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Johnson Controls
Royal Ahold

Publix Super Markets



Best-in-Class Companies as perceived by Survey 
Responses
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Top Supply Chain Companies cited by Multiple 
Sources in Either 2007 or 2008

Number of times 
cited 2007 2008

Company 2007 2008 AMR
Our
Survey

MSU
MBA AMR

Our 
Survey

MSU
MBA SCD

3M 0 2 1 1

Amazon.com 1 2 1 1 1

Anheuser-Busch 2 2 1 1 1 1

Apple 3 3 1 1 1 1 1 1

Best Buy 3 3 1 1 1 1 1 1

Boeing 1 1 1 1

Caterpillar 0 2 1 1

Cisco Systems, Inc. 2 3 1 1 1 1 1

Coca-Cola, Co. 1 4 1 1 1 1 1

Costco 0 2 1 1

CVS 0 2 1 1

Dell Inc. 1 3 1 1 1 1

Hewlett-Packard 2 2 1 1 1 1

Honda Motor 0 2 1 1

IBM 1 2 1 1 1

Intel 0 2 1 1
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Johnson & Johnson 2 2 1 1 1 1

Kimberly-Clark, Co. 1 2 1 1 1

Kraft Foods 0 2 1 1



Top Supply Chain Companies cited by Multiple 
Sources in Either 2007 or 2008

Number of times 
cited 2007 2008

Company 2007 2008 AMR
Our
Survey

MSU
MBA AMR

Our 
Survey

MSU
MBA SCD

Kroger Co. 0 2 1 1

Motorola 2 2 1 1 1 1

Nestle 0 2 1 1

Nike 1 2 1 1 1

Nokia 2 3 1 1 1 1 1

Paccar 2 1 1 1 1

Pepsi Co. Inc. 1 3 1 1 1 1

Procter & Gamble 1 2 1 1 1

Publix Super Markets 
Inc. 1 3 1 1 1 1

Rockwell Collins Corp. 0 2 1 1

Super Value 0 2 1 1

Target 1 4 1 1 1 1 1Target 1 4 1 1 1 1 1

Tesco 1 2 1 1 1

Toyota Motor 2 2 1 1 1 1

Unilever Group 0 3 1 1 1

Wal*Mart 2 4 1 1 1 1 1 1
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Wal Mart 2 4 1 1 1 1 1 1

Walgreens 0 2 1 1

Zara 1 2 1 1 1



Summary Comparison:
Leaders Followers and LaggardsLeaders, Followers, and Laggards

Followers

• Assign responsibility 
to a willing manager

Laggards

• Assign supply chain 
to sourcing or logistics 

Leaders

• Have an executive in 
charge of SCM

• Build SC initiatives 
into meeting business 
objectives

• Keep best practices 
within four walls

• Chase cost 
improvement and call 
it supply chain

• Don’t document best 
practices

• Develop a SC plan as 
part of a business plan

• Spread best practices 
across the network within four walls

• Resist sharing data 
externally

• Base metrics on 

practices

• Believe that seeking 
external advice is a 
weakness

• Metrics support a 

across the network 

• Involve external advisors 
to enhance processes

• Use metrics that are 
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volume and 
throughput

• Still working on an 
enterprise view

pp
“push” system stuck in 
“local” perspective

• Getting internal ops 
under control

customer-centric

• Bring global aspect to 
supply chain
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Supply Chain Maturity Model

Th “I t ” kiThe “Innovators” are poking 
through or jumping over the wall 
to III and IV (tomorrow’s market).

V
Full Network

IV
Value Chain

Constellation
Most have 
achieved Level II 

Full Network
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II
C t

III
Partner

Collaboration
Collaborative 

Commerce

(today’s market).

I
Enterprise
Integration

Corporate
Excellence
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Performance Intelligence 

Distinctive
Sustainable

Competitive   
Advantage

Enterprise wide information 
architecture

• Greater emphasis on ongoing 
predictive indicators

Pervasive, aligned 
use throughout 
the enterprise

I f ti t il d t

Advanced

Advantage

Competitive Advantage

Unified analytical data

• Explicit linkage between performance 
trends, external factors and forecast

• Analytics expand to include 
customer, partner, supplier data

• Information tailored to 
each organizational role

• Appropriate use of 
push/pull delivery

• On-going focus on 
information relevance

Foundational Building Blocks to Success

Unified analytical data 
store

• Common systems and 
shared services

• Greater data 
standardization

• “Learning loops” 
regularly refining 
business models 

Basic At the Starting Gate

• Specificity of analytical 
information needs

• Automated interface with 
transactional systems
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The Global Sourcing Transformation

Cost to Deliver

Growth and 
Profitability
Cost to Serve

Value Driven 
Supply Management

Supply Chain
Driven Sourcing

Demand Driven
Build and Extend

Core Demand

Value Driven
Joint Value Outcome

Focused  Performance

na
lly
 F
oc
us
ed Deman

d
Driven
Momen

Management Processes Management

Ex
te
rn

III IV

t of 
Truth

Customer/Brand 
Driven Control
Integrate and 

Markets Focused
Acquire Merge
Partner Legacyy 

Fo
cu
se
d

III

Consolidate 
Business Process 

Infrastructure

Partner Legacy
Growth Business 

Units and Functions

In
te
rn
al
ly

© 2007 Computer Sciences Corporation 3/4/2010 BE07_0247   8

Local
Market

Enterprise
Sourcing

Cost Focused Revenue Focused



The Drivers of Strategic Supplier Management

Business GrowthFinancial Performance

The Twin Tracks of SRM Value 
Delivery

Business Drivers
R d W ki C it l

Business Drivers
P fit M i

• Capital Productivity
• De-Risking Supply

• Cost Management
• Margin Management

Business Drivers
M i i i T Li

Business Drivers
C t R ibilit

• Revenue & Innovation
• Corporate Reputation

• Customer Response
• Operational 

Excellence

• Reduce Working Capital
• Outsourcing, Offshoring
• Mitigating Value at Risk
• Lean Supply Chain

• Profit Margin 
Management

• Cost to Revenue Targets
• Reduce Cost of Goods 

Sold
• Maximizing Free Cash

• Maximizing Top Line 
Growth

• NPD, R&D Design Speed
• Regulatory Compliance
• CSR & Ethical Standards

• Customer Responsibility
• Service Excellence
• Cycle Time Reduction
• Six Sigma Quality 

Targets

Typical Metrics
• Actual Cost Release

I t C t R ti

Typical Metrics
• % Impact on Margin

% I t C h Fl

• Maximizing Free Cash

Typical Metrics
• Impact on Sales 

R

Typical Metrics
• % Reduction in Lead 

Ti• Impact on Cost Ratios
• Number of Risk Audits
• Net Reduced Total Cost

• % Impact on Cash Flows
• % Cost Down per 

Category
• % Cost Down per 

Project

Revenue
• % of Sourced 

Innovations
• Two-Way Relational 

Rating
• External CSR Scorecard

Times
• Speed to Market (Days)
• % on Time, in Full 

Delivery
• % of Customers 

Satisfied
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External CSR ScorecardSatisfied 



Barriers to Effective Collaboration

Barrier Barrier Breakers

Relational and cultural barriers • Long term values and orientation
• Common, explicit, high level goals
• Focus on the customer or opportunity
• Training in various social and cultural norms
• Shared desire to develop trust• Shared desire to develop trust

Organizational and hierarchical barriers • Cross-functional team structures
• Permeable organizational boundaries
• Peer to peer access

Physical and temporal barriers • Co-location
• Communications technologies

Knowledge, information, and data management systems 
l t d b i

• Standardized knowledge codification
Id tifi ti d l ti f “ t ” i t i firelated barriers • Identification and location of “experts” in partnering firms

• Compatible information systems
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Integrated Value Chain 

Design Build and Support ProductDesign, Build and Support Product
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Make Product Available and Deliver


