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Preface

Disruption and digital. These two words seem to be the two most used words in our 
environment right now. Everybody is talking about disruption and digital and is 
attracted to these words. But it seems there is no common understanding about 
what they really mean and how these two forces are influencing – and shaping – the 
global economy and all industries. While it would take an encyclopedia to provide 
insights about the impact of disruption and digital for every industry and every 
region, we are taking a humbler approach here and covering the impact and con-
clusions for procurement.

In procurement, disruption is waiting in the wings; executives see and feel it 
coming and have glimpsed the impact, but its full force has not yet been unleashed. 
This means now is the time to create and implement your vision for the future of 
procurement.

We at Kearney see disruption in procurement in different ways and discuss it in 
multiple contexts throughout this book. We start with a sensibilization of disrup-
tion and the global trends behind it in 7  Chapter 1 and outline the future of pro-
curement in 7   Chapter 2.

In 7   Chapter 3, we show how new technologies and capabilities are leading to 
whole new (disruptive) ways of working in procurement and how digitalization is 
simplifying operational procurement while – much more importantly – it is enabling 
strategic procurement to go new ways.

This is the main focus of 7   Chapter 4, as well. Here, we talk about disruption as 
a result of laying a strong foundation in procurement by linking the value chain to 
the customer view. With these building blocks in place, procurement has the capac-
ity to make full use of the data, knowledge, and insight it has in its treasure troves. 
It can use these resources to help the business grow, find new sources of innovation, 
and reduce multiple types of risk.

Looking forward, we expect, as described in 7   Chapter 5, that the face of pro-
curement will change as it gains the capacities and skills to manage larger and more 
complex value chain processes. Similarly, we see that procurement will become the 
central data hub of the enterprise – a place that uses its knowledge to pursue 
growth through innovation in product and services, as well as the identification of 
external innovation.

No matter how disruption manifests itself, we believe that procurement is get-
ting smarter, smaller, and speedier and needs to grow into a new role as a big-
thinking, proactive, integrated, and service-oriented innovation scout for the 
enterprise.

That’s a tall order, we realize. But if  procurement does not rise to the challenge 
of reinventing itself  in these ways, it will cease to exist as we know it. Already, with 
the introduction of robotic process automation, we expect operational procure-
ment to be radically different within the next few years.

With this as a backdrop, we at Kearney felt it’s time to pull together in book 
form a discussion of the trends that are reshaping procurement fast and furiously. 
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We also found this the right opportunity to introduce a new framework, which we 
are calling Disruptive Procurement, in which procurement itself  is a disruptor.

In 2008, Kearney launched The Purchasing Chessboard: 64 Methods to Reduce 
Costs and Increase Value with Suppliers – introducing methods and levers for state-
of-the-art category management. The objective in this framework is to achieve the 
highest possible sustainable savings and generate value by applying one of the 64 
levers we defined.

In 2012, Kearney launched The CPO: Transforming Procurement in the Real 
World, which has helped hundreds of clients holistically transform their organiza-
tions by creating higher levels of effectiveness in the function internally and with 
external suppliers.

In 2014, we published True SRM, a completely new way to manage suppliers 
that supports companies in producing the results wanted by the buyer, such as 
providing particular innovations. Its objective is to obtain competitive advantage 
and maximize the value generated with suppliers by applying tailored interaction 
models. The models should be based on performance and strategic potential.

Now, we are publishing the Disruptive Procurement framework.
Is this just another procurement framework?
Not in our opinion.
The Disruptive Procurement framework can be used to reinvent the way things 

are done within an industry. It is possible because of deep knowledge of the value 
creation process at suppliers, as well as knowing the value your own company cre-
ates for clients. Typically, Disruptive Procurement is mandated by the CEO.

Through years of project work in procurement, and in hundreds if  not thou-
sands of conversations with clients, we have come to believe that the next genera-
tion of value creation needs to be based on the complete product and service line 
of a company. To create value, the resources within procurement’s sphere of influ-
ence must be used completely. Procurement must take on a role as an impactful 
networker, helping to make decisions and execute on projects within company 
functions and with suppliers.

This book is one of our answers to the challenge and question of how to create 
value in a disrupted and digital business environment.

Many thanks to these colleagues for their contributions:
Sameer Anand, Jonathan C. Anscombe, Johannes C. Aurik, John D. Blascovich, 

Patrick Van den Bossche, Marina Catino, Nithin Chandra, Laurent Chevreux, 
Mark R. Clouse, Ana Maria Conde, Imran Dassu, Fred Eng, Kai Engel, John Paul 
Fiorentino, Colin Glasgow, Jules A. Goffre, Mui-Fong Goh, Paulo Goncalves, Benoit 
Gougeon, David Gowans, Michael D. Hales, Carlos Higo, Marc Hochman, Robert 
Harold Holt, Per Kristian Hong, Siddharth Jain, Bharat Kapoor, Arun Kochar, 
Tomotsugu Kozaki, Remco Kroes, Hitoshi Kuriya, Marc Lakner, Robin Lemke, 
Brooks A. Levering, Kaushika S. Madhavan, Lynne Ann McDonnel, Steven 
Mehltretter, Xavier Mesnard, Alberto Oca, Joon Leong Ooi, Jan van der Oord, 
Jim Pearce, Philip Rauen, Etienne Sebaux, Subramaniam Pazhayanur Shanmukham, 
Yves Thill, William Roylan Tribe, Badrinath Veeraghanta, Jane Wanklyn, Fwei Keat 
Yap, Fabio Eiji Yoshitome, and Michael W. Zimmerman.
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