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10 tips for working with 
Purchasing Directors

IT HAS BEEN SOME TIME THAT THE ROLE OF PURCHASING DIRECTOR HAS NO LONGER BEEN 
RESTRICTED TO THAT OF MERELY NEGOTIATING WITH SUPPLIERS. WHILST THE FINANCIAL 
CRISIS HAS INTENSIFIED THE POSITION THROUGH THE IMPORTANCE OF MAINTAINING A 
COMPANY’S FINANCIAL MARGINS, PHENOMENA SUCH AS THE ACCELERATED LIFE CYCLE OF 
PRODUCTS AND SUSTAINABLE DEVELOPMENT POLICY HAS ADDED NEW RESPONSIBILITIES 
AND DIMENSIONS TO THE PROFESSION.

Within the context of globalization, sourcing has 
also expanded in scope. Purchasing Directors 
now enjoy a far more global role and must be 
more vigilant than ever as to product quality and 
the respect of supply deadlines. 

Purchasing Directors are essential to all depart-
ments within a company. Here are a few tips and 
pieces of advice for maximizing your working 
 relationship with them and ensuring that you 
 collaborate effectively on a day-to-day basis.
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1. Support them  
in new projects
Transforming supplier networks is one of the pri-
mary concerns of Purchasing Directors. Within 
major companies, 85% consider that this area of 
activity has a direct bearing upon a company’s 
growth.

The top priority of purchasing management 
departments is therefore to form strategic 
partnerships with their main suppliers. This proce-
dure is not merely a question of cost-cutting but 
also of reducing risk and making the most of the 
know-how and expert knowledge of suppliers in 
order to continue developing the company’s offer 
through a process of mutual value creation.

As part of this strategic procedure, Purchasing 
Directors require the services of operational 
management departments in order to set more 
strategic targets and overhaul the nature of the 
working relations already in place with regular 
suppliers. Logistic management departments are 
especially impacted by this approach in order to 
correctly gauge the TCO (see below), but also 
marketing and R&D departments, in order to es-
tablish the appropriate criteria for such a change 
in network structure.

65% of Purchasing Directors 
confirm that the overhauling of 
supplier networks forms a part of 
the company’s overall strategy, 
whilst 67% consider that such an 
operation supports growth.
Purchasing Observatory 
BearingPoint ESSEC 
Novamétrie, 2014.

The Pierre et Vacances Center Parcs group chose to overhaul its purchasing 
service, which now enjoys an active role in the development of the company’s 
offer and services. New start-up and entrepreneur identification processes have 
satisfied the group’s needs, whilst relations with existing suppliers have also 
progressed to such an extent that new partnerships and offers have emerged. 
The purchasing department is frequently behind such initiatives suggested 
to operational departments, resulting in a more significant role in project 
management with a view to targeting the best suppliers, with whom they 
subsequently run a long-term working relationship.
Purchasing Observatory BearingPoint ESSEC Novamétrie, 2014.
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2. Do not 
underestimate  
their understanding  
of supply
Purchasing directors are not restricted to mere 
price negotiation as they also display a strong 
grasp of the company’s offer.

Within certain companies, the purchasing depart-
ment comprises engineers capable of providing 
the interface between suppliers and consultan-
cy firms. In many cases, certain purchasers have 
a background in operational departments and 
therefore have a very good understanding of the 
profession of their internal clients.

You should make the most of their knowledge 
in order to enhance your own calls for tender 
and broaden your vision of the external service 
provider market.

3. Do not reduce 
their role to that  
of cost-killers
The financial crisis has to some extent increased 
the pressure on suppliers, meaning that cost-
cutting remains a significant challenge in 2014. 
However, over-negotiating prices does not 
provide long-term guarantees with suppliers, 
who may then be tempted to offer a lower-quality 
service in order to stay within certain pricing 
margins. Purchasing Directors are aware of this 
potential risk and therefore seek to establish 
sustainable relations, banking upon the use value 
of a product or service rather than just its surface 
value.

However, when completing a deal, all parties have 
a role to play, and so you may consider delegating 
entirely the price negotiation part so as not 
to have to deal with this aspect with suppliers 
yourself.  

70 % of Purchasing Directors 
within major companies started 
out in a different profession (a rate 
which drops to 26% in the case of 
the marketing profession).
Capgemini Consulting Study, 2013

Only 31% of purchasers confirm a 
desire to increase the budget share 
dedicated to low-cost countries in 
2014, as opposed to 40% in 2012 
and 44% in 2011
Agile Buyer Study, 2014

Only 22% of purchasing 
departments consider the 
emergence of “low-cost countries” 
a priority.
Purchasing Observatory 
BearingPoint ESSEC 
Novamétrie, 2014
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“Evaluating the TCO is a project 
which needs not one individual 
but a team from various 
functions including at least: 
purchasing, Logistics, R&D, 
production, marketing. This is 
particularly difficult to put in 
place in “silo organizations” where 
the communication between 
departments is limited”.

Hubert Faucher, Professor in 
the Marketing Department at 
ESSEC Business School

Source: Les Echos

“It is crucial for management and 
teams to be more transparent if 
Purchasing Directors are to be 
more comfortable with strategic 
issues behind tenders: first, to 
avoid getting involved in tenders, 
in which the opposite party is not 
playing fair and since these can 
annoy suppliers who could claim 
their due”.

Rodrigue Raad, Operating & 
Purchasing Manager, Thales 
Advanced Solutions

4. Keep them up  
to speed regarding 
ongoing projects
Purchasing Directors are generally averse to 
being involved at the final stages of a project 
only, as in the case of one-off purchases. General-
ly speaking, a number of concessions have been 
made by this stage, leaving no further margin for 
negotiation and added pressure for them to wrap 
up the deal in question.

If you require a Purchasing Director’s help in your 
choice of solution, ensure that they are kept in-
formed as early as possible in your choice of in-
vestment project. By involving them in identifying 
your requirements, you will make full use of their 
knowledge of the available service or product 
providers and, in so doing, establish the appro-
priate criteria.

5. Assist them in 
assessing TCO
The Total Cost of Ownership is an increasingly 
important indicator in assessing the overall usage 
cost of a product or service, as opposed to simply 
focusing upon the cost price. The TCO comprises 
such factors as the installation, implementation, 
maintenance, supplier relations and end-of- 
product costs, amongst others.  

To accurately assess such costs, purchasing de-
partments require detailed feedback from users. 
You are therefore advised to work closely with 
them in order to effectively cost such elements 
thus maximizing your department’s operational 
costs.
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6. Support their 
responsible 
purchasing policy
CSR offers a chance to promote the role of Pur-
chasing Director, as responsible purchasing 
assumes an increasingly strategic dimension 
within companies. However, simply including a 
“sustainable development” clause within calls 
for tender is not enough to do business with a 
clear conscience. Sustainable purchases require 
the whole company to buy into the entire project 
and support the purchasing department in esta-
blishing new criteria and adapting offer selection 
processes accordingly.

In the case of regular suppliers, this involves 
setting up a progress plan that should be imple-
mented accompanied by the necessary adapted 
performance indicators. Assessing how envi-
ronmentally-unfriendly a product may be, anti-
cipating the potential end of a product’s life or 
gauging the economic impact of the choice of 
supplier on the environment requires a degree 
of thought and smooth cooperation between 
various departments. Try to incorporate this ap-
proach into your requests and assist your Purcha-
sing Director in his/her efforts to fully integrate 
corporate social responsibility into his/her work.

7. Avoid making 
excessive quality 
demands
It is often tempting to make excessive quality 
demands in the selection part of the call for ten-
der process. In order to avoid taking certain risks, 
there is a tendency to set the bar too high in terms 
of search criteria and, in so doing, being in danger 
of omitting suppliers who could potentially have 
proven to be the right choice.

An additional risk is to implement overly-sophisti-
cated solutions or to select products beyond your 
needs, resulting in unjustified extra costs.

You should therefore take reasonable decisions 
when setting up a requirements specification, 
working in tandem with your Purchasing Director 
to establish, with him or her, the most accurate 
criteria. This will provide you with a wider scope 
of offers, as well as a greater margin for maneuver 
in the final selection phase.

79% of companies exercise a 
responsible purchasing policy. 
However, only 8% perform a 
systematic calculation of the cost 
of ending, destroying or recycling 
a product.
Responsible Purchasing 
Observatory, 2013
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8. Do not shirk 
procedural 
responsibilities
Purchasing managers still find themselves spen-
ding a considerable period of time managing 
administrative tasks, so it is especially in their in-
terest to instill the use of tools that will automate 
as much of this process as possible. Ordering pro-
cesses may appear laborious for operational de-
partments, whether they concern strategic pur-
chases or non-production costs, but they are still 
necessary in ensuring the highest possible quality 
of service and the smoothest possible internal as 
well as external communications.

Such processes also enable purchasing depart-
ments to establish an overall vision of the many 
requests being made and to negotiate in the best 
conditions with suppliers. Dialogue with your 
Purchasing Director is therefore essential in order 
to gain the best insight into the interest of such 
procedures. If these same procedures turn out 
to be detrimental to your way of working, then 
communicate with a view to adapting them as 
deemed appropriate, as not all IT systems are set 
in stone and can be adapted.

62% of companies have already 
dematerialized supplier invoicing.
Markess Study, 2014

High-performance companies have observed the following gains by 
dematerializing the supplier invoicing process:
• 91% reduction in invoice processing costs   
• 46% reduction in the time taken to process invoices 
• 12% reduction in the number of late payments  
Aberdeen Group “E-Payables Benchmark Report” Study, 2010
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9. Help them 
communicate
In many companies, purchasing is starved of re-
cognition, as well as due explanation of what the 
profession involves. Certain internal communica-
tions initiatives have arisen as a result, to ensure 
that its role is better understood and also to en-
able particular strategies to be more easily assi-
milated.

In some cases, taskforces comprising purchasers 
and departmental heads are even set up to im-
prove internal collaboration.

However, it should not be expected that Purcha-
sing Directors be completely transparent regar-
ding their profession. In some instances, the most 
positive results of their work (such as the savings 
made by their department) cannot be shared, as 
the figures may vary significantly from one pur-
chase line to another.

Newsletters, articles published within in-house communications, news items, and 
intranet implementation feature among the array of tools deployed by the French 
Railway Service (SNCF) in order to better sell the purchasing profession.
Each year they hold a congress attended by some of the main practitioners. 
“This enables us to share and promote internally our purchasing strategy. 
By communicating on the main lines of business and adopting a marketing 
vocabulary with our internal clients, we have succeeded in gaining due recognition 
for the SNCF purchasing department and broadened its scope of activity.” 
Décisions Achats #135

“Purchasing Directors are 
not necessarily the best 
communicators. However, for 
their function to be recognized in 
the company, they have to make 
efforts to ensure the support of 
management”.
Rodrigue Raad, Operating & 
Purchasing Manager, Thales 
Advanced Solutions
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10. Acknowledge 
their role
The purchasing profession generally suffers from 
a poor image within companies. With the excep-
tion of the automobile and distribution industries, 
it does not benefit from the same considera-
tion as other professions, with awareness of its 
contribution to the performance of a company 
being low. However, the purchasing profession 
has made major advances, including in relation 
to certain ecological and societal developments, 
amongst others.

Purchasing retains its capacity to contribute to 
value development within a company, by auto-
mating administrative tasks in order to better 
concentrate energies on innovation and beco-
ming a genuine business partner for other de-
partments.

60% of Purchasing Directors feel 
they have to struggle on a daily 
basis to gain due recognition 
for the added value of their 
profession.
Capgemini Consulting Study 2013

“Management must consider 
the Purchasing Director as a 
true partner by recognizing 
when set objectives are met. 
The relationship between both 
parties should be open and the 
communication fluid to work in 
tandem more effectively”.
Rodrigue Raad, Operating & 
Purchasing Manager, Thales 
Advanced Solutions
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