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Obsah prednasky

Zakladni terminologie

Dulezitost (uloha) nakupu

Nakupni Cinnosti

Vyspelost nakupu

Budovani nakupu jako strategicke funkce
Nakupni strategie — rozhodnuti, tvorba
Organizace nakupu
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Hodnoceni dodavatelu
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Nakup — zakladni vymezeni

O ,nakup predstavuje soubor ¢innosti, jefichz cilem je zabezpecCeni vyrobni,
obchodni a jiné ¢innosti organizace poZzadovanym sortimentem vyrobkd,
polotovart, surovin, energii, obalu aj. a sluzeb v poZzadované kvalité, v
pozadovany ¢as, na pozadované misto pri ekonomickych nakladech.” (Gross,
Grossova, 2006, s. 9)

O ,To acquire goods, works or services from nominated supplier” (Johnsen et.al,
2014, str. 8)

O Purchasing vs. Procuremenet vs. Supply vs. Sourcing

O Purchasing management vs. Supply management (chain)

O Je tfeba od sebe odliSit

e Nakup jako funkce
e Nakup jako oddéleni
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funkce

« Corporate
procurement officer
(CPO)

« Strategicky nakupdi
« Purchasing engineer
* Projektovy nakupci

« Materialovy
planovad/nakupci

« MRO nakupci

zodpovédnost

Developing corporate purchasing policies, strategies,
systems, reporting.

Strategic commodities — large volumes, high
investment projects and services. Responsible for
developing sourcing strategy for key commodities.
Long planning horizon.

New materials and components. New suppliers.
Discussing specific requirements, market research,
selection of suppliers, negotiations. Work on

decentralized level. Liaisons between purchasing and
R&D.

Similar to purchasing engineer but focus on
equipment and services or projects.

Materials planning and ordering, order handling —
ensuring material supply, calling off materials against
annual agreements. Vendor rating - monitor and
control suppliers quality and delivery performance.

MRO supplies — management of the entire assortment
of MRO items with regard to overall performance
rather than just price focused.

Tzv. LEAD BUYER A LOCAL BUYER (v
pripadé nadnarodnich spoleCnosti)




Nakup v podnikovém systému

( Firm Infrastructure

o Human Resource Management

A Technology ‘S
L Procurement

Inbound

Outbound ~ Marketing &
Logistics

Operations ogisics Gles

S
Service §
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Cile nakupu

O/Zajistit kontinuitu dodavek

Oridit nakupni proces efektivhe a ucelne

ORozvoj managementu dodavatelskych
vztahu

Orozvijeni spolecnych vzajemne propojenych
cilu internich funkCnich stakeholderu

OPodpora dosahovani cilu podniku

O Tvorba nakupni strategie podporujici
podnikovou strateqii




Rozmer, dosah, obsah nakupu
OOperativni

e monitoring dodavek
e tvorba objednavek
e sledovani vyrizovani objednavek...

OTakticky

e administrativa celorocnich smiluv s dodavateli,
¢ hodnoceni stavajicich dodavatell
e pfiprava podkladu pro vybér novych dodavatelu

O Strategicky

e “Strategic purchasing is the process of planning, implementing,
evaluating, and controlling strategic and operating purchasing
decisions for directing all activities of the purchasing function
foward opportunities consistent with the firm's capabilities to
achieve its long-term goals” (Carr and Smeltzer, 1997)

O http://www.kensington.cz/nakup.pdf I\II U I\I I




Key subprocesses of procurement

Figure 9.2 Procurement strategic sourcing, ordering cycle and managing supplier U I\I I
relations




Global Procurement Processes

Day-to-Day Purchasing Process
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Diverse Suppliers Addressable Contracted Directs PO

Spend Overview

Other Suppliers Non-Addressable Non-Contracted Indirects Non-PO
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Procurement catalog process

s O
£ °c Define the
535 procurement
G 8 ﬁ 2 category
= hierarchy*®
£Ea d
D5 o
c = : Assign product and
T = Manually defin A
g % % % Select vendors for In:'f[;:: Eml::_ls parGL;ir};mzfnte Defineg pmduﬂf vendor attributes to
5§85 o the catalog® details™ procurement
EcPa catalogs® products+ )
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o Eo
4
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T 5 Download catalog Submit catalog
o 2 template* data*
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I
z Y
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o Create the . Add access to :
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* Prerequisite

+ Prerequisite for products
that are not received
electronically from the
VEndor
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Nakupni proces

O predikce budoucich potreb (strategie a plany, znalost vyvoje trhu)
O poznani, zjisténi potfeby (objednavaci system)

O identifikace nezbytnosti, charakteru a rozsahu potreby

O kupni rozhodnuti

O specifikace vyrobku nebo sluzby

O vyzkum nabidek - nakupni vyzkum trhu (dodavatel()

O volba dodavatele (nabidky) - kriteria

O rozhodnuti a formulace podminek dodavek, zadani objednavky
O logisticke aktivity pfi vstupu dodavky do podniku

O kvantitativni a kvalitativni prejimka dodavky, pfripadna reklamace
O financni vyporadani, uhrada dodavky

O hodnoceni vykonu dodavatele

MUNI




Purchasing maturity in purchasing

process

Managing
supplier
relations

Figure 9.2 Procurement strategic sourcing, ordering cycle and managing supplier
relations

14.1%:

31.2%

37.8%

17.0%

Other (raining intelligence
gathering, etc.)

Supplier relationship
managtmenl

Strategic sourcing

Procure-to-pay and
aperational
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Jak vypada cinnost nakupniho
oddéleni v ruznych fazich vyvoje

Best practice

resource needs and create
capacity to focus on sourcing

Machine-like set up that can be
integrated in a shared service
environment, sometimes outside
of procurement

Major driver of emergence
of procurement, focus on
penetrating pools of external

Initial steps after tenders,

| How visible is
procurement?

handled and other volume
metrics, order process

compliance

Move to financial benefit
measurement; savings,
contract coverage, business
alignment

Less advanced Average
ﬂperatl:}rls. | ?[_ih;n:larh age of procure- AuLUmatm-g to reduce
focus ment as a clerical function
that processes order forms
and purchase admin
Sourcing One-off negotiations with
agenda existing suppliers, no
strateqy of consistent focus,
hardly any tendering spend
Supplier Hardly any; imposing their
relationship process for interacting, perhaps some limited
management back-office centric feedback and catch ups
practice
. Top KPis MNumber of purchase orders

Few areas of external spend
untouched, most sourcing
projects updated several times
aiready and more focus on
relationships with suppliers

Major rebalance in resourcing
and talent mix, top2tops, joint
action planning, etc. 1o capture
PrEemium access

Expangion into value and
multidimensional metrics; cost
effectiveness and TCO, innovation,
sustainability

Mot too prominent One-off
negobiations

Elevated profile based upon
savings, potential tenders,

framework agreemenis

Relationship meetings, focus be-
yond the contract and on work-

invg together for the long run
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Modely nakupni vyspelosti

Stage 2

Stage 3

1V literature popsano 12

‘Reck and Long (1988) |Passive Integrative |-

\Independent |Supportive

m Od e | 0 N é ku p N |’ Syson (1989) Clerical _ Commercial Strategj_c - -
(transactional) (proactive
. . focus)
VyS pe I OSt| Bhote (1989) Confrontation  |Arms length |Goal Full -
congruence | Partnership
« Freeman and Cavinato |Buying (at low |Purchasing | Procurement |Supply Facilitate
[ ] th e I eve I Of (1990) prices) acquisition |networks
Cammish and Keough |Serve the factory |Lowest unit  |Co-ordinated |Strategic -
. . . (1991) cost purchasing procurement
p rOfeSS iona I ISM IN th e Van Weele (1992) Operational / Commercial |Logistic Strategic -
admimistrative  |orientation orientation orientation
. . ” orientation
p u rCh asin g fU n Ctl on. Burt and Doyle (1993) |Reactive Mechanical |Pro-active Strategic -
supply
. managetment
( ROZG me |J er ’ Va n Wee I e y Keough (1993) Serve the factory | Lowest umit  |Co-ordmated | Cross World class
cost purchasing functional  |supply
purchasing  |management
an d Weg g eman (2 0 0 3 ’ p * |Monczka and Trent Manufacturing  (Price buying |Consolidation Integrated |-
(1995) support strategic
7 ) sourcing and
supply chain
management
Chadwick and Clerical Commercial |Supportive Strategic -
Rajagopal (1995)
Van Weele et al. (1998)|Transactional |Commercial |Purchasing Process Supply | Value
orientation orientation Co-ordination |orientation |Chain |Chain
orienta |orienta
tion  |tion
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I 1




Keough model
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Procurement maturity of companies
2014

2015 Al

36i%

29%

23%
20%

10%
AL 5% 4%

Serve the factory Lowest unit cost Coordinated Cross-functional World-class
purchasing purchasing Supply Management

Procurement maturity per sector (2015)
Utitities

Mining

35
34
34
34
i3

Information
Wholesale Trade

Accommodation and Food Services

Scientific and Technical Services 3.3

Fimance and Insurance 3.2
Health Care and Social Assistance 3.2

Manufacturing 3.7

|
|
|
f
I
|
|
|
f
|

Arts, Entertainment and Recreation : 33

|
f
|
I
|
[
|
[
131

Public Administration
Educational Services 2.".—'.II
Retail Trade 2.7
Transportation and Warehousing 27

Construction 2.6

I
|
|
|
|
|

Agriculture, Forestry, Fishing and Hunting 2.3 : I\II U I\I I
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Zakladni pristupy k nakupu

ONakupu jako iniciatora zmen - proaktivni pristup
ONakup jako prijemce zmen - reaktivni pristup

Tabulka ¢. 1: Rozdil mezi reaktivnim a proaktivnim pristupem k nakupu

Reaktivni ptistup k nakupu Proaktivni pfistup k nakupu

Nakup jako nakladové stiedisko Nakup pfinasi hodnotu

Nékupu jsou predavany  specifikace | Nakup (a dodavatelé) se podileji na

(vytvotfené uZzivateli €i designéry) specifikaci

Nakup odmitd defektni dodavky Nakup se vyhyba defektnim dodavkam

Nakup podléha financim a vyrobé (ve smyslu | Nakup je hlavni fidici funkci

oddéleni pozn. autora)

Nakupujici reaguji na podminky na trhu Nakup pfispiva k vytvareni trhu

Problémy jsou spojeny se zodpovédnosti | Problematické jsou sdilené zodpoveédnosti

dodavatele

Cena je klicovou proménnou Celkové naklady a hodnota jsou klicovou
proménnou

Diiraz na pfitomnost, na dnesek Diiraz na strategiCnost

Systémy nezavislé na dodavatelich Systémy mohou byt integrovany do systému
dodavatell

Vyjednavani vyhra/prohra Vyjednavani vyhra/vyhra

Mnoho dodavatelii znamena bezpecnost Mnoho dodavateli znamenaji  ztracené
prilezitosti

Vysoké zdsoby znamenaji bezpecnost Vysoké zasoby znamenaji plytvani

Informace znamend moc Informace ma hodnotu, pokud je sdilena

Zdroj: Baily aj. (2005, s. 12)




Smer rozvoje nakupu

O Step-wise development of purchasing on the

following characteristics:
O Integrated final stage

O Management is actively involved in purchasing strategies and tactics,

organized around team-based structures

O Organizational status of purchasing

O Centralization often leads to some form of coordinated purchasing

O Supplier management

O From reactive purchasing, via proactive purchasing, to relationship
management

O Supplier relationships

O Reduced number of (preferred) suppliers and closer relationships

OFaze vyvoje nakupu byvaji autory zachyceny tzv.
modely nakupni vyspélosti - Purchasing must
become supply management (Kraljic, 1983)
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Prevazujici pohled na nakup jako
na nakladovou usporu

"1Cost savings to provide supply chain competitiveness
(especially in the industries with narrow margins,
price sensitive markets, if focal firms have high
procured value ratio)

1, To view procurement as a cost savings activity only is
to sentence one's company to competitive failure. Many
firms are only now recognising that by leveraging the
expertise of their supply base, gains can be made that
lead to a sustainable competi-tive advantage.(Cousins
and Spekman, 2003)

MUNI




Roles of procurement

Revenue from procurement service
Maturity in external benchmarks
shareholder value generated
Supplier innovation contribution
Contribution 1o revenue generation
Savings per employee

Delivery accuracy

Spend per employee |
Procure-lo-pay processing accuracy
People development

Top tier supplier spend volume - £

% compliant spend

Procurement RO

Payment Lerms

Procurement costs

Supplier performance

% spend under management £

Cost avoidance

Caost savings

0% 10% 20% 30% 40% 0% 60 /0%

Figure 9.5 KPls used in 2010 by 200+ respondents to Procurement Intelligence
Unit survey
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Jak zbudovat efektivni nakup?

1What should be done and followed when providing purchasing function:

1.Align procurement internally towards its broader strategic role within the focal firm
before turning to supplier relations.

2.Involve procurement early and fully in supply chain design and development, not
just when a contract needs to be drawn up about prices for a supplier already
selected. (strategic sourcing)

3.Focus on total costs of ownership or customer value sought, not solely on price

4.Do not consider the procurement job done when a supplier contract is signed

MUNI




1. Business alignment

It has to be done internally before the supply starts

Communication necessary — procurement professional has to be aligned closely with their
peers in supply chain (to avoid fo example wrong requirement specifications etc.)

What has to be done to leverage the performance ?

Best-practice factors in purchasing Performance improvement, %o

Talent Purchasing capakifities/talent management | ;

: —— 58% explained
Mindset and aspirations i T { by talent!

Strategic influence of purchasing i 116

Purchasing processes/strategies 13
Cross-functional collaboration {12
Knowledge, infarmation management,/TT — |8
Performance tracking 7

Structure of purchasing organisation 13

1-point improvement in overall score | | 100

Figure 9.6 Weight of factors associated with 1-point increase in purchasing
pEr‘[Dl‘ﬂ'rﬂﬂE-E sCore I\ll U I\I I




2. Developing strategies for
procurement categories

_lInvolvement of procurement from the design to
the disposal, across the whole life cycle

"1Strategy created for a category of products or
services

" IWhat are possible categories of grocery?

MUNI




Strategy document for procurement
,category“ include:

Specification of supply chain stakeholders
Overview of current procured value and existing supply base
Analysis of the supply market and supply market trends

s =

Competitor approaches and benchmark performance in the

category

5. Consideration of the need to buy versus the opportunity to in-
source

6. Total cost of ownership considerations

/. Supply-facing strategic options and relevant performance
indicators for this category

8. Implementation and communication plans

MUNI




3. Focus on TCO, not only price

"1Savings, savings — predominant traditional focsu, m

professionals are especialy negotiating lower s :t' > o A
_ « % & Sottware ligences (9% Y, 4 W,
prices — IS IT GOOD? o e e
JImportance of delivery speed, reliability, product
quality — discounts x service level
1Price can be only tip of the iceberg of cost drivers
— other costs are occuring during the lifeccycle of
the product — EXAMPLE of the cost? Bl BN
IProblem to quantify TCO fully — simply consider
them

MUNI




Table 9.2 Total cost of ownership (TCO) summary report

CPC#: POGTB496 HTF:?EGIP::B'IS‘.IﬂH

Volume 100 Compaonent Family: 21

Suppliers: Supplier A Supplier B Supplier C

Price per unit: 98.62 106.48 1047

Lifecycle costsfunit:
Divisional purchasing 1.498 0.899 0,449
Materials engineering 0.288 0.288 0.288
Transpartation 19.955 4,455 0379
Receiving 0.413 0.158 0.073
Inspect/screen 2.281 0.872 0.403
Werk in progress quality 1.422 6.692
Accounts payable 0.033 0.075
Store/select 0.003 0.003 0.003
Deliver to workstation 0.006 0.006 D.006
Waste disposal 0.055 0.055 0.055
After-sale quality

Total (Price + LOC) $124.54 $113.25 $112.86

{Source: After Ellram and SHerd, 1998)
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FIGURE 4.1 Major Categories for the Components of Tota
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Jaké nakladové faktory byste zvazovali v pripadé nakupu novin?

Jaké nakladové faktory byste zvazovali v pripadé nakupu
pocitace?

Table 9.3 Drivers of total cost of ownership (TCO)

| Cost area Cost item Applicable? Yes/No, how?
Purchase price Price
Delivery service Shipping
| Packaging T 3
| Extra :i:a-r;E for express
shipping
Taxes and duties
Warranty Repairs
Service i
Ohperating costs Insurance
Training
Implementation costs Phasing out E;ung product
Dispasing of existing product




4. Supplier relationship management

1Step after signing the contract for particular
category

"1Contract supplier has to be managed (SRM)

1ISRM aims for collaboration with suppliers so that
a focal firm can 'develop new products
competitively and produce goods efficiently' (Park

etal., 2010). MUNI




Steps to SRM

_IThe basic steps to supplier relationship management are:

11 Reduce the supply base.

12 Segment the supply base.

13 Establish policies per supply market segment.

14 Implement vendor rating and improvement planning.

15 Assign executive ownership to most important
suppliers to foster relationship potential.

16 Manage towards customer of choice status.
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Segmentation of suppliers (based on
category)

' IABC analysis (based on Pareto
principle)

"IKraljic portfolio matrix (Kraljic, 1983)

“lcomprehensive portfolio approach for the
determination of a set of differentiated purchasing
strategies.

_IThe general idea is to minimize supply risk and make
the most of buying power

“Iportfolio matrix classifies products on the basis of two
dimensions: profit impact (cost) and supply risk

(complexity of supply market) MUNI




Exhibit I Classifying Purchasing
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Strategy Fortfolio Matrix for GateEson ManasEemEent
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Limits of Kraljic's portfolio
model

1. decisions based on portfolio models are proven to be sensitive to the choice of
dimensions, factors and weights

2. the supplier side of the buyer-seller relationship is a disregarded element.

3. the model does not provide guidelines for moving commodities and/or suppliers
within the matrix, i.e., decisions regarding strategic change.

4. rather generic model by nature, generic strategies (exploit, balance, diversify)

5. it does not provide guidelines for moving commodities or suppliers around the
different categories
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Guidelines to move between
cateqgories of Kraljic’'s matrix

Strategy

What is it?

Result

Capacity deal

The purchasing department
focuses on one supphlier that is
the approved supplier. This
gives the buymng company a
better negotiating position.

Bottleneck items can be
moved to “better bottleneck
items™.

Pooling

Business umnits agree on
standardization, such that the
one standard product can be
bought mstead of different
forms of the same product.

Bottleneck or mnon-critical
items move to leverage items.

De-complex

Make the end product less
complex, but still match with
the needs of the busmess
group or client involved.

Bottleneck items move to
non-critical items.

Purchase card

Specific products that cannot
be pooled are purchased on a
transactional basis.

Non-critical items become
even more non-critical.

Strategic partnership

Assessment of the supplier is
executed on key buyng
criteria that are specified by
the buyer itself. If trust in the
performance of supplier is
high  enocugh,  strategic
partnerships can be
considered.

Move leverage items to
strategic items.

For strategic items: 1t 1s
recommended to wuse this
strategy.

Partnership of convenience

When a supplier does not
qualify as a strategic partner,
the focus will be on efficiency
and cost reduction.

Leverage items stay leverage

items. However, costs can be
reduced.

Supplier development

In the case of non-optimal
strategic  partnership with
under-achieving  partners,
supplier development can
help by mcreasing the quality
of the supplier by traming,

Strategic  ifems  become
leverage items.

Tablee 3.9 Possible strategies fo move commodities inside Kraljic matrix (Gelderman & van Weele, 2002)
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Supplier preference matrix (Van

Weele, 2003)

_JReflects suppliers’ point of
view as a starting position
_IThe account attractiveness
IS a measure for how
important the buying
company is to the supplier.

_IThe relative value of the
business is a measure for
the value of the products to
the buying company

HIGH

Account attractiveness

LOW

Supplier Preferencing

Development Core
Murture client Cosset client
Expand business Defend vigorously
Seek new opportunities High service & response
‘ Exploitable
Nuisance
Drive premium price
Give low attention Seek short term
Lose without pain advantage
Risk losing customer
LOwW HIGH

Relative value of the
business
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Supplier development framework

“lany effort of a buying firm to

Increase the performance and |tz
capabilities of the supplier’ -
" Examples: training programs =
for, employees of the supplier, :
Investments in the supplier and s o« ‘
supplier evaluation, supplier : | A =
education, awarding of a nm—
supplier prize.... . m—
development framework (Humpfrevs ef al., 2004, p.

I U I\I |




Sourcing strategy

[1Sourcing strategy is defined as the approach developed by

the company to procure supplies, for which four elements are

defined as:
[1“the buying policy,

(the number of sources,
the type of source and

I ordering/ operational

— e e
E;DESEoBE

P rocnrement

Othe nature of the company - supplier relationship”

Number of Supplier
Binsing Policy SOLifCaE Iype of Source Relationthip
Subsistence Scole Praprietary informatian Transactional
Morward Single Directed sourcing Ongaing
Volume purchase Multiple Manufacturer versus distributar
agreegment Large versus small

Consignment
Life-of-product supply
End-of-life buy

Minority

Loca’, national, ar intermational
suppliers

Conperative/lsueraged joint venture,
ar integrated supply
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Optimalizace poc¢tu dodavatelu

Rozhoduijici faktory: struktura trhu, velikost dodavatell, vyjednavaci sila dodavateld,
strategi¢nost polozky, mira specificnhosti trhu, pozadavek komplexnosti nakupu nebo
spolehlivosti dodavek, kapacity dodavatell, dodavatelskych podminek.....

1. Strategie koncentrace (single sourcing)

IPfi single sourcingu se redukuje poCet dodavatelt a snahou odbératele je uzsi navazani
obchodniho vztahu s hlavnimi dodavateli pro dany vstup. Casto jsou definovani tzv.
strateqicCti dodavatelé a dalSi ,, v zaloze"

1V praxi casto dochazi k absolutnimu single sourcingu, tj. ze danou komoditu poskytuje
pouze jeden dodavatel.

"1Dle Slapoty pokud néktery dodavatel prekroCi hranici 30 % z celkového nakupovaného
objemu daného produktu, tak miaze dojit k zavislosti na dodavateli a v pfipadé problému
nemusi byt zalozni dodavatel schopny a pripraveny zajistit pozadovany objem dodavek

2. Strategie dodavatelského véjire (multiple sourcing)

"1P¥i aplikaci tohoto pfistupu se vyuziva nejméné dvou dodavatell pro jeden nakupovany
vstup, protoze rozdelenim spotreby na nékolik dodavatelskych firem Ize minimalizovat
riziko preruseni plynulosti dodavek v nestandardnich situacich. Timto rozdelenim podnik
stavi své planovani nakupu na Sirsi, a tim take jistéjsi zakladné.

Zdroj: Slapota, 2005
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Number of sources

1Single sourcing — dependancy, lower TCO
IMultiple sourcing — spread of risk, lower

depandancy, lower contribution margin
_|Parallel sourcing
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Single Sourcing

Multiple Sourcing

Advantages .

Partnership befween buyers and
supphers allows cooperation. shared
benefits and long-term relationship
based on high levels of trust.
Reduction of risk of opportumistic
behavior.

Large Commutment of the supplier that
1s willing to mvest in new technology or
new facilities.

Lower purchase prices resulting from
reduced production costs, due to better
knowledge of the manufacturing
process by supplier and aclueved
economues of scale.

Alternative sources of materials
in case of delivery stoppage by a
supplier.

Reduced probabulity of
bottlenecks due to nsufficient
production capacity to meet peak
demand.

Increase competition among
suppliers leads to befter quality,
price, delivery, product
mnovation, and buyer’s
negotiation power.

More flexibihity to react to
unexpected events that could
endanger supplier’s capacity.

Disadvantages | »

Great dependency between the buyer
and the supplier.

Increase vulnerability of supply.
Increased risk of supply mterruption,
especially for asset specific products.

Reduced efforts by supplier to
match buyer’s requirements.
Higher costs for the purchasing

orgamzation (greater number of
orders telephone calls, records
and so on).

Table 3.12 {Dis Jadvantages of Single & Muliiple sourcing strategies (Costantino & Pellegrino, 2009)
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Vybeér dodavatelu strategie
vyberu (sourcing strategy)

Single versus multiple supply sources

Short-term versus long-term purchase contracts

Selecting suppliers that provide design support versus those that lack design capability
Full-service versus non-full-service suppliers

Domestic versus foreign suppliers

Expectation of a close working relationship versus arm’s-length purchasing

(1) manufacturer or distributor;

(2) local or national or international source;

(3) small or large supplier; and

O O0OO0O0O00OO0OO0OO0O

(4) multiple or single supplier for the item, commodity, or service.

o

The full-service supplier approach

o

- manage an entire system of components, activities, and services, as well as to effectively
manage its own supply base.

O The full-service supplier can also perform complete design and build work instead gf the buyer
performing the work internally or using several different suppliers in an uncoordinamm jjo:me I




Strategies for global sourcing

Use a ‘local source’ which is linked to a global network

Source through an overseas supplier who can supplying

parts direct to your overseas business locations

 Use an overseas supplier that is able to support your
core business location, for example, through having a
local development centre in your country

* Create your own design & development support teams

abroad for your various locations and source locally

MUNI




Reasons for global sourcing

"1Price (74%)

1 Quality (46%)

1 Only source available (41%)

Delivery and continuity of supply (23%)
Technical back-up

Technology (23%)

Counter-trade requirements/ opportunities (5%)

1 Subsidiary deals
| Competition MUN I




Rizika u global sourcing — rozdily
mezi dodavatelskymi trhy

O Stage of economic development
Supply structure and competition
Culture and language

Business rules and customs
Currency and exchange risks

O O0OO0O00O

Supplier profiles
O Availability of data on prospective suppliers
O Politics, regulations and associated risk

O Legal and financial systems and bodies (e.g. EU: Services Directive 92/50/EC; Supplies
Directive 93/36/EC; Works Directive 93/37/EC; Utilities Directive 93/38/EC; Remedies Directive 89/96/EC;
Utilities Remedies Directive 92/13/EC)

O Control and coordination.
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Problems in global sourcing

O Delivery time

Exchange rates
Payment

Quality/ rejects
Tariffs/duty

Expediting
Political/labour problems
Hidden costs shipping or special export packing
Document cost

Legal problems
Language

Culture /customs

Ethics

O 0000000 O0OO0OO0O
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Vybeér dodavatelu

OS ohledem na strategii podniku

(diferenciacni — lokalni dodavatelé, viismethe
mensi pocet, dlouhodoba
spoluprace, cost focus — low cost
countries, mnozstevni slevy, velky

pocCet dodavatelu ‘-
OKritéria vyberu dodavatele — cena,
platebni podminky, vstricnost
komunikace, technické schopnosti,
kapacita, kvalita, financni situace
dodavatele,




Vybeér dodavatelu

Vyjednavani je vhodné pokud: Nabidkové fizeni
O Jde o novou polozku nebo technicky — cena je dominantnim kritériem a lze
komplexni polozku, kterou nelze presné  primo specifikovat pozadavky na nakupni
specifikovat polozku
O Pokud nakup vyzaduje ujednani o O Zaslani zadosti o (cenovou) nabidku
mnoha faktorech: cena, kvalita, sdileni request for quotation (RFQ)
rizika, podpora produktu atd. O Hodnoceni nabidek podle zvolenych
O Pokud nakupujici vyzaduje v€asné Kritérii
zapojeni dodavatele.
O Pokud dodavatel vyZaduje dlouhou Efektivni, pokud:
dobu vyvoje a produkce polozky — O Jde o velké objemy nebo vysokou cenu
nelze presné odhadnout vSechny polozky— efektivita nakupu
naklady O Lze jasné vymezit specifikaci pro
. ] dodavatele
O Casto na zakladé zaslani POPTAVKY O Trh je konkurencni — oCekava se
(request for proposal) adekvatni poCet dodavatell — zajemcu
O Je k dispozici dostateCné dlouhy Cas
pro realizaci celého procesu
O Kupujici nema preferovaného
dodavatele pro danou polozku.
O Korupce u verejnych zakazek




Kriteria vyberu

O financ¢ni situace dodavatele

O perspektivhost vyvoje
dodavatele (inovacni
potencial)

O logistickeé sluzby
dodavatele:

e |okalizace dodavatele,

e dodaci Ihuty, termin vyfizeni objednavek,

e rozptyl termin0 vyfizeni objednavek,

e kompletnost dodavek

e schopnost rychlé reakce na mimoradné

objednavky,
e baleni dodavanych vyrobku,
e schopnost zabezpecovat JiT-dodavky,
e dopravni schopnost
e nabidka dalSich sluzeb

O vyrobni moznosti
dodavatele

do

davatele

O pozadovana kvalita:

procentualni podil vadnych dilt z celkového
dodaného mnozstvi,

procentualni podil nevyhovuijicich vzorkd pfi
statistické kontrole kvality,

informace o dosavadnim vyvoji a perspektivach
v kvalité vyrobk( dodavatele,

informace o systému fizeni kvality,

O informacni systém

O cel
ap

kové porizovaci naklady
latebni podminky:

cena,

pofizovaci naklady,

oCekavany vyvoj ceny,

vyvoj nakladu dodavatele,

podil pfimych a reZijnich naklada,

lhaty splatnosti faktur,

cenoveé rabaty.




Vybér dodavatelu — ABC analyza

podle postaveni a jejich pocCtu na trhu:

_Ikategorie A - omezene mnozstvi vetsinou
monopolnich dodavatelu dodavajicich
specializovane produkty;

“Iskupinu B tvofi vétsi mnozstvi dodavatelu
dodavajicich zbozi na rozsahlejSi segmenty trhu;
“Iskupinu C tvofi velky poCet dodavatell nabizejicich

produkty s sirokym vyuzitim.
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Hodnoceni dodavatelu

OCo za udaje sledovat o dodavatelich
¢ SniZzovani nakladu (% uspor)
¢ \/Casnost dodavek (% dodavek na cas)
e Kvalita (% zmetku, naklady na nekvalitu)
e Dodaci podminky (% dodavek na Cas, Cas od
objednavky k dodavce)
¢ Platebni podminky (splatnost)
e Dostupnost zakaznické podpory
OFormy smluvniho zajisténi objednavek
e Ramcove smilouvy (kvalita ano, mnozstvi a termin
ne
e Smiouvy na odvolavky (kvalita, mnozstvi, terminy)
e Nakup a zaklade specifikace
e Nakup z konsignacniho skadu — odbeéer dle potreby




Metody hodnoceni (vyberu
dodavatelu)

_lexpertni odhad (tym nebo jednotlivec s danymi
pravomocemi) — vliv znacné subjektivity

ISkalovaci, Bodové metody

"Iscoring-model (viz dale)

_Iporovnani nabidek (napr. z hlediska cenove
urovne dodavatele)

" Ikombinace metod (v praxi nejcasteji uplatnovany

oFistup) MUNI




Priklad kritérii hodnoceni dodavatelu
— jednoducha bodova metoda

5 bodua 4 body 3 body 2 body 1 bod
velmi dobra dobra neutralni prijatelna Spatna
e s x Neodpovida
o . f 1x Lezi CasteCné <4 .
Presahuje Odpovida o x v zadném
S . e PR tésné pod e <
Jakost Spickova minimalni minimalnim s pripadé
< < o minimalnimi L,
pozadavky pozadavkim oradavk minimalnim
p o pozadavkiim
Vice nez 5 % Az do 5 % pod Odpovida Az do 5 % nad Vice nez 5 %
Cena pod primérnou pramérnou prameérné cené pramérnou nad primernou
cenou cenou cenou cenou
Vicenez 5% | A3 4o 10 % pod A% do 10 % nad
pod oy, . Odpovida o o Vice nez 10 %
o o . pramérnymi . o~ pramérnymi o
Lhita primérnymi Lo primeérnym Lo nad pramérnymi
Lo dodacimi . o dodacimi o .
dodacimi - . dodacim lhatam - . lThatami
N . lThGtami lThGtami
lhttami
Dodavky Dodavky. Dodavky . Dodavky musi
Fesahujici presahujici odpovidaji Dodavky byt tFideny
Jakost p . castecné presné vykazuji mensi s b
smluvni . . pripadné
odminky smluvni smluvnim nedostatky odmitnuty
p podminky podminkam
Dodavky maji . .,
Smluvni dodaci Dodavky maji zpozdéni asi 2 Dodavky maji ]?*2;1?1‘]1:)};;111112121
: Lhtta lhaty byly casovy predstih dny nebo zpozdéni asi o 1 pz o dpéni Vicey
dodrzeny piresn¢e asi 1 tyden predstih vice tyden g o¥ 2 tvdn
5. nez o 1 tyden yany
. Dociam . Dodaci Dodaci
Dodaci mnozstvi g . < .
.y , . - mnozstvi mnozstvi
, , mnozstvi dosahuje az 5 % . . - .
. Smluvni dodaci . . <o - . dosahuje az dosahuje vice
Dodané NI dosahuje az 5 % | nenaplnéni nebo ° y N
< i mnozstvi byla 9 . < <o 10 % nez 10 %
mnozstvi o o = presahu nad vice nez 5 % “ <.
presn¢é dodrzena - , 9 nenaplnéni nenaplnéni
objednanym presahu ; i 5 .
- 7 - . objednaného objednaného
mnozstvim objednaného < .
- p mnozstvi
mnozstvi

Schulte, 1994
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Scoring model

= bodové ohodnoceni hlavnich ukazatel( vykonnosti dodavatelu.
Vysledné bodové ohodnoceni kazdého dodavatele:

n

.|"1._l| — Z I:!J'F-:If.-ll

kde: =
A, = celkovy pocCet bodu dodavatele j

1 a; =vaha kritéria i

"} by = ohodnoceni vykonu dodavatele j podle kriteria i

1 n = pocet hodnocenych kritérii

[IKe kazdému kritériu se muze urcit individualni vaha (pokud se zvazeni neuskutecni,
tak ma individualni vaha hodnotu jedna). Celkové bodové ocenéni kazdého
dodavatele se ziska jako celkovy soucet soucind bodovych hodnoceni a vah pro
jednotliva kritéria.

"IVysledné celkové bodove ohodnoceni je mozno srovnavat s ohodnocenim jinych
dodavatelu. Cim vySSi je celkovy pocet bodu dodavatele, tim |épe dodavatel vyhovuje
potfebam a specifikim daného podniku.
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Priklad pouziti scoring modelu

Dodavatel
Hodnotici kritérium Ukazatel
X Y 4
pocet bezchybnych dodavek
A. JAKOST 2 celkového poctu 30 22,0 25,0 18,0
(vaha 45)
podil v % 73,3 83,3 60,0
BODY podil krat vaha 33,0 37,5 27,0
B. CENA primérna cena za poslednich tficet dodavek v K¢ 160,0 180,0 100,0
(vaha 30)
reciproCni index 62,5 55,5 100,0
BODY index krat vaha 18,8 16,7 30,0
Celkova prekro¢ena dodaci lhata
C. SPO!'EHLNOST za poslednich 30 dodavek ve dnech 190,0 105,0 160,0
(vaha 25)
reciprocni index 55,3 100,0 65,6
BODY index krat vaha 13,8 25,0 16,4
CELKOVE HODNOCENI 65,6 79,2 73,4

Tomek, 1996
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Graficka metoda

IﬂIAl'hu‘FI 2V aVYaVYal s :V A'\IAI-\A‘FI -\ l'l'l""'\ I l:l

Terminy
dodavek

Softwarovy model pro
hodnoceni dodavatelu

Ukazatele I I || Ukezatele | kel e
Dodavky Hodnotici ukazatele I
Pocet doddvek: Meshodnych:  Zpoidénych:
- Kvalita (Kv}): '
| 20 | 2 (| 5 (kv) | 00,00 % 0
Diki ukazatele servisu | Véasnost (Ve): [500% |
MNa 3 # = -
Jakost azev anha_!Hndnata i + | Sarvis (Ser): | 94,90 %
_thpwédi | i 00|
| {Nabidky 1 %0 Ostatni ukazatele !
. Sto 1 93 Ma \2ha |Hodnota | »

Perrotin, 1999 e | = | b |
|_|Potvrzovani 1| 9 | MPahyby cen | & 90|
1} Zvigstni transtporty i 90 ] Reakee na reklamace | 1 a0 .E
| |Jednorazové naklady ;| 100 | | | |_[PinéniEMs 0,6 100
| [Storno poplatiy 1 100
_“FIE}l'ihiﬁta 1 100 | |
| Odpovédna ososha 1 90
| |Know how 1 ] - ‘

| I . : ] ! Ky Ve
: Spokojenost {CS): 89,27 % Skup.: AR
- T IT L

http://www.qglanys.cz/cz/qlanys-hodnoceni-dodavatelu.php




Rozhodovaci tabulka

Ve sloupcich tabulky jsou jednotlivi hodnoceni
dodavatele, v radcich zvolena kritéria. Hodnoty
Amn v tabulce mohou byt kvantitativni udaje v

ruznych jednotkach, kvalitativni udaje a popisne
Py Py DI I 1] P
e . Dodavatel
Kritérinm D, D, D,

k., — pofizovaci naklady 2.5 2.8 L Y.
¥, — provozni naklady 4300 & 400 & 400
K — dodaci [hiita 23 16 17
F. — produktivita prisce f7 B 54 QO Th 000
Is — obliznost obsluhy vvaii wrimérna nizk

Pouzity text z DP:MenS$ikova Barbora, Navrh systému hodnoceni dodavatelt dle

CSN I1SO 9001:2000
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Tabulka 5.5.1: Hozhodovaci tabulka vetupnich dat pro vibér dodavateli

Dl zu stz L L
Kritérinm Iy, D, D, Tabulka 5.5.5: Relativni hodnoty kriterii
4 Ay A Dodavatel
E_" Au T Gl Kritériom e
Kz Az Az Azq Iy I, Dy
g . K, - pofizovaci naklady | 25 10025=  [25.10028=  |25- 10032 =
K., At Az A : = 100 = 89,3 = 78,1
K ddady |4 300 10064 300 | 4 300 - 10066 400 |4 300 - 100/6 400
Hodnoici howui hovai — PO TR ] <00 =672 = §7.2
- W ! W W W
gopnlce| pevyhovgje | O US| e : p'l’n*"“ K. — dodaci Thita I6.10023= |16 10016 = 16 - 100/17 =
Rritérium = 9.6 = 10} =84 |
bedy I = 3 4 Foa — produkdvita prace ,_._.,_ﬁ'-'r BOD 100 = 5% 0o 100 = ibﬂl}ﬂ 100 =
potizovacl naklady =5 45 3-4 <3 LERLLE 76 00D Tt OO0
provozni niklady =6500 | 55006500 [4500-5500] <4500 ~ 52 =N =
dindasi Iniita =21 18-21 [7-19 =17 .. — obtifnost obheluhy vyisl — 30 primémdi — 60 nizka — 100
produkiivita prace = S0 QOO S00000 - 6 GO - = T (D . X
ehtiinost obaluhy vyEke primEma miEdi nizka

Tabulka 5.5.4; Bodoveé hodnoceni variant

. Dodavatel
Kritérinm
D. Dz Dﬂ-
K, — pofizovaci naklady 4 4 3
K3 — provozmi naldady 4 2 2
K —dodaci Thita | 4 4
Ey — produkiivita praoe i 2 A
K — obtiznost obsluhy 1 z 4
Celkem vvhod 13 14 17
Tabulka 5.5.7; Vihové bodove hodnocen dodavateln
Kritéria | Jejich by Dy Dy
K, vihay, | Body b, | wh, |Bodyh | we |Bodvd | wh
K . 4 20 - 20 i ]
Ky 4 | 4 4 16 4 16 et D] = oA M PR ——— D3
K, 3 4 12 2 fy 2 ] |
E. 2 3 i} 2 4 4 B
g 1 | | r) 2 4 4
Celkem 13 43 14 4% 17 49




Pareto pri hodnoceni dodavatelu

Tabulka 5.5.7: Hodnoceni vwhranyeh Kkritérii

Kritérinm
Hodnotitel Celkem
szl 1| 74|98 |6 ]|10]3
1 sl | e 7] 6] a4l 2| 1] ol 100
2 vyl izl s s 6| 3| 1| 1| 100
: e |41zl 7 e 6| 2| 1| ol 100
4 gl lw | 7] s 3] o 2| ] ]| 100
g so 20| 2| & 6| 2] 2 0| 2] 1| 100
Primer (%) |408 (208|116 88 | & |44 | 38| 2 1,2 | L& 1 00
E‘jﬂi?“”“‘ 408 |616]732] 82 | 82 |92.4|9s2|o82]99.4] 100
1 20}
1 {1} =
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Priklady kriterii

Tabulka 5.4.1: Kritéria v¥béru dodavateli dilia

Kritérinm

Dild kritérium

Jednotka

Evalita

podil dodanych defekmich dild

ks ze 100 000

podil dild vracenych zikarnikem

(ks ze 10D D00} = LOD

casowva zirata ve vyrobé viivem vadnveh dli

hodiny

prufnost dodavatele v odstraficvani vad

MNaklady

sniFovani nakladi cencwvou politiken a apli-
kaci modernich technologii

procenta

stalost nastaveni cen ve vazbé na naklady
dodavateli

Dodaviy

proceniualni podil dild dodanych v terminu

procenta

casove riraty zplisobené dodavkou meniiho
neZ objednaného nmofZstvi

hodiny

Shishy

finanéni situace dodavatele v uplynulém ob-
dobi

uroverl konmnikace a spoluprace

technologicka a vwvojovauroverl dodavatele

vyrobni mofnostl a kapacita dodavatele

Y
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struktura dodaci lhuty

Vystaveni objednavky

Piijem objednavky

Preddni objednavky do planovaciho utvaru

Piedani vyrobniho piikazu

Zahdjeni vyroby

Predani vyrobku vystupni technické kontrole

Pfedani vyrobku do skladu dodavatele

Okamzik piedani vyrobku prepravei dodavatelem

Okamzik predani vyrobku zakaznikovi pfepraveem

Predani vyrobku vstupni technické kontrole

Ulozeni vyrobku na sklad
YyYvyYy vy Yy ; ; vy
AB C D E F G H I s 118
f, — dodaci lhuta
4 fq >

Zdroj: Gros, Grosova, 20006, s. 55




Zdroje informaci
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Informace :

o evidenci o vykonech dodavatelu

aktualni informace pracovnikt nakupu
informace ziskavané sledovanim propagacnich aktivit dodavatelu
informace ziskavané na vystavach, veletrzich, prezentacich a pfi pfedvadéni novych vyrobku
zpravy z obchodnich jednani

informace publikované v odborném tisku
Strategicke cile podniku

Nakupni politika

Plan prodeje/odbytu, vyroby

Specifické pozadavky zakaznik(

Stav z&sob

Udaje o spotfebé (napf. z kusovniku)
Ocekavané inovace a technické zmény
Nakupni ceny — aktualni a progn6za vyvoje
Informace od dodavateld (moznosti)
Informace o potencialnich dodavatelich
Zmény v legislativé

Ménové kurzy - oCekavani

Usili konkurentd

informace o zku$enostech jinych odbérateld ...

MUNI




Meritka vykonnosti u nakupu

Strukturni a ramcoveée ukazatele

= Struktura objednavek v %6

hodnota objednavek v objednaci dob¢& do urcité fin. vyse x 100

celkova hodnota objednavek

=  Pocet dodacich polozek na jeden dodacit list

Ukazatele hospodarnosti

=  Opatrovaci naklady na objednavku v Kcé

celkové naklady opatrovani

pocet objednavek
=  Opatrovaci naklady v procentech objemu nakupu

opatifovaci naklady x 100

celkovy objem nakupu I\II U I\I I




Meritka vykonnosti u nakupu

Ukazatele kvality

=  Podil chybéjicich dodavek v %

podil chybé&jicich dodavek métreno mnozstvim x 100

celkovy pocet dodavek

=  Podil zdrzenych doddvek v %

podil opozdénych dodavek x 100

celkovy pocet dodavek
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