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CCM: the state of play: increasing challenges

Challenges: driven by Complexity...

Building on Shifting Sands
Growing uncertainty & volatility

Unforeseen External Disruption
Material shortages, etc

Accelerating Rate of Change
Decisions pressured & rushed

Strategy vs Events
Plans can't keep up with reality

Capability Lagging Behind

Including recruitment / retention issues

etc, etc

Complexity is...:

— Fundamental to today’s world
— VUCA — C-UVA

— People and organisations

— Interconnectivity and information
— “Emergence” (change)

— Unpredictability, disruption, risk

... accelerated / fuelled by technology
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CCM: the state of play: increasing challenges

...experienced as “PESTLE”... BT [e[-Te BioR o)VAalo)ANY/=RV o174

Challenges: driven by Complexity...

Building on Shifting Sands
Growing uncertainty & volatility

Unforeseen External Disruption
Material shortages, etc

Accelerating Rate of Change
Decisions pressured & rushed

Strategy vs Events
Plans can't keep up with reality

Capability Lagging Behind
Including recruitment / retention issues

etc, etc

Political
Re-election of Trump, Brexit, etc

Economic
Trump’s tariffs, 2021-2022 inflation crisis, etc

Social
ESG, DEl, sustainability, etc

Technological
ChatGPT, DeepSeek, etc

Legal
Diverging regulatory climates, etc

Environmental
Climate change, etc

© New Information Paradigms, 2025

More Required with Less
Overload, stress, etc

Silos & Barriers
Collaboration & efficiency hindered

Lost Faith in Leadership
Front line frustration

Key People Not Heard
Issues & warnings missed

Contracts vs Relationships
Impeded relationship / commercial outcomes

etc, etc
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CCM: the state of play: struggling relationships

@ A
_________ 39%

P peatising  SUCCeSSFUl oo vl threats:

Expectations

— Unsustainable waste
28% and cost

.. Right Mechanisms M d rg i na l — It’s getting harder

Questioning

Initial . o i
g Enthusiasm’: Earlier Decisions in Place | — 40% profession
_— —— e e S : considering leaving?
©
> Revisiting — Advancement of Al
Difficulties

Expectations

Problems

Abandonjﬁ;nt T ...which is Why
/ Sense of Failure transform ati on
is essential
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* |ntroduction

EMEA Summit | Edinburgh 28t April 2025
* CCM: the state of play
* Value:
o What Value is Value Management
o Why Value is all that matters Transforming the focus, practice and profile of Contract Management

o How Value is what’s missing
Stephen Bruce - Director of Consulting, New Information Paradigms Ltd (NIP)

* Value Management: - with -

Sally Guyer - Global CEO, World Commerce & Contracting (WorldCC)

o Whatitis
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o Making it happen & s Contracting

* The opportunity
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Value: what Value is

* Significantly misunderstood

* “Value” as a noun / “thing”: What do you most associate with the word “value”?
(Choose up to three)
o Known in advance and fixed

Efficiency /

@) Property of what we do effectiveness

Perceptions / feelings

o Created and supplied

Risk mitigation

* Focus becomes distorted:

Tangible cutcomes /
benefits

Price / cost

o Capability and best practice
. Custi /
o Price and cost T etefaction

Sales / stock

* Lose sight of: exchange ratings
Holistic impact (e.q.
social equity)

o Value flows from the end customer

Mot sure
o Value is primarily subjective oo 0% 0% S0% 80%
o Value changes and is unpredictable @ Value Management from
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Value: why Value is all that matters

* Obvious?

o Motivation and engagement

» Effective response to Complexity:
0\
(==

o Prioritisation and decision-making

o Catalyst for innovation

* Reinvigorates / realigns organisations

* Empowers people

* The root of collaboration...

awyedaq / uoising l.
uawyedaqg / uoisig l.

Resilience

JuawIeENq oIsng

...but not properly in focus:

o Across relationships Coherence

o Within relationships
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Value: why Value is all that matters

Obvious?
Which functions are most responsible for understanding,

: L defining and staying focused on what is most important to
Effective response to CompIeX|ty. your organization? (Choose up to three)

o Motivation and engagement

Legal

o Prioritisation and decision-making Finance

Contract / relationship

o Catalyst for innovation management

. . . . . Procurement
Reinvigorates / realigns organisations

Operations / IT

Empowers people I Senior management

The root of collaboration... None of them

All of them

...but not properly in focus:

Something else / not
sure

o Across relationships 0% 20% 40% 60%

o Within relationships
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Value: why Value is all that matters

Obvious?

Effective response to Complexity:
o Motivation and engagement
o Prioritisation and decision-making

o Catalyst for innovation
Reinvigorates / realigns organisations
Empowers people

The root of collaboration...

...but not properly in focus:
o Across relationships

o Within relationships

© New Information Paradigms, 2025 New Information Paradigms
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Value: why Value is all that matters

* Obvious?

Identity / Purpose

» Effective response to Complexity: inspiration

People:

Discernment,
passion and

responsibility

o Motivation and engagement
Values
o Prioritisation and decision-making Vision

uolnelidsul

Beliefs

o Catalyst for innovation _
Understanding

* Reinvigorates / realigns organisations —
Capabilities

« Empowers people Machines: Language
. Al and astonishing .
® The rOOt Of CO”abOFatlon . Computationa| Blﬁpcﬁ,vr;]oal%irgn

m
x
@
9]
c
=3
o
S

power

...but not properly in focus: Transactions

Data

o Across relationships

o Within relationships
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Value: why Value is all that matters

Obvious?

Effective response to Complexity:
o Motivation and engagement
o Prioritisation and decision-making

o Catalyst for innovation
Reinvigorates / realigns organisations
Empowers people

The root of collaboration...

...but not properly in focus:
o Across relationships

o Within relationships

© New Information Paradigms, 2025 New Information Paradigms

Empathy: “...the ability to take on another's perspective, to
understand, feel ... share and respond to their experience.”

Empathy — understanding — alignment — collaboration — trust
Empathy is lacking in commercial relationships (WorldCC data):

—  77% of suppliers question customers’ claims they want to
collaborate

!

95% of suppliers feel price is customers’ primary driver

“Buyer behaviour is driven by a belief that suppliers care most
about revenue and margin... Suppliers say that they seek
customers who offer opportunity for growth, readiness to innovate
and that enhance their reputation”

!
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Value: why Value is all that matters

* Obvious?

» Effective response to Complexity:
o Motivation and engagement
o Prioritisation and decision-making AN

o Catalyst for innovation

* Reinvigorates / realigns organisations

Value

* Empowers people

* The root of collaboration...

...but not properly in focus:

o Across relationships

o Within relationships
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Value: why Value is all that matters

* Obvious?

° i itv- How confident are you that those involved in your commercial
Effective response to CompIeX|ty. relationships are clear and aligned on the Things That Matter?

o Motivation and engagement

o Prioritisation and decision-making

o Catalyst for innovation

30% —

* Reinvigorates / realigns organisations
20% —

* Empowers people

* The root of collaboration... 10% [~
e ...but not properly in focus: | | i _.
. . Not sure Not at all Not too Fairly confident fVery confident§] Extremely
o Across relatlonshlps confident confident confident

o Within relationships
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Value: how Value is what’s missing

Relationship Management Approaches

C mgdy  J[  Fexbiy 3

Contracts Standards Methodologies Tools Principles
Clauses ISO .
Best Al & Relational ISO
mandate etc
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Value: how Value is what’s missing

Relationship Management Approaches

C mgdy  J[  Fexbiy 3

Contracts Standards Methodologies Tools Principles
@ Value Management from

Clauses ISO

to define / 44001 Best Al&
Practice Tech

mandate etc
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Value Management

Introduction

CCM: the state of play
Value:

o What Value is

o Why Value is all that matters

o How Value is what’s missing
Value Management:

o Whatitis

o Making it happen

The opportunity

EMEA Summit | Edinburgh 28t April 2025

Value Management

Transforming the focus, practice and profile of Contract Management

Stephen Bruce - Director of Consulting, New Information Paradigms Ltd (NIP)
- with -

Sally Guyer - Global CEO, World Commerce & Contracting (WorldCC)
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Value Management: what it is

Deloitte Business Chemistry
Source: ASAP Handbook Supplements:

— BioPharma (p50)

(Quadrants slightly re-ordered)

Pioneers
“Seek possibilities”
and “spark energy
and imagination.”

Drivers

“Seek challenge”
and “generate
momentum.”

Guardians

“Seek stability” and
“bring order
and rigor.”

Integrators

“Seek connection”
and “bring teams
together”

e .

[ Complexity >

© New Information Paradigms, 2025
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Value Management: what it is

Value

Deloitte Business Chemistry
Source: ASAP Handbook Supplements:

— BioPharma (p50)

(Quadrants slightly re-ordered)

9
&
&

Pioneers
“Seek possibilities”
and “spark energy
and imagination.”

Drivers

“Seek challenge”

and “generate
momentum.”

Guardians
“Seek stability” and

Integrators

“Seek connection”
and “bring teams
together”

“bring order
and rigor.”

e .

[ Complexity >

© New Information Paradigms, 2025
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Value Management: what it is

Drivers

“Seek challenge” . .
i Visionary
momentum.”

— Imagines bold, inspiring, and
ambitious futures

— Constantly questions current
thinking

— Anticipates future trends and
possible scenarios

— Refuses to accept assumed
boundaries of what is possible

— Offers a sense of meaning and
passion to drive toward goals

Profiling of Values

— Inspires others, encouraging
buy-in and ownership

— Takes a holistic view of the
future and broader picture

— Fosters forward-thinking
leadership, encouraging
contributions

Collaboratiye
2|qel’0s

Integrators.

Guardians .
0 “Seek connection”
e Saln o e @ Value Management from

“bring order together”
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Value Management: what it is

Drivers
“Seek challenge”
and “generate

momentum.”

aAnnedwod

nN

()]

o
(2}

[
o

o

Guardians
“Seek stability” and
“bring order

Integrators.
and rigor”

“Seek connection”
and “bring teams
together”
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Value Management:

what it Is

scope &
surface

Things That
Matter

e— s R s o
capture
& refine -

Jhn
Tﬁiﬁgs That
Matter —,e
into Value Codes

_measure &
progress

Things That
Matter
with Online Diagnostics

New Information Paradigms, 2025
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scope &
surface

Value Management: what it is Ting

* Things That Matter:

O

O

O

©)

O

* (et to the heart of each situation:

©)

O

O

Underlying values “applied”
Between abstract and actionable
Value as noun < Value as verb
Different “outlooks”™: + < -

Situation-specific

Simple, intuitive, engaging
Immediately relevant

Beginning of empathy

Towards positive, e.g.:

* “Full transparency of pricing data”

* “Be supplier of choice to x”

* “Agree and demonstrate shared behaviors”

Away from negative, e.g.:

* “Supply shortages in APAC”

* “Added value not being recognized”

* “Overspend going beyond agreed thresholds”

@ Value Management from

NP A
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Value Management: what it is

~ capture
& refine

Th'i.;%gs That
Matter ~ hG

into Value Codes

!

Label: Accuracy of pricing information _ Written-up Th|ng That Matters

Short
Description:

Source:

Date:

Detail:

Comments /
Reasoning:

Despite contractuol promises ond processes,
supplier's pricing information frequently has
mistoKes and is out of date. There is adso

no one eledr communicOtion chonnel for it

Relotionship Issues diognostic
May 2021

The issue potentiodly originates (ot least at
times) further down the supply chain, but
the customer is frustrated as this is howving
on gperadiondd impact; ord +A9/ are
reporting o lack of |accountabilify from
leaders.

Customer reports Aowing to moke multiple
requests; supplier s0ys requests are
wiredsondble.

Frustrations here are intense — integrity
and competence of supplier is beiny codled
into guestion.

Topics = Value Codes:

— Exchange of Information

© New Information Paradigms, 2025
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Value Management: what it is

Value Code Template

Leadership Accountability

How readily - and how far - Ieaders are accountable and responsible, the scope of

~capture
& [,gfj ne -
Things That

Matter
into Value Codes

Strug'gling
Leaders often pass
the buck and poor
behaviors go
unchallenged. Some
measures
considered, limited to
results. Reviews are
ad hoc and
perfunctory, rarely
leading to change.

Label and
to change. Description
. . -~
Performmg Exceeding
Leaders are mostly Leaders reliably held
accountable, although accountable for
some issues remain behaviors and style,
with style and as well as results. .
behaviors. Some Measures go beyond Evaluation
measures in place, results. Regular
mostly limited to formal reviews are Statements
results. Infrequent complemented by
formal reviews, and other review methods
some change results

that contribute to

Things That Matter

change.

Accuracy of Pricing Information

=

A\

| Related Things
That Matter

@ Value Management from
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capture -

~ &refine

Th'i.:ﬁgs That

Value Management: what it is =

Things That Matter:

— Accuracy of Pricing Information
— Improving Communications

— Accurate Scope 3 Emissions Data
— Concerns about Leadership

— Consistency of Messaging

— etc, etc

Matter
into Value Codes

Value Codes:

» — Quality of Information

— Exchange of Information

» — Supply Chain Visibility

>I—> Leadership Accountability I

AN

N

— Meetings & Planning

— Communication Frequency / Mutuality
— Direction-setting / Behaviors
— Engagement with Employees

— etc, etc

@ Value Management from
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= e
— capture--

=& rﬁgf'.l ne -
= Things That |

Matter
into Value Codes

if
i

fi

Value Management: what it is

Value

@ Value Management from
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Value Management: what it is

Value

% F
/e 0
Q, % & O

| Complexity >

© New Information Paradigms, 2025

capture
-~ &refine -
= Things That

Matter —
into Value Codes

| — e
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fo— e e
capture -

& ggfine-
Value Management: what it is
Identity / Purpose
Inspiration
Values...

...that shape Value Values 7
Vision !
2
Beliefs ) S

Things That Matter... Understanding
...that express Value Capabilities !

Language

Behaviours
Information

Londurshin nceaumasity

=== = === Value Codes...
- ...that measure Value

uollndaXxy

Transactions
Data

@ Value Management from
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__measure &
progress

Value Management: what it is S

with Online Diagnostics

Relationship Management Approaches

C mgdy  J[  Fexbiy 3

Online Diagnostics to factor out....

) S

Contracts Standards Methodologies Tools Principles

Clauses ISO Best Al &

R Iatm I IS0
to define/ 44001 Pt
mandate etc

S ——)

Online Diagnostics to leverage...

@ Value Management from
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—measure &
progress

Things That

Value Management: what it is

Evaluation c

Contractual Relationships Statem e n tS
by Stephen Brfjice - Accepted @ m

omments |2 Scphentrue |

Online Diagnostics: Al

© Guidanc Value (Why) @ People (Who) Methods (How) @

— Clear and engaging Ul et et — ¥ . . e

The extent to which leaders are present and treat Performihg
ey ef

ly direct
e and how far Leaders mosthibresent,
engaging with emglavees on an
ad hoc basis to smmna bly
in touch. They generally
motivate and treat people
consistently, give adequate
direction, supervision and
encouragement, and provide
some opportunities to give
feedback and input, even f this
isn't consistently acted on

people well, whether the
per

— Rich reporting
Labels &

— Scalability Descriptions

— Immediate Benavioral Mmagemet - ——r
Weniifying, darifying asrecing and mensging [ — T — )
'ground rules' and acceptable ways of working to ¢
Support he relatonship, andthe exten o which Sandids ot deare dor
these are adhered to. o g 5
dominate and frustrate

the relationship.

— Secure / discreet

— Inclusive

— Transformative

gement from

AP~
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Value Management: what it is e

O n I I n e D I ag n OStI CS : ARC Contractual Relationships
SHOWINg: All Relationships | AllSections | All Questions [ % secings | coBNNN

— Clear and engaging Ul

A\ Relationships 7= Sections = Questions £ Comments A Respondents
ments Score Distributions Perspective Gaps

— Rich reportlng Average Scores  Respondent Scores

Average Score Distribution

Relationship Count [Customer] Relationship Count [Other Organisations]

— Scalability Y i T ‘ : |
— Immediate

— Secure / discreet

— Inclusive

— Transformative

Vianagement from

NP~
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Value Management: making it happen

e Start with (mis-)alignment

Respondent Evaluation Distribution
@ NotAt All

H H H Evaluation Level Count % i
* Which focus / diagnostic? S Mty
0 10 20 30 40 50 60 70 80 90 100 Mostly

o Lifecycle stage . T

Transiormation siretcoy |

o Organisational perspective

o Priorities B I —
—>  womer [
® Case for Change Strategic Goals -_

* Widen engagement E— T
* Embed, spread and scale e
* The “Value Management Function”: Oecsn kg ?

o Information platform - =

o Reconceiving “leadership”

o Teams over hierarchies

@ Value Management from

o Complexity-aware, People-Centred, Value-led I\‘I I
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Value Management: making it happen

Contracting lifecycle:

Identity / Purpose
Inspiration

Values...
...that shape Value

Values
Vision

Beliefs )
Understanding

A
Wﬁ#
]

5
T
g
S
)

Things That Matter... ) T 1 1
...that express Value Capabilities Aneiiics
Language )
o
o Bl‘epaviou_rs g Perspective: s
““““““ Value Codes... nformation S
‘‘‘‘‘‘‘ ...that measure Value Transactions ® ® ® ®
Data =) =] B (=)
PRIORITIES: o g & S 8 s s o
— Culture — Governance — Communication sr&—==—>s |z |l2 |l 2]l
— Mindset — Processes — Capabilities e HIERIERIRRIE
. xle SIENIERIERIE
— Strategy — Structures — Risks S| F [ F][F ][5
— Learning — Transitions — Metrics —
@ Value Management from
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Value Management: making it happen

e Start with (mis-)alignment
*  Which focus / diagnostic?
o Lifecycle stage

o Organisational perspective

o Priorities
* Case for change
* Widen engagement
* Embed, spread and scale

* The “Value Management Function”:
o Information platform
o Reconceiving “leadership”

o Teams over hierarchies

Hierarchies by default
Plan and manage
Respond to change
Efficiency

Develop capability
Implement

Impose sense / meaning

Value Management

Networked teams
Adapt and self-organise
Harness change
Effectiveness

Exercise competence

Iterate

Discover sense / meaning

1

Channel and control

M

o Complexity-aware, People-Centred, Value-led

© New Information Paradigms, 2025
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rhe opportunity
———
Building on Shifting Sands Political More Required with Less

e |ntroduction el

p E i Silos & Barriers
Material shortages, elc. Trump's tarifs, 2021-2022 inflation criss, et Collaboration & efficiency hindered

Accelerating Rate of Change Social Lost Faith in Leadership
° C C M . th t t f I Decisions prassurad & rushed ESG, DE!. sustainability, stc Frant lins frustration
. tnhe State o1 play TETRER Technologica Ky Poopl Not Heard
Plans can't keep up with reailly CatGPT, DeepSeek, etc Issues & warnings missed
Capability Lagging Behind Legal Contracts vs Relationships

Ineluding recruitment / ratention issuss Diverging regulatary climates, etc impedad refatianship / commercial outcomes

e Value: o SR —

Climate change, et

o What Value is

Identity / Purpose
Inspiration

Discernment, Values A

o Why Value is all that matters i o g
BUerlllg{esrstanding 1

o How Value is what’s missing Machines: enabiites .

A omputational” Bonaviows  H

* Value Management: Transacions

O W h at |t iS Relationship Management Approaches

CEE—TTEE—
o Making it happen _ <

* The opportunity ‘e @
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The opportunity

Introduction

CCM: the state of play
Value:

o What Value is

o Why Value is all that matters
o How Value is what’s missing
Value Management:

o Whatitis

o Making it happen

The opportunity

EMEA Summit | Edinburgh 28t April 2025

Value Management

Transforming the focus, practice and profile of Contract Management

Stephen Bruce - Director of Consulting, New Information Paradigms Ltd (NIP)
- with -

Sally Guyer - Global CEO, World Commerce & Contracting (WorldCC)

NP 2

New Information Paradigms

c World Commerce
&Contracting © Hiw tnformation Parsdigms; 2025
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The opportunity

* |ntroduction

Next Steps:

* CCM: the state of play _, **Free Diagnostic**

* Value: .
— Talk with me!

o What Value is _
— Watch our WorldCC webinars

o Why Value is all that matters

o How Value is what's missing ﬂ,‘ *°3es 03730
* Value Management: % éf%fﬁ“

o Whatitis %’&f&

- - g.““ &. L X J .0.3 :

o Making it happen o ’gr'
= stephenb@nipltd.com

‘;L,;!-n 35°

* The opportunity D0 Y
..!. Value Management from
] e % ’

NP A
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Stephen Bruce

managevalue.co.uk




