
T H E 
S U P P L I E R 
E X P E R I E N C E  
S U R V E Y

Organizations must start providing value for 
everyone, how they work and engage with their 
suppliers, rather than just focus on cost savings. 

However, relationships with suppliers are 
becoming continually more complex and 	
harder to manage.

Supplier Experience (SX) refers to all the interactions that take place between an organization and its suppliers. 
Supplier Experience Management (SXM) is the practice of creating the conditions in which a buying organization 
and all of its suppliers can achieve mutual success together. 

The reality 
of supplier 
experience

The events of 2020 and early 2021 revealed just how reliant the world 
is on an ecosystem of successful, reliable and efficient suppliers.

We have asked 100 senior procurement professionals about their organization’s function today and the vision for the 
function in the future...

WHAT DID WE ASK?

•	Questions based on actual activities
•	Questions focused on aspirational 
objectives

ANNUAL TURNOVER

31%
More than $10bn

10%
More than $1bn but 
less than $2.5bn

28%
More than $2.5bn 
but less than 
$7.5bn

39%
More than $7.5bn 
but less than $10bn

REGION

North America

Western Europe

56%

44%

Ongoing challenges faced by suppliers include 
‘the processes being too manual, the need to 
maintain the currency of data, lack of integrated 
systems and data being siloed, and adopting a 
one-size-fits-all onboarding process’.

99%
of suppliers have more than two supplier facing systems that their 
suppliers interact with 

98% 6.12  10
of senior procurement professionals believe it is really easy and 
effortless for their suppliers to update them on changes to their 
information or data

is the average quality score procurement professionals would give 
their data which could improve if suppliers were faced with a single 
portal only, as it would encourage them to engage more regularly

78%
of procurement professionals rate themselves as ‘excellent’ or 
‘best-in-class’ to do business with
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7%
Average supplier master 
data record needs 
changes once a year

16%
Average supplier master 
data record needs changes 
three to five times a year

77%
Average supplier 
master data record 
needs changes 
twice a year

MOST RESPONDENTS FELT THAT CHANGES TO THE AVERAGE SUPPLIER’S MASTER 
SUPPLIER RECORD WERE NEEDED TWICE A YEAR

The profession is moving away from cost 
savings, to looking at the complete value 
chain. Efficiency and speed are important, 
but agility and supply chain resilience are 
the priority.

The objective is to have suppliers return 
again and again. If this is not achieved, 
the data becomes obsolete.

Stephane Sacherer, Associate Director, 
Global Procure to Pay at Mondelez

Tom O’Byrne, Head of Supply Chain Development at Qinetiq

WHY IS THIS 
SUPPLIERS’ 

EXPERIENCE? 

Enterprise priorities remain 
too focused on internal goals

Fixing communications: 
A persistent pain point

Six obstacles to Supplier 
Experience Management

Too many CPOs still focus on cost 
management which negatively impacts 
their relationships with suppliers. 

Similar to personal relationships, suppliers 
will go the extra mile if they are satisfied with 
the organization's approach and service.

Investment in supplier experience and supplier 
satisfaction provides both a direct and an 
indirect ROI for those organizations prioritizing it.

WAYS TO INCREASE SUPPLIER ENGAGEMENT RATES:

• Streamlining onboarding
• Reducing the number of systems and entry points for data

Digital transformation and automation

Operational efficiencies

Contribution to margin growth

Team skill improvements

Cost savings

Supplier risk management

Streamline supplier facing tools

Supplier performance management

Improvements in data (e.g. quality, accuracy or collection)

Improve service levels for suppliers / supplier satisfaction

Feedback from suppliers (NPS)

81%

75%

74%

25%

18%

13%

5%

5%

3%

1%

0%

PERCENTAGE OF RESPONDENTS RANKING THE FOLLOWING AS A TOP PRIORITY WITHIN THEIR TOP 3

Organizations often do not have a designated person who owns the 
end-to-end experience for the suppliers. Who oversees communication 
with suppliers? Who can suppliers contact if they need to?
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TOP AREAS THAT 
ORGANIZATIONS 

SAY THEY NEED TO 
IMPROVE TO MAKE  

DOING BUSINESS WITH 
THEM EASIER FOR 

SUPPLIERS

Supplier-centricity requires both cultural change 
by procurement leaders and a dedicated 
communications point for all enquiries.

The level of organization’s supplier-centricity 
is measured through cultural mindset of the 
organization towards suppliers and technological 
framework to facilitate a supplier first approach.
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82%

16%

2%

MOST PROCUREMENT PROFESSIONALS ONLY ASK SOME 
SUPPLIERS FOR THEIR FEEDBACK ONCE A YEAR

WHEN WORKING WITH SUPPLIERS, WHAT IS MOST 
IMPORTANT TO YOU?

Negotiating the best price

Ensuring quality of goods/services

Supplier's ability to supply and provide customer service

Establishing a genuine partnership

Being able to support their growth and success

Being able to work on joint innovation projects with them

99%

95%

48%

43%

9%

6%

TOP 5 BIGGEST OBSTACLES TO IMPROVING SUPPLIER 
EXPERIENCE OR REL ATIONSHIP MANAGEMENT

Regional or local requirements

Quality of data on suppliers

Interdepartmental communications and information sharing

Too many manual processes or exceptions

Lack of skillsets to analyse data

82%

72%

62%

52%

34%

Supplier satisfaction is low on the list of 
priorities due to internal pressures facing 
procurement teams.

The results suggest cultural rethinking is 
needed to improve SX and SXM, to view the 
experience through the lens of the supplier.

Maturity Model: A framework 
for change
The Supplier Experience Maturity Model helps to answer, ‘To what extent do our current priorities and 
practices set up our suppliers, and our teams that work with them, to be successful?’

In the same way as employee and customer 
experience refocused on creating more value 
for the subject involved, exactly the same 
needs to happen with supplier experience 
and supplier experience management.

Many organizations 
struggle to prioritize 
SX and SXM internally 
as they, “still believe 
that taking care of 
the biggest, most 
profitable, and 
strategic suppliers, as 
it was years ago, is the 
most viable solution.

Costas Xyloyiannis, 
CEO of HICX

Supplier Experience 
Management is 
about accepting this 
shift around seeing 
all suppliers, with a 
big emphasis on ‘all’, 
as true partners 
and then, focusing 
on doing whatever 
we can do to 
set them up 
for success.

Costas Xyloyiannis, 
CEO of HICX

Costas Xyloyiannis, CEO of HICX

Sentiment of practical ability to support supplier experience first approach
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THE SUPPLIER EXPERIENCE MATURITY MATRIX, DISTRIBUTION OF RESPONSES 
BY MATURITY LEVEL

Creating 
conditions 
for mutual 
success

There is still a difference between what procurement 
leaders perceive as good versus how this translates 
into an actual end-to-end experience for suppliers.

Internal only view 

Internal first view 

Efficiency view 

Supplier-friendly view 

Suppliers as partners view  

Supplier experience first view 

3%

52%

40%

4%

1%

0%

THE SUPPLIER EXPERIENCE MATURITY MODEL
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Read Full Survey

https://www.hicx.com/webinars/elevating-supplier-experience-how-this-adds-value/
https://www.hicx.com/webinars/building-the-business-case-for-supplier-information-management/
https://www.hicx.com/webinars/building-the-business-case-for-supplier-information-management/
https://www.hicx.com/whitepapers/how-to-connect-supplier-data-silos-and-empower-new-tech/
https://www.hicx.com/whitepapers/how-to-connect-supplier-data-silos-and-empower-new-tech/
https://www.hicx.com/whitepapers/supplier-experience-survey-report/
https://www.hicx.com
https://www.hicx.com

