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Foreword
The UK is entering the fourth revolution, in which disruptive technologies and 
trends – such as the Internet of Things, robotics, virtual reality, and artificial 
intelligence – are changing the way we live and work. As a result, the 
need for organisations’ procurement function to embrace new ideas and 
technology within their supply chain has never been greater.

Of course, for many business leaders, the past two years have focused 
merely on surviving – it’s been an incredibly hard time. But for those that 
remain standing, there’s an opportunity to blaze a trail and do things a little 
differently. 

The pandemic forced many a hand when it came to digital transformation 
and overhauling their supply chain – but in 2022, it’s time to take everything 
we’ve learned one step further.  

In Deloitte’s 2021 Global Chief Procurement Officer Survey, 78% of CPOs 
stated that driving operational efficiency is their top priority – knocking 
‘reducing costs’ (76.4%) out of first place for the first time in the survey’s 10-
year history. If this isn’t evidence that change is afoot, I don’t know what is. 

Suppliers themselves have adapted to the pandemic very quickly, and 
extended their propositions to include full wraparound services, including 
consultancy and professional services. Innovation in new purchasing 
frameworks will help firms meet the needs of the workplace of the future, 
head on. 

While procurement, by its very nature, enables an organisation to continue its 
operations in a more meaningful way – we can’t get complacent. Now is the 
time for us to strive to adapt to this rapidly shifting landscape. Because, after 
all, the importance of strategic sourcing, coupled with supplier assurance, 
cannot be underestimated.

Andrew Jones
CEO, OT Group
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It’s not solely the events of the past two years which have forced the hand of procurement teams 
across the globe. The advancement of digital transformation and automation was well underway pre-
pandemic – but it’s certainly intensified the pace of change.  

And such a shift is vital, but we know all-too-well that transformation is difficult. That’s why it’s important 
to leverage the power of procurement technology, develop intuitive processes, and seek out 
experienced supply chain transformation professionals to consult on best practice. This can help to 
drive significant change, with minimal disruption to day-to-day operations. 

As we’ve seen amongst our own customers, of varying shapes, sizes, and sectors, the workplace is 
tricky at present, and the only question they want answering is: “can you deliver what I need, when I 
need it?” – even when that’s an incredibly tight turnaround.  

Given supply chain turbulence is at an all-time high, responsive, not reactive, strategies are key to 
ensuring business continuity. And, with the future promising a connected and collaborative workplace 
– which relies on automation and digitalisation – the transformational change demanded by the post-
pandemic way of buying isn’t going to go away.

Historically, procurement professionals have been laser-focused on cost-cutting. However, 
the changes in market demands and uplift in online consumer buying trends calls for a more 
strategic approach.

Enter, Business Intelligence (BI) systems. Once implemented, the complete purchasing journey 
can become part of a seamless auditable trail – allowing for complete control over budgets 
and real-time data analysis at the touch of a button.

But that’s not all – understanding just how important procurement insight can be, is often the 
first step towards truly harnessing the power of BI. Used properly, such intel can make the 
boardroom sit up and take notice, by flagging areas of spend leakage, value creation, offering 
spend management opportunities, as well as identifying trends and – crucially – problems 
before they manifest themselves into something much larger and more difficult to remedy.

And, while the idea of taking data to the next level might seem like a daunting prospect at first, 
the right platform doesn’t require colleagues to be a data jedi to make sense of what they are 
seeing, but presents crucial, actionable insight from which key strategies can be formulated.

A B
Automation as a means to agility. Business Intelligence.

David Harvell
IT Director, OT Group.

Steven Schools
Group Head of Procurement, 
Provident Financial Plc.
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Consolidation of the Supply Chain.

C
There was a time when organisations expanded 
their supplier network to mitigate risks, but recently 
many have seen that sentiment come full circle – as 
supply chain consolidation provides procurement 
teams with greater confidence surrounding 
continuity of supply.  

By consolidating your supplier base, it’s easier to 
focus on building robust, long-term relationships 
with organisations that strive to really learn and 
care about your business needs. The result is a 
more efficient and responsive supply chain – 
which leaves employees free to concentrate on the 
core elements of their roles.  

What’s more, as a supplier base reduces, 
purchasing power increases. Not only can 
customers negotiate better prices for products 
and services, but shipping and handling costs will 
decrease as well. There’s also only one invoice, 
from a single supplier, which further compounds the 
cost and time saving benefits. 

With fewer suppliers to manage, firms can also 
mitigate risks throughout the supply chain and focus 
instead on creating a better quality of service 
for their own customers. Once the right partner is 

chosen, companies typically benefit from consistency 
of quality, compliance, and transparency, which 
means less volatility for the entire value network.  

Furthermore, it’s important to consider the Total Cost 
of Ownership (TCO) in the lifecycle of any product 
– from sourcing, to use, then disposal. Increasingly, 
savvy financial directors are moving more towards 
assessing TCO, to help plug spend leakage and take 
a long-term strategic view when it comes to investment 
in assets and supplies.

Let’s face it – the real cost of procuring an asset 
includes not just the initial price tag, but also the 
expenses associated with maintenance, upgrades, 
operation, refills, staff time spent managing and 
training, and longevity and quality.

Factoring in TCO means taking a more holistic 
approach to business dealings. And, instead of 
only inspecting itemised invoices line by line, those 
in finance should also take a trending view over an 
extended period to analyse indirect expenses and 
ensure that they get the absolute best value for money. 

Finally, committing to corporate social responsibility 
(CSR) is now a non-negotiable priority for most 

organisations – certainly in the eyes of the 
increasingly environmentally conscious consumer. 
As a buyer, it’s important to look for sustainable 
suppliers that consider the lifecycle of product and 
how it is sourced.  

This is where supply chain consolidation offers the 
ability to minimise the environmental implications of 
product sourcing and delivery, and the curation of 
strong relationships with CSR-savvy suppliers satisfies 
the ‘green’ conscience for all concerned.

Good TCO process management works hand 
in hand with net carbon reduction when fully 
considered across the whole value chain.

Organisations can no longer run their 
business in the dark. At a time when 
decisions need to be made faster than ever 
before, there’s a genuine demand for real-
time data insight at your fingertips, which is 
easy to access and, above all, accurate.  

Visibility around cost centres, product 
categories, and contract analysis, coupled 
with raw data, at-a-glance charts, and 
deep dives - must be possible in only a 
couple of clicks.

With such a wealth of information ‘locked 
inside’ every firm, every thread of data 

Data.

D
should be harnessed to inform decision 
making, when it matters the most. 

What we must remember though, is ensuring 
the right data is in the right hands. User-defined 
logins should ensure colleagues access the 
insight they need to complete their own tasks, 
without being overwhelmed with information 
unrelated to their role.

Stuart Derbyshire
Group Sales Director, 
OT Group.

Ben Brown, ACMA
Commercial Finance 
Director, OT Group.
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eCommerce.
Over the past two years, an estimated 90% of businesses encountered a rise in spend leakage, as around 40% of employees 
defaulted to non-authorised eCommerce sites to purchase business supplies and services to get their residential workspaces 
up-and-running. This costs at least 20 minutes of someone’s time, or £27.20, to process. 

As a result, spend visibility plummeted and already strained budgets began spiralling out of control. 

Fast-forward to today, and reports suggest B2B eCommerce spend has risen by 20% since 2020. Furthermore, organisations 
are increasingly using such solutions to help seek and identify new opportunities for business growth – which support their 
teams to work efficiently and maintain a consistent procurement strategy. 

The reality is that customers’ buying needs, habits, and expectations have changed – and the days of the paper catalogue 
seem a distant memory. In response, organisations need to be able to set every colleague in their company up as a home 
user of their chosen workplace supplier, for both efficiency, and cost-control.

E
SmartPad 3.0
Three years ago, this online procurement platform was created to help businesses buy smarter. Now, it’s the industry’s 
leading procurement engine, offering guided buying packed with intuitive features and wraparound support.  

From user-defined profiles and self-service capabilities to clever repeat order functionality, market price benchmarking, 
and game-changing business intelligence, everything exists within an easy-to-use tool, that was purposefully created 
to address the procurement profession’s needs. 

Designed to provide organisations with complete procurement management – wherever colleagues may be – and 
with budget control and transparency front-and-centre, our Business Guest Checkout also allows you to set every 
employee up as a home user, so they can buy pre-approved products and services from the usual business account, 
instantly and with minimal admin.

This not only enables you to keep a firm hold on the reins and supply chain, but remote workers also have everything 
they need, exactly when they need it, and delivered straight to their door.

Find out more by clicking hereJason Stothard
Digital Director, OT Group.
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Finance.

F
One of the biggest challenges financial directors are 
facing at present is spiralling costs across the board – 
something which isn’t helped by rising costs in the wake 
of the pandemic, that had a significant knock-on effect 
throughout the entire supply chain. 

Not only is it tough to hand price hikes to your own 
customers, but it’s a blow to have something else to 
negotiate too. While there is – of course – an aspect 
of this within any business, now is the time when 
organisations are negotiating hard with partners to keep 
any rises small, as to not impact their own margins. 

As a result, finance professionals are focused on 
finding better payment plans and longer term contracts 
committing to negligible increases, alongside agreements 
which will secure better pricing longer-term. This is 
a rather seismic shift, given the finance department 
historically always pushed for flexibility. 

What’s more, when it comes to consolidated billing and 
procurement – this is more appealing than ever thanks, in part, 
to the timesaving benefits it can offer in terms of processing, 
invoicing, and paying suppliers. 

Finance directors want to be strategic, and spend less time 
caught up in the day-to-day minutiae, particularly as they 
continue to ‘steady the ship’ following the events of the past 
two years. Anything which can make an FD’s life easier – 
or finances more predictable – is a welcomed option, at 
present.

If we cast our minds back to this time in 2020, over half 
of UK businesses expected to see a substantial drop in 
revenues (Private Equity Wire), and only three months 
later (in June 2020), a 28% fall in turnover was witnessed 
among small businesses (Xero).  

But interestingly, an article from Gartner urged 
organisations – and particularly professionals in senior 
finance positions – to avoid implementing knee-jerk cost-
cutting measures, where possible.  

Of course, this was no mean feat for businesses faced 
with ever-dwindling cash reserves, but those with their eye 
on the ‘long game’ saw the value in maintaining service 
consistency, market share, and that all-important brand 
reputation – something that can be destroyed in seconds 
but takes years to repair.  

At the time, millions of pounds were stripped from budgets 
across all manner of sectors – even within companies 
usually fiercely protective of their cost centres – resulting 
in significant upheavals to staffing levels, supplier 
relationships, and even the traditional workplace, as we 
know it. 

Now, as businesses continue to trade their way out of the 
pandemic, companies are starting to think once again 
longer-term. According to research by Gartner, 69% of 
leaders say digitalisation initiatives are accelerating, and 
most expect digital technologies to dramatically transform 
their industry by 2026. 

These innovations, however, won’t take long before they 
land on the desk of the finance director – and here’s 
where assessing all options when it comes to commercial 
funding, supplier payment terms, and expenses processes 
with employees, could all go some way to safeguarding 
long-term profitability.

Matt Cox
Finance Director, Force24.

Vicky Staley
CFO, Tiger.
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Hybrid Solutions.
Hybrid working is clearly a firm part of ‘the new normal’. And, 
while we could play endless rounds of ‘buzzword bingo’ when 
it comes to the key outcomes of the past two years – we must 
remember that it’s not only the homeworkers we need to consider 
in the hybrid working scenario. 

For those making a return to the daily commute, employers should 
continue to explore the post-pandemic way of working and 
motivate teams back into the workplace with innovative spaces 
that can flex around the changing employee needs in a post-
covid world.  

Collaboration: One of the main things we’re all looking forward 
to when we return to the workplace is the ability to collaborate – 
therefore, creating a space where teams can generate ideas is 
crucial.

Making them feel at home: Gone are the days of employees 
sitting at their desks for hours on end. Now, they are used to 
moving around different environments depending on their mindset 
and tasks. To motivate teams back into the office, companies will 
now need to compete with the comfort employees get from their 
kitchen table or the ‘buzz’ from their local coffee shop. Creating 
different ‘zones’ within a workspace are becoming increasingly 
popular whilst clever use of natural furnishings can help re-create 
the ‘comfort’ of feeling ‘at home’ whilst still in the office.
 
Distractions and privacy:  One of the best things about working 
from home has been the ability to give 100% focus without being 

Guided Buying.
By its very nature, guided buying exists to empower employees 
who work outside their company’s procurement department 
but require the ability to source, order, and contract goods and 
services.

While letting go of the reins may feel somewhat daunting for 
procurement professionals at first, once in place, employees are 
able to follow a simple procurement process which allows them 
to buy what they need, from preferred suppliers, with minimal 
additional support. 

The ability to hand-hold customers through the purchasing journey 
– with persona-based controls ensuring sourcing remains inside 
pre-defined parameters – is not only a simple way to remove 
inefficiencies and simplify the employee spending process, but it 
enables procurement teams to get back to ‘the job in hand’.

It sounds simple enough, but when aligned with a wider 
procurement strategy, the results can be threefold, as time 
and money-saving features help to push low-cost, high-

G H

distracted by something else going on in the office — whether 
that’s a colleague talking loudly on the phone, someone asking 
you questions, or general workplace chatter. This will especially 
be the case for open plan offices. Companies will be looking 
to solve this through the clever use of pods and creating ‘do not 
disturb areas’. 

Connectivity: Hybrid working means there is a greater need to 
ensure employees can move seamlessly from their home to the 
office, without downtime. Therefore, ensuring all areas including 
communal have power outlets to suit many technologies is vital to 
the workplace of the future.

It is also imperative that those working from home on any given 
day can connect with those in the office. The rise of the ‘Zoom 
room’ — in which workers can appear on screens to interact with 
those attending in person — is inevitable. It’s important that the 
furniture is designed to facilitate this, so that everyone can have 
eye contact with the screen and communication is unhindered, 
physically and digitally. 

volume purchases straight through the process – within pre-set 
parameters, which aids compliance and auditing, and resources 
the risk of maverick spend.  

By allowing employees to buy the products and services they 
need – in line with the order permissions set by the procurement 
team via the usual business account – firms can even bolster staff 
retention by creating a more positive experience for workers.  

Adrian Campbell
Workplace Design, The Senator Group.

Tracy Payne
Marketing Manager, iplicit.
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Innovation.
Some organisations have an in-built appetite for innovation, 
irrespective of the external landscape they find themselves in, 
whereas others are more traditional in their approach – not 
least in this industry.  

In recent years, a fresh approach to leadership has been hailed 
as crucial throughout the business landscape overall – not just 
procurement. With teams working disparately, managers had 
to develop newfound ways of communicating, maintaining 
camaraderie, and protecting best practice. 

Unsurprisingly then, Deloitte’s 2021 Global Chief Procurement 
Officer Survey saw ‘digital transformation’ third on CPO’s list of 
priorities last year – a 20% increase on its position from 2019 
and sitting just ahead of innovation. 

While there’s no denying that cutting-edge technology has 
the power to completely revolutionise business as we know 
it – making organisations more resilient and prepared for 
future challenges – it’s important too, to see the value that 
procurement teams play in digital transformation process.

The rise of artificial intelligence (AI) and machine learning 
(ML) all exist to increase efficiency and reduce costs across 
everything from automatic bidding, to identifying cost-effective 
alternatives of frequently-purchased products – reducing both 
time and money. 

But procurement professionals must embrace the journey which 
leads to innovation – helping to shape focus areas, foster team 
buy-in, and manage the roll-out once things begin to take 
shape.  

After all, deploying new solutions should remain a priority to 
ensure teams, and their respective decision-making, are future-
ready, robust, and can operate effectively – regardless of 
external factors.

I
Journey.
The Harvard Business Review Analytic 
Services survey in July 2021 found that 
one of the biggest supplier management 
challenges facing firms today was the ability 
to quickly change suppliers in response to 
disruption (54%). 

Of course, overhauling your supply chain 
can often be one of the most daunting 
tasks for any organisation – not least 
because it affects teams across digital, 
procurement, inventory control, customer 
services, legal, operations and logistics. As 
a result, such change can often be viewed 
as ‘more hassle than it’s worth’ – regardless 
of whether it can bolster the bottom 
line, efficiencies, and importantly, staff 
engagement. 

Remember though, suppliers may have 
historically been appointed based on 
very different criteria to where your 
organisation is today – and for forward-
thinking companies, a ‘refresh’ can offer an 
opportunity to gain an advantage on the 
competition while supporting an ever more 
important cost-saving drive.

Once you commit to exploring the 
marketplace, try not to rush the tender 
process. Procurement teams are often 
given very little time in which to research, 
benchmark, trial, appoint, and onboard 
a new supplier – but this is a journey the 
department should be afforded as long as 
necessary. 

The more information you can provide the 
better too; providing detail about your 
company and the products and services you 
require empowers the marketplace to scope 
your bespoke business needs. Therefore, 
enabling them to meet your business needs 

J
and provide innovation to exceed your 
requirements. 

While procurement directors have their own 
day job to contend with, their workload 
should, in truth, include regular review of 
all suppliers. Likewise, colleagues should 
commit to ringfencing training time whereby 
they investigate new or as-yet-untapped 
features within existing third-party systems.

What’s more, a good partner won’t simply 
sell a solution and leave you to it. Once 
you sub-contract any element of operations, 
they’re the ones who should do all the heavy 
lifting – from the initial contract agreement, 
right the way through to regular account 
management meetings. 

That’s why, when appointing a partner, 
look beyond all the ‘bells and whistles’ for 
someone with a dedicated implementation 
team which strives to ensure business as 
usual during all aspects of a new client 
integration – as well as long-term customer 
service commitment. So go with your gut, 
and make sure the practical and personal fit 
is right. 

Carol McGrotty
Head of Transformation, Vapour.

Rachael Lewis
Sales Operations 
Director, OT Group.
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Logistics.
There’s no escaping the news that the UK’s 
warehousing, transport, and logistics sectors 
have been hit hard over the past 12 months. 
Customers are looking for stability and risk 
reduction throughout their supply chain – 
and innovative distribution capabilities are 
key at a time when supply chain turbulence 
is at an all-time high. 

With growing talk around the UK’s need to 
‘build back better’, the role of technology 
within the logistics sector cannot be 
overstated. Digitalisation is a big deal in 
the world of distribution and warehousing, 
and one of the biggest challenges facing 
supply chain procurement teams as we 
head through 2022, is access to suitable 

Managed Solutions.

L

M

technology, and the skill sets required to 
maximise its use. And, given a considered 
logistics strategy can often be seen as the 
lifeblood of a logistics business – providing 
a solid foundation to send things to and from 
– don’t be afraid to ask the supply chain for 
an insight into theirs. 
 
Any logistics strategy worth its salt must 
be intrinsically linked to the wider business 
strategy – and take into consideration not 
only what the company needs now, but how 
the landscape is likely to evolve in terms of 
both supply chain and beyond. A forward-
thinking partner will have considered any 
eventuality and should leave you feeling in a 
very safe pair of hands.  

Try as you might, it’s impossible to be all 

things to all people. Don’t shoulder the 
burden of everything yourselves, and work 
with a logistics partner whenever it’s needed. 
Without the right support, organisations can’t 
compete commercially, and it’s critical to 
source help from the right place. 

Look for those which offer financial stability, 
the right reach and capability, a genuine 
desire to improve performance, and the 
right level of interaction – controversial as it 
may be, the ideal price point should come 
bottom of the list.

When it comes to the sourcing of workplace 
supplies and solutions – be it tippex, 
technology, or teabags – procurement 
professionals simply want the task to be as 
seamless as possible. Comparing prices and 
delivery dates on a multitude of websites is 
no longer an acceptable use of time.  

As we know, the real cost of procuring an 
asset includes not just the initial price tag, 
but looking for the cost-effective solution 
whilst checking out any eco credentials and 
certifications, managing multiple deliveries, 
and preparing purchase orders.  

When coupled with the idea that we’re in 
the wake of a period where spend visibility 
has been at its lowest, finance teams are 
ushering busy procurement departments 
towards a more strategic way of doing 
business – outsourcing time-consuming and 
costly processes, as much as possible.  

Whether a start-up or an international 
conglomerate, many brands encounter the 
same hurdles around workplace strategy, 
people, processes, and technology – 
which can have an immediate impact on 
procurement effectiveness. 

The beauty of a truly managed procurement 
service is that it offers companies the 
expertise they need ‘on demand’ – 
streamlining processes which translate into 
genuine business value and bottom line 
improvements that are aligned to their needs 
of the future to ensure they can focus on their 
core business.  

Knowledge.
It’s refreshing to see a genuine shift towards 
a more consultative approach to buying, 
with third-party procurement partners striving 
to become an extension of their clients’ 
in-house teams and fostering a relationship 
which can be depended on — particularly in 
times of trouble.  

That’s because, even the most experienced 
buyers in a rapidly changing workplace 
environment don’t always know exactly 
what they need, and sometimes there 
can be solutions out there which might 
better fit the brief. As we move into a new 
era of collaboration, the professional 
partners that will flourish are those willing 
to listen and understand before making 
a recommendation to their customers 
without any bias which forms from their own 
preferences, promotions, or sales targets. 

What’s more, an extensive online catalogue, 
BOGOF offer, next day delivery, or an 
off-the-peg WFH solution simply won’t cut 
it anymore – because let’s face it, there is 
a plethora of workplace suppliers that will 
allow you to order any number of items, as-
and-when you need them. In-house teams 
want to work alongside someone who will 
impart the right knowledge on them, and 
make their lives easier. 

Truly strategic procurement directors don’t 
simply want the best deal – they want to 
know the business they are dealing with 
understands their ambitions and needs. That’s 
why, now more than ever, strategic sourcing 
is key, as is the knowledge that the products 
offered to them are done so because they 
genuinely are the right solutions for the job. 

K

Trevor Weldon
Director of Business 
Development and 
Services, OT Group.

Richard Pegg
Retail and Leisure 
Director, OT Group.

Mark Fletcher
Group Operations 
Director, OT Group.
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Nine Reasons to Choose OT Group.
Sustainable product 
options and responsible 
business solutions.

A true consolidated 
solution.

Ultimate control and visibility 
of expenditure.

One order, one delivery, 
one invoice.

N 5. 6.

8.

7.

We couldn’t produce this guide without a nod to all-things-OT Group – and we’re immensely proud to work 
with companies across the UK, from leading brand names to dynamic start-ups!  But why do they choose us?

A team of tail spend 
experts, implementation 
specialists, and 
dedicated account 
managers.

1.
With a proven track-record managing tail spend 
for leading organisations, our committed team 
has extensive knowledge and experience in 
driving down costs and controlling expenditure.

Choose from a wide assortment of Fairtrade, 
social value and eco products, selected 
especially for their strong CSR credentials – from 
carbon efficiencies to ethical trading. 

Unlike many marketplace suppliers, we can 
provide you with a consolidated delivery of your 
orders.  Our industry-leading central distribution 
hub stocks thousands of product lines and has 
additional capacity to house many more. 

Our procurement platform provides a powerful analytics 
engine, transforming the raw data from all your transactions 
into meaningful reports and visualisations.  

For more information on our services, or for support on any specific 
requirements – from sample basket pricing to a full demonstration of our 

procurement platform – visit  officeteam.co.uk/welcome/

Our unrivalled consolidated solution gives you 
the ability to place one order, receive a single 
delivery, process one invoice and view a single 
set of reports to keep control of your product 
costs.   

The widest product choice.3. By partnering with leading manufacturers and some of the UK’s biggest business and household brands, 
we offer quality and choice – with access to a host of products online.  

Access to the very best prices.4. We continually check the market, so you don’t have to, ensuring we provide the best value for money – 
saving your teams time and effort benchmarking products and prices. 

Industry-leading, easy-
to-use procurement 
platform.2.
Our SmartPad solution connects customers to the 
lowest prices, an extensive range of products and 
services, and easy access business intelligence 
and reporting. 

Offering UK-based solutions.

9.
As a UK-based organisation — with over 6,000 workers 
— we can provide a range of unique products quickly 
and efficiently, while minimising the environmental 
impact of imports, and supporting the nation’s economy 
in the process.  

officeteam.co.uk/welcome/
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While some headlines may report that we’re 
living in an era of the specialist, the days of a 
one-stop-shop are seemingly far from over – 
quite the opposite in fact. 

In today’s market for procurement and 
supply management, less is certainly 
proving to be more as organisations look to 
streamline their services and create a truly 
efficient, customer-centric experience. 

No matter the size or scope of your 
business, a varied range of products and 
solutions – from general office supplies and 
furniture, to more diverse services such as 
print management and document destruction 
– are crucial to help keep things running 
smoothly. 

But such multifaceted procurement needs 
bring challenges too. Budgets will only 
stretch so far, for example, so purchasing 
decisions end up being made according 
to what represents the best deal at a given 
point in time, often irrespective of quality or 
supplier reliability. 

O
Organisations don’t always know what to 
look for either, so the temptation is to seek 
out specialists in each field – individual 
suppliers who can advise on and wholly 
satisfy each need. On the face of it, this 
makes perfect sense – we all quite rightly 
aspire to work with ‘best of breed’ providers. 
However, the flipside is that this approach 
quickly results in a disparate supply chain 
fraught with risk. 

This goes some way to explaining why 
marketplaces, if trusted, are becoming 
increasingly popular. Going to a partner 
who has already done the hard work from 
a sourcing perspective and can provide 
access to a wealth of choice – not least 
in terms of price – presents a wealth of 
benefits. 

Take that one step further, and by 
implementing an easy to use, intuitive 
procurement system, organisations 
significantly improve productivity by freeing 
up time for core, revenue generating tasks 
and providing a consistent business focus – 

while simultaneously taking back control of 
costs and eliminating rogue spending and 
budget leakage.  

When it comes to supply chain management 
and product sourcing, less is proving to 
be more. And although we’re all well and 
truly engrossed in the era of the specialist, 
when businesses fragment their procurement 
strategy across too wide a supplier base, 
the logistical, pricing and quality risks soon 
multiply. 

So, the days may admittedly be over for 
Jack-of-all trade businesses and companies 
that don’t place customers at the heart of 
everything they do. However, the days of a 
trusted, expert one-stop procurement shop 
are only just beginning – and their place in 
the market is as valid as ever. 

Procurement directors across the globe are 
probably tired of being told how they’re 
continuing to navigate unprecedented 
waters, that the world of work has changed 
for good, and that business leaders have to 
innovate to turn challenge into opportunity 
– they know all too well the day-to-day 
struggles their teams are now facing.  

Yet, while organisations are trying to ‘build 
back better’ this presents an important 
opportunity to re-evaluate where there is 
the potential to add value. Cast your minds 
back to early 2021 and the so-called ‘death 
of the office’ which drove fear into the hearts 
of CPOs everywhere – yet, we’ve all found 
ways to adapt, and even to flourish.  

P
And for buying teams, decisions need to 
be made on a case-by-case basis, rather 
than implementing sweeping changes that 
perhaps reflect national trends but don’t suit 
the needs, personality or demands of any 
given workforce. 

One thing which isn’t going away though, 
is the rise in the need for technology. 
Business intelligence is vital when in comes 
to providing instant access to the metrics that 
matter – irrespective of an organisation’s 
size – and empower data-driven decision 
making. 

What’s more, the extent to which technology 
can ease the pressures currently being 

experienced by companies, is almost 
beyond definition. From the implementation 
of automation-led processes that guide 
the right person to do the right thing at the 
right time, through to the introduction of 
cloud-based communications that connect 
colleagues and their clientele irrespective 
of location, the power and opportunities 
offered by innovation and ambition – fuelled 
by exploration of modern technology – has 
never been so great.

Procurement Director.

One Stop-Shop.

Trevor Weldon
Director of Business 
Development and 
Services, OT Group.

Scott Walker
Procurement Director, 
OT Group.
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Quick vs. Cost.

Q
The digital landscape has reduced our patience for getting 
products from the virtual checkouts and into the palms of our 
hands – in both a personal and professional capacity. And, it’s 
perhaps unsurprising, then, to hear 73% of procurement leaders 
say the importance of sourcing speed has increased, according 
to ProcureCon and WBR Insights’ 2021 CPO study.

As such, it’s important now that buyers avoid getting wrapped 
up in the minutiae of sourcing low-value items, and instead 
seek out alternatives for essential or high-value products. Yet, 
it’s not enough to simply uphold business continuity through 
strategic sourcing – the challenge comes with driving operational 
efficiencies while at the same time, meeting increased demands. 

Consider the overnight demand for PPE, safety signage, and 
dividing screens as the UK reopened in 2020 – and the 
almost immediate sell-out of such solutions which followed. The 
requirement for the hassle-free, quick-turnaround of business 
supplies negated the cost of purchase – regardless of whether a 
supplier was reputable or not.  

Now, if you have a solid relationship with your suppliers, this 
should never be a problem – but there have been enough 
instances recently where the urgency for a product has been 
the overriding factor. Take care homes for example – during the 
pandemic, it was mission-critical that the supplies they needed 
were available, arrived on time, and were high-quality. 

It’s all-too-easy to find a second-rate supplier when under 
pressure to source something at very short notice – when 
everyone else is looking for exactly the same thing – but the risk 
of receiving sub-standard solutions, and not having the time to 
negotiate a replacement can be frustrating at the best of times. 

That’s why, by sourcing trusted partners, organisations can rest 
easy knowing such hurdles are unlikely to stand in their way. 

Remote Working.

R
In a jobseeker’s market, employees have the upper hand in 
demanding real change from their employers. And given they 
evidenced their abilities to deliver their roles from anywhere during 
the March 2020 UK lockdown, many want to retain that flexibility. 

Therefore, employers that have committed to supporting remote 
working – be that from home, abroad, or a kitsch coffee shop - must 
put their money where their mouth is’ and facilitate easy ways of 
making this happen.  

It shouldn’t be a case of ‘out of sight, out of mind’. Those remaining 
at home must be able to carry on as usual – and feel as much a part 
of the team as those who are back to the daily commute – therefore, 
access to all the tools, software, and solutions they may need is vital. 

But, while some may take this new approach in their stride, a remote 
workforce can create hidden costs – particularly when it comes to 
the procurement of business supplies.
 
While many organisations have implemented a raft of processes 
to curtail maverick spend, in order to be ‘belt and braces’ it’s worth 

seeking out procurement software that empowers remote workers 
to ‘self-serve’ when they need to make purchasing decisions around 
their satellite offices.  

With budget control and transparency front-and-centre, business 
guest checkout functions enable firms to set up every employee as 
a home user, allowing them to buy pre-approved products and 
services from the usual business account. 

By keeping a firm hold on the reins and supply chain – and enabling 
staff to access everything they need, exactly when they need it, 
and get it delivered straight to their door – workers will never be 
temporarily out of pocket either, which supports the duty of care as 
an employer.

Can organisations benefit from the consumer subscription 
craze?

Options to take out subscriptions are increasingly popping up 
in many areas of online shopping.  

While we used to think of these as the domains of 
entertainment and communication, or membership – TV 
streaming, magazines, broadband, professional associations 
and suchlike – they’re now much more common in the world of 
actual, physical goods delivered to your door. 

But while the millennial generation, in particular, is fully 
on board with this notion in their private purchasing lives, 
subscriptions are only just emerging for workplaces – leading 
OfficeTeam to pioneer our own service, the first of its kind. 

The rise in homeworking has certainly speeded up this process, 
creating demand for timely stationery and printing supplies as 
well as more significant purchases. That’s why such a solution 
is perfect in that it creates predictable outgoings and invoices 
from one or more pre-approved suppliers. 

What’s more, it establishes smooth supply lines – the 

equivalent of a personal stationery cupboard, perhaps, for 
every homeworker. Paper, pens, and rubber bands are there 
when they’re needed, rather than ordered ad hoc for next-
day delivery when the box becomes empty – a boost for 
companies looking to reduce their carbon footprint, too. 

From an employee engagement point of view, monthly 
deliveries of good-quality essentials are one more way to 
show that you are a thoughtful employer, keen to make sure 
staff have all the tools they need to do their jobs. Wouldn’t 
you like to work for a company that sends you personalised 
supplies in this way? 

Finally, the principle allows companies to automate some 
of their purchasing – while of course retaining the ability to 
adjust, pause or recalibrate orders when this is needed. So, 
while subscription purchasing is unlikely to supersede more 
traditional methods of manual purchasing, it will certainly 
complement this – streamlining the way you do things, and 
making your colleagues love you all the more. 

Explore our subscription service by clicking here.

Elizabete Wells
Regional Marketing Director, UK & 
Ireland, Acco Brands EMEA

Samantha Crocker
Managing Director, Devonshire.
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Low value spend is often unmanaged within organisations, not 
least because it doesn’t neatly sit into any defined procurement 
categories. But these unclassified transactions – which typically 
make up 20% of spend – often account for 80% of an organisation’s 
suppliers. 

The invisible nature of such purchases means the opportunities for 
savings are usually overlooked, and worse still, rogue spending can 
also take place without anyone noticing.  

The better management of tail end spending may feel like a luxury 
for a small business, but often the ROI that can be achieved from 
supply chain savings and the prevention of budget leakage, means 
the exercise soon pays for itself. 

T
Social Value.
The Public Services (Social Value) Act 2012 requires people who commission 
public services to think about how they can also secure wider social, 
economic and environmental benefits. Forward-thinking organisations wishing 
to supply goods and services to the public sector are using this requirement 
and opportunity to build positive social and environmental impact into their 
supply chains.

Financial metrics alone are no longer a true representation of success in 
today’s corporate world, and the rise in global poverty and inequality 
demand that commercial strategies are built with inclusive growth in mind. 
From addressing social mobility in the UK to tackling gender inequality in 
the developing world, it is possible to work with third-party organisations 
to procure workplace solutions which go beyond compliance and secure 
positive social and environmental outcomes. 

Increasingly – and in line with their own procurement targets – buyers are 
looking to source suppliers which demonstrate a clear social conscience. 
An example of this activity in action is the move by procurement leaders 
to prioritise engagement with social enterprises as part of their sustainable 
procurement strategies.

S

WildHearts Office is a unique business supplies and services provider that 
can add social value to your supply chain, whilst supporting your company’s 
commercial objectives. 

That’s why so many companies such choose our product range, logistics 
infrastructure, outstanding account management and cost saving initiatives 
over any other business supplies provider. 

Our team exists to answer your business needs though the provision of 
products and services, but with an ambition to help your organisation to 
create global social change at its very core.

Find out more by clicking here

Tail Spend Management.

With smarter tail end spend management and procurement 
processes, inevitably comes a desire to build trusted relationships 
with suppliers – even for products and services which were 
previously dismissed as low value.  

This is crucial to businesses being able to attend to their core 
operations and run their organisation, without valuable resource 
being bogged down in the minutiae of administration and growth-
limiting tasks.

Andy Daly
Head of Corporate Partnerships, Social Enterprise UK

Malcolm Brechin
Director of New Business, OT Group.
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User Experience.
It’s not uncommon for procurement teams to believe that 
everything is under control – but making assumptions about 
purchasing can prove extremely costly for businesses, 
especially those with a keen eye on cashflow, profitability, and 
efficiency levels.  

Even so, it’s not uncommon for finance directors and 
procurement teams alike to say: “if spend is within budget, and 
incumbent suppliers are delivering in line with their contracts, 
there’s nothing to worry about.” 

On the face of it – and with everything else that’s been going 
on in recent months – this hypothesis is understandable. Let 
people do what they need to do get the job done, right? 
However, poor procurement can silently erode profitability – 
leading to frustrations across the business, further down the line.  

To ensure you have the very best experience when working 
with third-party vendors take the time to reflect on what you 
truly need from your supply chain – in line with your own 
procurement strategy. 

In the most basic of terms, it all comes down to time and 
resource, and if your procurement needs are varied or 
complex, you may benefit from an impartial viewpoint or the 
expertise of a network of purchasing specialists. After all, 
investing in fleet is very different to buying raw materials. 

While many suppliers have gone the ‘extra mile’ for customers 
in recent times, loyalty sadly doesn’t always result in the most 
competitive prices or attentive service levels. Key to navigating 
these assumptions, is carefully analysing what ‘good’ looks 
like, ideally with a fresh pair of eyes – after all, the customer is 
always right.

U
Value.
At a time where the C-suite is looking at cost-cutting 
measures – and given it can be an incredibly subjective 
term – it’s important for organisations to truly define what 
they perceive as ‘value’.  

Let’s say you were looking to source 500 desk calendars 
for 2022, and the same item was listed for £1 and £5. An 
untrained procurement person would naturally plump for the 
cheaper version, but is that really giving you the best value? 

Organisations which focus purely on the price tag alone 
will really start to see the hidden cost of procurement begin 
to stack up, which is why it’s important to look beyond 
pounds and pence. For many forward-thinking businesses, 
‘value’ is the solution which most effectively blends the 
qualitative, technical, and sustainable aspects of the tender 
submission, as well as cost. 

In shaping new finance and procurement strategies, take 
stock of your supply chain, and establish how each vendor 
measures up against your short and long-term vision when it 
comes to true value.

V

Kelly De Silva
Group Marketing Director, OT Group.

Eleanor Yateman
Key Account Manager, Durable.
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Once upon a time, open plan offices, ‘hot 
desks’, and a breakout area or two formed 
the height of innovation when it came to the 
workplace. But, as organisations continue to 
grapple with the definition of hybrid working, 
we’re starting to see the role of the office 
increasingly debated at board level.  

Evidencing productivity at HQ – and 
making the business case for investment in 
the surroundings and furniture – was always 
a challenge pre-pandemic. It’s ironic that 
when we were told to no longer attend our 
workplaces, their value became so much 
clearer. 

Therefore, it’s important that – despite an 
ongoing permanent rise in hybrid working – 
there is still a real need for an organisation 
to have a workplace that drives brand, 
culture, and engagement through in-person 
socialisation. 

W
When considering people’s emotions and 
reactions, the office layout is central to 
promoting a positive working atmosphere 
– especially at a time when anxieties are 
running high. Organisations need to redefine 
the notion of workspaces, and mirror 
the positive aspects of the homeworking 
environment.  

Adding on to this, our body language and 
gestures that set our boundaries for personal 
space – such as shaking hands – have been 
taken away from us. Our furniture must now 
do this for us in a positive way. Instead of 
clinical red-tape and scary Covid safety 
signage, using a plant to mark a desk as 
unusable, for example, facilitates a much 
calmer working environment.  

Fabrics and materials are also integral. 
A key thing people have enjoyed about 
working from home is the soft furnishings that 

bring a level of comfort to the working day. 
Cushions, upholstery, and curtains can all be 
used to bring that to the workplace too. 

Fabrics can now also be made Covid-
safe, with technology that can eliminate 
coronavirus cells within just 15 minutes, 
effectively creating a sustainable and eco-
friendly self-cleaning environment. 

We know what the new role of the 
workplace is, but one of the main positives 
that can be taken away is trust. Every single 
one of us has been enabled – by our 
employer – to work wherever we are, and 
the workplaces of the future will be designed 
around this. 

A silver lining of everything we weathered 
during the pandemic is that the C-suite 
has finally recognised the integral role 
that procurement plays in smooth business 
operations, after massive supply chain 
disruption during 2020. Chief procurement 
officers now have a bigger seat at the 
boardroom table, and a much larger share 
of voice in critical decision-making. 

Conversely, as organisations continue 
to balance short-term, post-pandemic 
responses with their longer-term strategic 
objectives, the pressure is no longer felt 
solely by the CPO, as everyone – from 
the CIO driving digital transformation, to 
the finance director tasked with optimising 
spend – understands the holistic nature of the 

X
evolving procurement puzzle.  

As a result, CPOs need to step away from 
the minutiae of every day buying decisions 
and focus on the ‘bigger picture’ vision. The 
same goes for employees too, regardless of 
where they’re working, by making their lives 
as easy as possible. Through negating the 
need to wade through red tape and carry 
out admin-heavy tasks, organisations can 
increase productivity and empower their 
people to drive the company forward. 

Firms will only achieve ‘the x factor’ in their 
own competitive landscape if they embrace 
all the tools and opportunities available to 
them. From technology designed to bolster 
the productivity of employees, to suppliers 

with defined social value – each has a vital 
role to place in meeting key business growth 
plans.  

 What’s more – a more successful, 
organised, strategic, and productive 
workforce is one which will not only retain 
talent, but attract it, too. As the saying goes, 
you’re only as good as your people’ – but 
it’s up to you to ensure they have everything 
they need to be the best they can be.

X Factor

Workplace of the Future.

Andy Shears
Category Director for 
Furniture & Interiors, OT 
Group.

Andrew Jones
CEO, OT Group
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(Net) Zero.
Let’s face it, sustainable business practises are no longer a ‘nice 
to have’.  

As supply chains become more interconnected and the influence 
of technology continues to shape our changing environment, 
procurement technology is also helping to deliver on CSR targets. 
Streamlined suppliers, smart ordering processes and integrated 
data eco-systems all have a part to play in reducing firms’ carbon 
footprints and opening up new opportunities for sustainable 
sourcing.  

There is a general consensus that this is no longer only the 
‘problem’ of corporate giants and pioneers in the environmental 
sector. And while the Government can and will legislate on 
‘green’ matters in a bid to drive change, regulations alone 
won’t achieve net zero. A concerted effort is required among 
businesses large and small – and the general public too. 

There are two distinct routes on the path to achieving the net zero 
target, and in truth a combination of both are key to progress. 
One is to actively remove the gases that have already been 
created, and the other is to reduce the amount of greenhouse 
gases produced in the first place – a prevention rather than cure 
option.  

In the supply chain industry, advancements therefore include a 
switch to more ecologically friendly electric fleet, savvy delivery 

Year on Year.
Being able to see ‘the bigger picture’ is key – particularly when 
cost-cutting may still be a business reality at present. To foster 
better buying for future demand, being able to cut through the 
‘noise’ and understand what the information you’re seeing is 
really saying, is vital.  
  
And, while year on year data shows how things have changed 
on a macro level, it also helps organisations to delve into the data 
and establish where there may be moving trends. 

Considering future demand against historic insight – with a 
strong focus on sales output volume rather than cost – empowers 
decision-makers to forecast for potential trend costs, and 
approach them with a laser focus. 
  
Conversely, organisations which fail to obtain the correct insight 
are already ‘on the back foot’ when it comes to identifying 
potential opportunities – and this is where workflows, advanced 
analytics, buyer personas, and employee dashboards will pay 
dividends.  
  
Monitoring buying behaviour, identifying patterns and moving 
trends are key to making better spending decisions, establishing 

Y Z

options for a geographically fragmented workforce, and the 
reduction of ‘waste’ at source.  

There has been a surge in the number of companies – large and 
small – relying on business intelligence more than ever, too. Such 
data analysis isn’t just great for tail spend management but can 
help to identify trends that may otherwise remain untapped. And 
often these don’t just protect, they safeguard the environment too.  

But it’s not just businesses – our customers – who can make a 
difference. If products – and services – can be designed with the 
environment in mind, this is one of the best ways to prevent the 
unnecessary creation of waste.  

As we enter 2022, sourcing managers are looking for eco-
credentials during the tender process, while SMEs are asking 
how they can offset their own carbon production.  

And, while the procurement industry won’t achieve net zero 
overnight, it’s a very exciting time to be a part of the supply 
chain…

procurement policies, and allocating budgets. In turn, this presents 
the opportunity to demonstrate where procurement is driving 
efficiencies and cost-savings.   
  
What’s more, the ability to produce focused, detailed reports 
which provide visibility of spend enables the C-suite to identify 
areas of potential improvement and investment – as well as see 
clearly where savings have previously been made.   
  
If businesses are to become streamlined in their procurement 
approach, buying departments will soon overcome the 
stereotype of ‘holding up operations’ – and instead be able to 
offer a strategic approach which blends supplier optimisation 
with cost reduction, with quantitative data to back it up.   

Claire Mason
General Manager, Waterguard.

Ben Brown, ACMA
Commercial Finance 
Director, OT Group.
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