot be 
automated 

Can be partly	
automated 

Can be fully	
automated 

Source: McKinsey&Company 

S2C: SOURCE TO CONTRACT P2P: PROCURE TO PAY 

Invoice to Pay Procure to Invoice 

Procurement	
strategy 

Contract 
identification and	

negotiation 

Supplier 
management 

Contract 
deployment 

Validation 
workflow 

Management 
and reporting 

Order-invoice 
reconciliation 

THE MAIN PROCESSES IN THE 
PROCUREMENT FUNCTION CAN BE AUTOMATED 

 
Procurement department 



Data quality 

Data management 
tools 

Data 

Skills 

Source: Deloitte	Consulting 2018 

Incorporating data 

46% 45% 

27% 

Data 
availability 

20% 

OBSTACLES PREVENTING DIGITALIZATION 
 

Technology 



Source: Deloitte	Consulting 2018 

30% 

Management 
involvement 

29% 

Data	analytics 
skills 

24% 

Availability	of data 
analytics resources on 

the market 

OBSTACLES PREVENTING DIGITALIZATION 
 

Data 

Skills 

Technology 



Adoption of new	
solutions 

Source: Deloitte	Consulting 2018 

24% 18% 

IT Solutions 

OBSTACLES PREVENTING DIGITALIZATION 
 

Data 

Skills 

Technology 



• Invoice processing 
• Contract management 
• Delivery management 

IoT 
BLOCKCHAIN 

DIGITALIZATION 

AI • Digitisation of S2P and 
P2P processes 

• Digitisation of the supply	
chain 

• Robotic process 
automation 

• Language processing 
• Predictive analysis 

NEW TECHNOLOGIES ARE EMERGING 
 

• Voice recognition 
• Connectivity: inventory 

management 



… TO CREATE MORE TIME FOR  
REFOCUSING PROCESSES ON PEOPLE 

 

17% 18% 
44% 



… TO CREATE MORE TIME FOR  
REFOCUSING PROCESSES ON PEOPLE 

 

STRATEGY 

COMMUNICATION 

PROXIMITY 



TECHNOLOGY FREES UP TIME FOR CREATING 
VALUE THROUGHOUT THE PROCUREMENT CYCLE 

 

Progress Understand 

Analyze Deploy Learn 



A
N

A
LY

Z
E 

MORE TIME TO IMPROVE THE 
QUALITY OF CHOICE AND RESPONSE 

 

Leverage data 
for maximum	
effectiveness 

Define a 
strategy 

Integrate more 
and more data 



MORE TIME FOR INCLUDING 
USERS IN THE DECISION-MAKING PROCESS 

 

U
N

D
ER

S
TA

N
D

 
Continual 

consultation 
strategy 

Draw the user 
lifecycle		

Forge ties and 
relationships 



MORE TIME FOR 
DRIVING CHANGE 

 

D
EP

LO
Y

 
Meaning Control Training 



MORE TIME FOR 
CONTINUAL DEVELOPMENT 

 

P
R

O
G

R
ES

S
 

Upskill the 
teams 

Continuous 
improvement 

approach 

Feedback 
culture 



MORE TIME FOR 
SELF-DEVELOPMENT AND GREATER PROACTIVITY 

 

LE
A

R
N

IN
G

 
Proactively 

inform users 
Advances in	
technology 

Competitive,	
environmental and 

regulatory 
intelligence 



NEW SKILLS, 
FROM THE LEFT BRAIN TO THE RIGHT BRAIN 

 



BUYERS OF THE FUTURE 
WILL NOT BE ROBOTS, BUT… 

 

HIGH ENERGY EMPATHY RATIONAL ON THE FIELD STRATEGY 



*	Ivalua	Buyer	Study	-	Survey	conducted	with	200	European	and	North-American	CPO,	managing	budgets	from	€100	million	to	€1	billion	

THREE METHODS TO HELP HEROES! 
 

Allies	
strategy Personas Outside In Thinking 



*	Ivalua	Buyer	Study	-	Survey	conducted	with	200	European	and	North-American	CPO,	managing	budgets	from	€100	million	to	€1	billion	

THREE METHODS TO HELP HEROES! 
 

Allies	
strategy Personas Outside In Thinking 



ALLIES STRATEGY: A HIGHLY 
EFFECTIVE TOOL FOR CREATING ADHESION 

 
SYNERGIES 
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Torn 
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Constructive 

Advocating 

Wavering 

N
o 

im
pl

ic
at

io
n 

In
te

re
st

 
C
oo

pe
ra

tio
n 

C
om

m
itm

en
t 

Antagonist Opposed Reluctant Supporter 

The	Matrix	of	Allies	or	
"how	to	convince	the	
group"	

Identify your "allies"! 

Boost synergies with 
allies 

Encourage your allies 



*Source:	average	customer	matrix	over	FY2010	to	FY2014	

ALLIES ARE LOYAL 
 

STABILITY CHURN ACTIVITY 



*	Ivalua	Buyer	Study	-	Survey	conducted	with	200	European	and	North-American	CPO,	managing	budgets	from	€100	million	to	€1	billion	

THREE METHODS TO HELP HEROES! 
 

Allies	
strategy Personas Outside in Thinking 



USE PERSONAS  

REAL STAKES AND 
PROBLEMS 

RATIONAL 
NEED 

EXPRESSED 

A	user’s	problem	or		pain		



*	Ivalua	Buyer	Study	-	Survey	conducted	with	200	European	and	North-American	CPO,	managing	budgets	from	€100	million	to	€1	billion	

THREE METHODS TO HELP HEROES! 
 

Allies	
strategy Personas Outside In Thinking 



*	Ivalua	Buyer	Study	-	Survey	conducted	with	200	European	and	North-American	CPO,	managing	budgets	from	€100	million	to	€1	billion	

2006 LEARNING EXPEDITION 
IN GOOGLE HQ 

 



*	Ivalua	Buyer	Study	-	Survey	conducted	with	200	European	and	North-American	CPO,	managing	budgets	from	€100	million	to	€1	billion	

VISIT TO BOL.NL 
 

Complete redesign of 
referencing process 



*	Ivalua	Buyer	Study	-	Survey	conducted	with	200	European	and	North-American	CPO,	managing	budgets	from	€100	million	to	€1	billion	

MANUTAN LAB 

VISIT TO UBER 
 



"HERO" BUYERS ARE A MAJOR PLAYER IN THE 
COMPANY'S STRATEGY 

 

Employee 
Experience 

Digitalization Social and 
environmental 
responsibility  



THANK YOU 
 

Any questions ? 


