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INTRODUCTION
This paper offers insights and practical guidance for procurement professionals and Diversity, Equity 
& Inclusion advocates to build engagement and inspire action on supplier diversity and gender-
inclusive sourcing. Part of the Women4Business Toolkit for Action, it includes key steps for building 
engagement internally, with suppliers, and in external communications. The guide features case 
studies of best practices to deepen knowledge in the field, along with a set of talking points and key 
resources to strengthen the case for advancing supplier diversity and inclusion globally.

Supplier diversity and inclusive sourcing — the extension of an organisation’s Diversity, Equity and Inclusion (DEI) practices 
beyond the workforce to its supply chain — are gradually gaining traction, as both the business and impact benefits are 
coming to light. Existing programmes are achieving tangible successes; women entrepreneurs are winning contracts that 
enable them to sustain and scale their businesses, with socioeconomic benefits rippling across communities and society; 
while leading companies are reaping the commercial and economic benefits of innovative, resilient supply chains. Related 
efforts to increase transparency and traceability for supply chain sustainability are also yielding results, revealing strategic 
opportunities to connect sustainable and inclusive sourcing activities for more systemic impact. 

In a recent study, 69% of over 100 global and US-based firms surveyed reported they have an active supplier diversity 
programme, and have already expanded it globally or are planning to. Nearly 30% of these organisations say they are 
now setting formal goals for spend with diverse suppliers for the first time, in response to the increasing focus on social 
justice since 2020.1 

At the same time, the movement towards inclusive sourcing remains slower to become mainstream than workforce-focused 
DEI, especially outside of the US. Despite the growth in commitments, more action is needed to build momentum and 
put supplier diversity and inclusion on the agenda of private and public sector procurement teams, and senior leaders, 
globally.  

To spur this action, we need to ignite the conversation around the business benefits and impact potential of 
inclusive sourcing, both within organisations and more widely. The evidence base is growing, with tried-and-tested 
methods and inspiring success stories, but there are still significant gaps in best practice knowledge and data, and a lack 
of cohesion between efforts internationally.

The pathway to build this engagement is clear: external advocacy and thought leadership; awareness building among 
internal leadership, employees and suppliers; and increasing access to strategic practical guidance; can accelerate concrete 
action for gender-inclusive sourcing. 

The Women4Business Daring Circle has developed this Communications Guide as a key component of its Toolkit for 
Action, to amplify the conversation and initiate action. Through collaborative discussion and pooled resources and 
expertise, the group has drawn on its diverse experiences developing and progressing supplier diversity programmes 
to inform this widely applicable guide. It is designed to equip procurement leaders and changemakers with key insights, 
concrete examples and actionable steps to build engagement and inspire action on supplier diversity and gender-
inclusive sourcing. 

1. The Hackett Group. 2021. Supplier Diversity Study. [Accessed here and here]

https://www.thehackettgroup.com/supplier-diversity-infographic-2105/
https://www.thehackettgroup.com/news/worldwide-calls-for-social-reform-and-racial-equality-drive-dramatic-plans-to-expand-supplier-diversity-programs/
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Defining gender-inclusive sourcing 
Diverse or gender-inclusive suppliers are defined and understood in varying ways across different 
programmes and regions. We provide here an overview of the most common definitions used, 
and how they can be applied and articulated.

Gender-inclusive sourcing is a branch of supplier diversity and inclusion which seeks to reduce gender 
gaps in business and entrepreneurship, and to increase women’s empowerment and equality of opportunity 
through procurement. To communicate effectively about inclusive sourcing, it is important to first be clear on the way 
you are defining it — while also recognising that others may understand and define it differently. Definitions selected also 
have implications for the goals of your programme and the impact it can have. 

Supplier diversity and inclusion practices encompass a range of different diversity criteria, linked to definitional and 
certification frameworks which vary between different regions and organisations. In the US, supplier diversity tends 
to focus on ownership structure; vendors are counted as diverse when one or more women, or people from other 
underrepresented backgrounds (such as ethnic minorities, veterans, disabled individuals) own more than 50% equity in 
the company and have an executive role in leading it. South Africa has a lower threshold with a local definition of 30% 
minority-owned.2 Small businesses are also frequently counted as diverse; 53% of respondents from global companies 
surveyed in 2019 reported that small businesses are included in their diverse supplier categories — many of these 
respondents being companies which themselves had fewer than 1,000 employees.3 

Even with its clear focus on women’s economic empowerment, gender-inclusive sourcing is understood and implemented 
in varying ways. The most commonly used framework reflects the ownership model for supplier diversity, and defines 
a “women-owned business” as an enterprise that has at least 51% ownership by one or more women. The 
benefits of this definition lie in its applicability — it is relatively easy to track — and its visible impact in terms of 
increasing flows of assets and equity to women or individuals from other underrepresented groups. Many companies 
choose to work with the global standard definition and certification for Women’s Business Enterprises (WBEs) used by 
WEConnect International, which also requires that as well as being owned, the company is predominantly “managed 
and operated” by one or more women.

2. International Trade Centre. 2020. Technical Note: Definitions for Women’s Businesses. [Accessed here]
3. CVM Solutions. 2019. The 2019 State of Supplier Diversity Programs. [Accessed here] 

The Women4Business Toolkit for Action on Inclusive Sourcing

The Toolkit for Action is a set of materials to equip organisations with a holistic set of tools and knowledge 
resources to start making their supply chains diverse and gender inclusive, or help them advance their existing 
practices. It consists of:

 »  The Inclusive Sourcing Journey — a diagnostic tool to assess the maturity, reach and impact of an organisation’s 
supplier diversity and inclusive sourcing practices, which informs a set of custom recommendations tailored 
towards advancing them. Developed with global management consulting firm Kearney, Knowledge Partner.

 »  The Legal Guide to Affirmative Action — a tool to equip procurement teams with guidance to design 
affirmative action policies for inclusive sourcing, empowering companies to take action in the knowledge that 
it is legally compliant. Developed with the international law firm Clifford Chance, Insight Partner.

 »  The Communications Guide — this paper

https://weconnectinternational.org/
https://learning.intracen.org/mod/resource/view.php?id=16663
https://www.cvmsolutions.com/hubfs/2019 Reports/The 2019 State of Supplier Diversity - Supplier Diversity Programs.pdf?hsCtaTracking=fde6f0aa-a66f-423d-bec4-8d9ad9be1064%7Caf6c435b-5446-452a-b5a7-14b946fa0c7d
https://www.womens-forum.com/2020/10/09/inclusive-sourcing-journey/
https://www.kearney.com/
https://www.womens-forum.com/2021/03/22/legal-guide-for-positive-action/
https://www.cliffordchance.com/home.html
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4. UN Women and the ILO. 2021. Rethinking Gender-Responsive Procurement: Enabling an Ecosystem for Women’s Economic Empowerment. [Accessed here]
5. Piras, C., A. Presbitero and R. Rabellotti. 2013. Definitions Matter: Measuring Gender Gaps in Firms’ Access to Credit. [Accessed here] 
6. Weisul, K. (2018), Report: Female Entrepreneurs Much More Likely to Employ Women. [Accessed here]
7. Central Bank of Egypt. 2018. Circular dated 16 August 2018 regarding Women Owned Business Definition. [Accessed here]
8. IFC. 2021. IFC’s Definitions of Targeted Sectors. [Accessed here]
9. UN Global Marketplace. UN Women Gender Responsive Procurement. 2021 [Accessed here]
10. UNWomen and the ILO. 2021. Rethinking Gender-Responsive Procurement: Enabling an Ecosystem for Women’s Economic Empowerment. [Accessed here] 
11. 2X Challenge. 2021. 2X Challenge Financing for Women Criteria [Accessed here]

While the ownership-focused definitions and certification are helpful for verification processes and transnational data 
collection, there are limitations to this framework:4 

•  Women’s ownership of a company can be a good indicator of gender-inclusive practices, however it does not 
guarantee that women are being empowered in the workforce or benefitting as consumers. 

•  Certification infrastructure for WBEs is only available in some countries. This makes it challenging to apply uniform 
verification processes to international supply chains, and also means that some women entrepreneurs are unable 
to access certification.

•  Without careful screening and verification, businesses can be nominally registered in the names of women to 
access opportunities targeting women-owned suppliers.

•  Diversity goals, particularly if they include targets or quotas, can be interpreted as preferential sourcing and 
associated with illegal “positive discrimination” rather than legal “affirmative action”. This is explored further in the 
Women4Business legal guide . 

•  Narrow definitions restrict the size of the pool of diverse vendors your programme can identify and source from, 
and ultimately limits the impacts that could be achieved by recognising more varied forms of inclusion.

Adding supplier segmentation categories that recognise other gender-inclusive characteristics, activities or intersections 
can broaden the scope and impact of inclusive sourcing programmes. Some recognise “women-led businesses”; firms 
with a significant proportion of women on their board or in senior leadership and decision-making positions (e.g., CEO, 
COO, CFO, President).5 The leadership definition can be understood as impactful because women business leaders have 
been shown to hire more women and adopt gender-inclusive practices.6 Specific definitions can vary according to differing 
legal frameworks, demographics and social systems. For example, the Central Bank of Egypt allows for a lower threshold 
of women’s ownership if the business is women-led;7 as does the International Finance Corporation (IFC) which accepts as 
low as 20% ownership providing one or more women are CEO, COO, President or Vice President; and 30% or more of the 
board of directors is composed of women, where a board exists.8  

Gender-inclusive sourcing or “gender-responsive procurement” can also be defined with a wider scope. It involves 
bringing a gender lens to the selection of goods or services that takes into account the impact on gender equality and 
women’s empowerment more broadly.9 This involves assessing the extent to which vendors implement gender-inclusive 
policies and practices, for instance in their workforce, communities, customer base, or supply chains, regardless of the 
gender-identity of the owner.10 This broader scope holds promise of reaching and empowering more women across 
workforces and society, while enlarging the pool of inclusive suppliers a company can source from. Currently there is not a 
shared definition or methodology for this, but there are various indexes for gender equality that companies can refer to (see 
appendix) to define their own criteria and approach. The framework developed by the 2X Challenge to determine whether 
investments are “gender-smart” offers a helpful set of criteria that are used widely by financial institutions and can also be 
tailored for procurement purposes.11 Recognising intersections between gender and environmental sustainability also holds 
potential, as the Women4ClimateAction Daring Circle is demonstrating in the context of women’s green entrepreneurship.

The ecosystem of partners in the Women4Business Daring Circle explored some of the challenges and opportunities around 
broadening the definitional scope of gender-inclusive sourcing in a dedicated workshop in 2021. There was consensus that 
the WEConnect International definition of 51%+ women owned, led and controlled should be the gold standard, but there 
was significant interest in the potential of a broader framework for gender-inclusivity that can be flexed to context.   

https://www.unwomen.org/en/digital-library/publications/2021/07/rethinking-gender-responsive-procurement
https://publications.iadb.org/en/definitions-matter-measuring-gender-gaps-firms-access-credit
https://www.inc.com/kimberly-weisul/these-entrepreneurs-hired-very-few-men.html
https://www.cbe.org.eg/en/Pages/HighlightsPages/Circular-dated-16-August-2018-regarding-Women-Owned-Business-Definition.aspx
https://www.ifc.org/wps/wcm/connect/industry_ext_content/ifc_external_corporate_site/financial+institutions/priorities/ifcs+definitions+of+targeted+sectors
https://www.ungm.org/Shared/KnowledgeCenter/Pages/PT_GRP
https://www.unwomen.org/en/digital-library/publications/2021/07/rethinking-gender-responsive-procurement
https://www.2xchallenge.org/criteria
https://www.womens-forum.com/2021/03/22/legal-guide-for-positive-action/
https://static1.squarespace.com/static/5b180402c3c16a6fe0001e45/t/60bfe754201d3d2a8e51745c/1623189333660/2X+Challenge+Criteria+%28Final+June+2021%29.pdf
https://www.womens-forum.com/daring-circles/womens-for-climate/
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 ipsum dolor sit amet, 
consectetur adipiscing 

elit, sed do eiusmod 
tempor incididunt ut 

labore et dolo

attribute to come

To bring gender-inclusive sourcing into the mainstream, it will be helpful to move towards a common understanding of 
definitions and verification methods, from which an industry standard can emerge. Working towards a shared definitional 
framework that can support these growing efforts is an ongoing focus of the Women4Business Daring Circle. 

L’Oréal’s ‘Solidarity Sourcing’ programme supports both women entrepreneurs and underrepresented or vulnerable 
women, including women-owned businesses; women producers of raw materials; women from vulnerable local 
communities, or who have assumed positions usually reserved for men; single mothers; military wives; and victims 
of violence. Two-thirds of the beneficiaries of the Solidarity Sourcing purchase programme are women, and there is 
intersectionality of gender with other societal vulnerability factors. 

Procter & Gamble (P&G) believes that gender-inclusive procurement benefits extend beyond businesses and 
contribute to community and economic development, including through the creation of decent jobs and income 
for women. P&G is now striving to engage and inspire all companies in its supply chains to adopt gender-inclusive 
practices, not only the ones that are women-owned and led. In Europe P&G is working towards new norms that 
connect the US supplier diversity model with Europe’s social enterprise model. 

UN Women have collaborated with the International Labour Organisation (ILO) to produce an issue brief;  
Rethinking Gender Responsive Procurement: Enabling an ecosystem for women’s economic empowerment. The paper 
discusses ways to broaden the scope of gender-responsive procurement beyond sourcing from women-owned and 
led enterprises and encourages organisations to embrace a more holistic model for sourcing from gender-responsive 
enterprises more broadly — to support both equal market opportunities for women’s enterprises, and equal outcomes 
for women in the labour market and the business environment.

https://www.unwomen.org/en/digital-library/publications/2021/07/rethinking-gender-responsive-procurement
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PART 1:  
ENGAGING STAKEHOLDERS AND AUDIENCES 
TO ACT ON INCLUSIVE SOURCING
Part 1 of this paper provides guidance for communicating the value of inclusive sourcing to 
(1.1) different internal and external stakeholders, including company leadership and wider staff; 
(1.2) suppliers and vendors; and (1.3) external audiences through public communications and 
thought leadership.

1.1 Key steps for internal engagement 
Internal engagement within a company can be approached in both a targeted and holistic way. Supply chain activities have 
implications for the organisation and its brand(s), its markets, and the people and places it sources from, and is therefore 
connected in some way to all functions of a business. Internal communications should focus on obtaining leadership buy-in 
but can also establish company-wide engagement. Communication in and beyond procurement departments — for example 
to the legal team, sustainability and CSR, business development, marketing and PR functions — can help to accelerate and 
amplify the reach and impact of a programme. 

1.  Engage senior leadership and key decision-makers in your organisation to secure resourcing and buy-in 
Starting or progressing an inclusive sourcing programme requires the support of senior leadership, who can allocate the 
necessary resources to deliver the momentum needed and raise the profile of the programme within the company. Engaging 
leadership beyond Chief Procurement Officers is important because the scale of SD&I initiatives requires buy-in and input 
from a range of stakeholders; including legal and financial departments, and those tasked with communicating DEI activities. 
The extensive geographical reach of many supply chains means that regional leaders may need to be brought on board. 

As well as communicating the business value and social impact of a programme, it can be helpful to articulate a strategy 
and clear direction for delivering it. Taking part in the Women’s Forum Inclusive Sourcing Journey can help you develop 
a roadmap to start or progress your programme, from which you can establish the definitions, geographical reach; 
strategic activities and resourcing required. 

As part of its strategy to scale its supplier diversity programme and significantly grow spending with diverse 
suppliers, ExxonMobil created a Supplier Diversity Advocate Network. This started with a representative from 
each commodity procurement group serving as the supplier diversity contact or advocate for their commodity. Part 
of their role was to liaise between the formal supplier diversity professionals and the base procurement groups. Within 
the first four years of establishing the Advocate network twenty years ago, ExxonMobil’s U.S. spending with diverse 
(minority and women) suppliers grew from $300M to over $800M. An Advocate Network can help to streamline the 
process of internal engagement, build knowledge and capacity, and replicate best practices across procurement 
functions and geographies.

https://www.womens-forum.com/2020/10/09/inclusive-sourcing-journey/
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2. Begin building the business case for your organisation
A lack of quantitative data on the commercial benefits of inclusive sourcing, and the added value it can bring to justify 
investment in a programme, can act as a key barrier to action. Yet the business case continues to be strengthened through 
qualitative and anecdotal evidence, as well as with a growing body of data. To communicate the high-level benefits outlined 
below to key internal stakeholders, you should first consider what they could look like in the context of your company, supply 
chain and buyer or consumer markets.

•  Spotlighting the untapped innovation of women entrepreneurs and diverse suppliers can demonstrate a key incentive 
for your company to engage. Women-owned and led businesses can offer valuable insight and develop innovative 
solutions, particularly for women consumers, rooted in their experiences or understanding of gendered challenges. 
Women are estimated to control over 83% of consumer purchasing decisions in the U.S. and around $31.8 trillion 
in annual consumer spending globally; making them a significant proportion of end consumers for many products or 
services.12 Often women run Small or Medium Enterprises (SMEs), and the challenges of managing a small business 
can lead to dynamic and creative problem solving, an important characteristic for both innovation and resilience . 

•  Taking steps to identify gender-diverse or inclusive vendors expands the pool of potential suppliers, offering a 
more competitive selection of goods or services. Removing barriers for women’s participation can give businesses 
sourcing from them a competitive edge in quality, service and cost. The COVID-19 pandemic and resulting 
economic disruption has emphasised that resilient, flexible supply chains are invaluable. Investing in a more 
diverse pool of suppliers can help to keep your value chains more responsive and secure.

•  The reputational benefits from inclusive sourcing are also significant. Positioning yourself as a Thought Leader 
taking real action to promote diversity and inclusion in the marketplace is also proven to attract employee talent 
and new partners, who value workplace inclusion practices. A market research survey in the U.S. found that 52% of 
respondents said they want to work for a company that has a supplier diversity programme.13 

12. Catalyst. 2020. Buying Power (Quick Take). [Accessed here]
13. Bateman A, Barrington A, Date K. 2020. Why You Need A Supplier Diversity Program. [Accessed here]
14. Kearney & The Women’s Forum for the Economy and Society. 2020/21. Women4Business Annual Survey [Accessed here]

Procter & Gamble’s (P&G’s) supplier diversity programmes have demonstrated that diversity drives innovation 
and creativity and creates competitive advantages in the marketplace. When P&G measured this competitive 
advantage among its own suppliers, it found that diverse-owned businesses outperformed non-diverse suppliers in 
multiple areas like collaboration and competitiveness.

The International Finance Corporation (IFC) is conducting research with Accenture and WEConnect International 
to further build the quantitative and qualitative business case for gender-inclusive sourcing, as part of the IFC’s 
Sourcing2Equal global programme.

3. Highlight the case for corporate responsibility, purpose and impact 
Supporting diverse suppliers is a way for companies to fulfil their commitments to Corporate Responsibility and can be connected 
to wider efforts for sustainability and DEI. Many companies — including P&G, L’Oréal, Exxon, and Kearney — are rooting their 
inclusive sourcing practices in their business purpose, values and strategy. The impact case is also being reinforced as more 
evidence emerges, enhancing opportunities to highlight the moral and social justice arguments for inclusion. 83% of firms 
surveyed by the Women4Business Daring Circle in 2020/21 saw commitment to “the right thing to do’’ as a primary driver of 
a programme.14 

https://www.catalyst.org/research/buying-power/
https://hbr.org/2020/08/why-you-need-a-supplier-diversity-program
https://www.womens-forum.com/wp-content/uploads/2020/07/WF_Daring_Circles_Business.pdf
https://www.ifc.org/wps/wcm/connect/topics_ext_content/ifc_external_corporate_site/gender+at+ifc/priorities/entrepreneurship/sourcing2equal
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4. Take steps to measure the financial and impact benefits of your programme
To justify investment in a programme, it is likely that your firm will want to assess its socioeconomic impacts and financial rate 
of return (RoI). To monitor progress, a baseline will need to be set if it doesn’t already exist. This is a crucial step for making 
commitments and setting concrete targets and will be essential for ongoing engagement with key stakeholders. 

• Common indicators for measuring impact include: total annual spend with diverse suppliers; percentage of spend 
with diverse suppliers; total number or percentage of contracts awarded to diverse suppliers; number/percentage of 
diverse vendors in the supplier database; investment into capacity building for women or diverse entrepreneurs.

• Common indicators for measuring financial performance include: revenue from buyers/customers with diverse 
spend requirements; cost savings from competitive pricing; economic impact of jobs created; grants or awards received 
for a successful programme.

Gathering qualitative data and testimonials from diverse suppliers and procurement teams is also valuable to bolster the 
business and impact case for all communications on the topic. With the issue of gender bias in data and knowledge production 
increasingly attracting attention, organisations and research bodies are turning to gender disaggregated data practices to 
find more accurate and specific insights. Identifying and collecting gender disaggregated data related to your supply 
chain can inform thoughtful and effective strategies to attract new, diverse suppliers. It can also support informed decisions 
about how to manage risk, identify patterns or causes of discrimination and measure progress on commitments to gender 
equality and inclusion.15 

15. Sedex. 2021. Driving gender equality through data on global supply chains. [Accessed here]

“Purchasing power offers one of 
the biggest opportunities to drive 

positive and rapid change in 
society and business — but it still  

remains one of the most 
untapped solutions for women’s 

empowerment and innovation. 
Inclusive sourcing offers a 
pathway for companies to  

harness this potential.”

— Jamila Belabidi,  
Global Women’s Economic Empowerment, 

Procter & Gamble

https://www.sedex.com/wp-content/uploads/2021/08/Sedex-Gender-equality-through-data-FINAL-PDF.pdf
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5. Communicate across the organisation by celebrating the launch or progress of your inclusive sourcing 
programme in internal events and publications
Celebrating your inclusive sourcing activities in internal events and publications will help to disseminate the key messages, 
business and impact case across the organisation, embedding it within the company ethos. Positive reporting allows you 
to harness the power of visibility; amplifying the good work and positive impacts of your programme will encourage those 
already contributing to advance their efforts and can build support to scale the programme across more brands, supplier 
tiers or regions. Internal messaging should be cohesive and aligned, and different functions including procurement, DEI and 
marketing, can collaborate to shape and share the narrative . 

WEConnect International is a global not-for-profit which connects women-owned businesses with qualified buyers 
around the world. It identifies, educates, registers, and certifies women’s business enterprises based outside of the U.S. 
and then connects them with buyers. WEConnect International delivers mentorship, powerful connections, business 
training, and market opportunities to women businesses seeking to grow; offering globally available online tools and 
resources and a network of comprehensive in-person events, meetings, and support. WEConnect International currently 
has a network of more than 13,000 Women-Owned Businesses based in 125+ countries and 140+ large global member 
buyers that are all connected through WECommunity — WEConnect International’s digital platform made possible by 
USAID. Existing global member buyers are committed to inclusive sourcing and women’s economic empowerment, and 
they represent over US$1 trillion in annual purchasing power.

Through its successful model, WEConnect International has demonstrated that access to markets can help close the 
gender gap in supply chains globally. Women business owners simply want to sell their products and services, and 
actual contracts are the key to generating revenue and securing additional finance to grow their businesses.
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1.2 Key steps for supplier communications 
Taking a holistic approach to scale inclusive sourcing across your supply chain can achieve greater impact, helping to reduce 
inequities across industries and regions. Many suppliers may be unaware of the importance of inclusive sourcing efforts, 
while diverse vendors may lack knowledge of the opportunities for more equal access to tender processes. Engaging and 
educating your suppliers around the value of inclusive sourcing can help to cascade awareness and good practice to your 
direct first tier (Tier 1) suppliers, to potential vendors, and higher up the value chain. 

1. Engage your suppliers by communicating about your own inclusive sourcing activities
Supply chain engagement can build understanding and trust around your company’s inclusive procurement efforts. It 
provides an opportunity to ask questions and gather data, testimonials and feedback. This can help to uncover a wider pool 
of diverse suppliers and enhance knowledge about the specific barriers they face and the opportunities to address them, 
as well as revealing which of your suppliers already practice inclusive sourcing. Celebrating and communicating with 
suppliers about your own activities can illustrate the benefits and impact of inclusive procurement initiatives. 

2. Establish or advance your methodology for identifying, verifying and monitoring diverse suppliers
One of the biggest challenges organisations face in their inclusive procurement efforts is finding diverse suppliers which 
meet their programme requirements, or which have the resources to compete with other, often larger, vendors in the market. 
52% of respondents in the Women4Business 2020/21 annual survey reported difficulty identifying diverse suppliers as a key 
challenge for implementing supplier diversity and/or gender-responsive procurement.16 

Establishing a methodology and clear definitional framework to support this is key, and it should seek to account for as 
many diverse suppliers as possible while avoiding false positives. The process should be designed to build trust among both 
diverse and non-diverse suppliers, avoiding perceptions that it might be seen as preferential sourcing rather than affirmative 
action. Membership of WEConnect International provides access to an extensive global database of certified women-
owned-and-led businesses, significantly increasing the pool to draw from. 

16. Kearney & The Women’s Forum for the Economy and Society. 2020/21. Question was completed by 118 firms. Women4Business Annual Survey [Accessed here] 

Optimal Cost works with companies to help them 
scale their inclusive sourcing practices across new 
geographies. They begin by analysing the markets and 
identifying locally relevant diverse categories for each 
market, and aligning on country-specific definitions 
compatible. Established criteria are used to screen 
and categorise suppliers based on their information, 
and fed into a dashboard. Supplier outreach seeks to 
uncover “hidden” suppliers in the existing supply base 
and respondents identified as diverse can then be 
introduced to their relevant certification bodies.

The World Bank Group applied a rigorous process to 
set a baseline from which to monitor diverse supplier 
spend in its Corporate Procurement programme. 
It partnered with certification organisations like 
WEConnect International to verify existing Women’s 
Business Enterprises and identify new ones, 
supplemented by a self-verification process for high-
speed vendors. False negatives in the data were 
identified by looking for WBEs in categories they were 
highly likely to be present, while false positives were 
avoided through careful screening. 

https://www.womens-forum.com/wp-content/uploads/2020/07/WF_Daring_Circles_Business.pdf
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3. Minimise reporting burdens for diverse suppliers 
Easing the administrative burden and verification or certification process for diverse suppliers is also important. Organisations 
should aim to avoid time-intensive, complex or duplicative demands on suppliers, who often lack the resources to complete 
lengthy tender applications or fill out multiple questionnaires. Centralised data collection and shared criteria across different 
functions or brands and setting clear expectations can limit repetitive asks and help prevent the exclusion or alienation of small 
suppliers. To overcome gaps in certification infrastructure between countries or regions, companies can also accept self-
classified diverse suppliers — research indicates that almost half of programmes do this17 — however this risks false-positives 
and should be supplemented by additional verification processes. Connecting your sustainable sourcing activities to 
your inclusive sourcing programme can also streamline processes and highlight intersections between social, 
economic and environmental impact. 

17. CVM Solutions. 2019. The 2019 State of Supplier Diversity Programs. [Accessed here] 

4. Share tools and resources to support your suppliers in starting or progressing their own inclusive 
sourcing programmes 
Companies often report that they don’t know where to start with inclusive sourcing or that they lack knowledge of best 
practices to advance their programmes. Engagement offers an opportunity to address these barriers among your own 
suppliers, through sharing practical tools and resources. Tools such as the Women’s Forum Inclusive Sourcing Journey, 
platforms such as WEConnect International, and specialist service providers such as Optimal Cost or fips consulting 
offer ways to kickstart or accelerate a programme. The Inclusive Sourcing Journey (ISJ) diagnostic tool was built with 
Kearney following extensive consultation with Women’s Forum partners and external experts. After taking the assessment, 
participants receive a customised report with practical recommendations to start or progress their programme from its 
current stage of maturity. 

Kearney has a global supplier engagement programme engaging all its active suppliers in the Americas, Europe, 
MEA and APAC regions. The process involves targeting three core areas:

1)  Information on suppliers’ sustainability and diversity and inclusion policies and practices
Documentation and annual reports covering suppliers’ sustainability policies and practices, and their training of 
employees & suppliers on sustainability and diversity & inclusion are requested. 

2)  Transparency on suppliers’ minority or diverse ownership structure
This involves understanding suppliers’ formal diversity, equity & inclusion policies, and whether the company is 
at least 51% owned, operated and controlled by an individual from an underrepresented social group. Relevant 
documents/certifications are requested for verification.

3)  Confirmed compliance to Kearney’s updated Supplier Code of Conduct
This covers how Kearney conducts business and the type of culture they expect their suppliers to foster: a) Ethical 
Business Practices; b) Labor and Human Rights; c) Equal Opportunity, Diversity & Inclusion; d) Environmental Impact 
and Sustainability.
Kearney also asks what support suppliers need to deliver and improve on their sustainability and diversity.

L’Oréal operates an online site dedicated to suppliers, which provides access to training tools to optimise their 
sustainable development policies. It offers e-learning modules, videos, presentations on ethics, climate change, 
social audits, and more. L’Oréal actively encourages its strategic suppliers to implement procurement practices 
inspired by the Solidarity Sourcing programme. L’Oréal pledged that 20% of them would act on this by the end of 
2020: this goal was achieved with 22% of these suppliers applying an inclusive sourcing programme.

https://www.cvmsolutions.com/hubfs/2019 Reports/The 2019 State of Supplier Diversity - Supplier Diversity Programs.pdf?hsCtaTracking=fde6f0aa-a66f-423d-bec4-8d9ad9be1064%7Caf6c435b-5446-452a-b5a7-14b946fa0c7d
https://www.optimal-cost.com/
https://fipsconsulting.com/
https://www.womens-forum.com/2020/10/09/inclusive-sourcing-journey/
https://www.kearney.com/web/the-inclusive-sourcing-journey
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5. Invite your suppliers to targeted workshops  
and events to build capacity and awareness on 
inclusive sourcing
Supplier-focused events and workshops — whether in-person 
or virtual — can provide a dynamic setting to engage and 
equip existing or potential suppliers with knowledge and 
practical tools. The interaction can infuse the process with 
urgency and excitement, and help to build meaningful, long-
term engagement. These events can be held in collaboration 
with leading organisations or experts in the field and can cover 
a range of topics or be used to identify supplier “pain points”’ 
in order to develop tailored solutions. 

6. Extend your inclusive sourcing efforts to Tier 2  
and above, to connect your programme with those of 
your suppliers
Supplier diversity and inclusive sourcing programmes have 
historically tended to only engage direct “Tier 1” suppliers, which 
means that only a segment of the supply chain is covered. We 
are now seeing a gradual shift towards extending engagement 
to Tier 2 and even Tier 3 and above suppliers — 59% of 
respondents surveyed by CVM Solutions about their supplier 
diversity activities also track Tier 2 spend.18 This scaling-out 
across supply chains offers greater potential for systemic 
transformation and mainstreaming of inclusive sourcing.

18. CVM Solutions. 2019. The 2019 State of Supplier Diversity Programs. [Accessed here] 

Procter & Gamble (P&G) is now aiming to deliver 
impact with second tier and above, as well as first 
tier suppliers, encouraging them to enroll in the P&G 
supplier programme and promoting both diverse 
ownership and gender-inclusive practices across the 
value chain. Leadership involvement is a key part of 
this engagement. P&G’s first female Chief Purchasing 
Officer, Ana Elena Marziano, communicates directly 
with all P&G’s external business partners about these 
efforts. P&G hosts sourcing events and capacity 
building workshops which encourage its suppliers to 
become more gender-inclusive and to adopt supplier 
diversity practices themselves. As a result, P&G is 
improving conditions for gender equality and women’s 
empowerment across its value chain.

https://www.cvmsolutions.com/hubfs/2019 Reports/The 2019 State of Supplier Diversity - Supplier Diversity Programs.pdf?hsCtaTracking=fde6f0aa-a66f-423d-bec4-8d9ad9be1064%7Caf6c435b-5446-452a-b5a7-14b946fa0c7d
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1.3 Key steps for external communications 
Communicating externally allows organisations to reap reputational benefits from their inclusive sourcing programmes, while 
simultaneously raising crucial awareness to mainstream the topic and accelerate good practice. Amplifying broader DEI initiatives 
and impacts (such as gender inclusion in the workforce and closing gender pay gaps) through external communications has 
been formative for their success. Sharing examples, key details and resources, and celebrating success stories can magnify 
benefits for companies and across society through the creation of new, more progressive norms. 

1. Make public commitments to inclusive sourcing goals
The number and ambition of companies making public commitments to diverse spend goals is accelerating rapidly. 
A recent study revealed that by 2025, global companies expect a more than 50% increase in their diversity spend goals, with 
an average target of 13% of total spend with companies across a wide range of underrepresented groups. The average current 
spend of these companies across all diverse groups was at 7.2% in 2021.20 Historically organisations have been hesitant 
to make large commitments which require transparency about spend, 
so this represents a significant shift; still, only 4% of companies surveyed 
track percentage spend with women-owned businesses and 3% report 
publicly on percentage spend with women-owned businesses.21 Targets 
and commitments can relate to different criteria depending on the maturity 
of your programme (see page 8), to overcome any concerns of negative 
optics. This illustrates the importance of organisation-wide engagement; 
buy-in from marketing and legal teams can mitigate reputational concerns 
and deliver benefits from public commitments. 

7.  Support provision of direct capacity-building to women entrepreneurs  
and other diverse supplier categories 

There remains a substantial gap in the provision of training or capacity-building to diverse businesses; only 16% of firms surveyed 
by the Women4Busines Daring Circle in 2020/21 were actively doing this.19 It can take a variety of forms, including collaboration 
with accelerators or incubators, or providing direct support as part of your programme. This could include mentoring, networking 
or business development skills. Many suppliers who would be considered as diverse are unaware of the opportunities of 
registering or gaining certification for this status or declaring it in tender applications. Some may be unwilling to be viewed as 
coming from a disadvantaged group. Demystifying the procurement process can also help to attract diverse and smaller vendors who 
may be overwhelmed by the prospect of submitting proposals to a large corporation or competing with better-resourced companies.

WomenEntrepreneurs4Good is an accelerator programme led by the Women’s Forum in partnership with P&G 
and delivered by HEC Center for Entrepreneurship and Innovation. The initiative is dedicated to building business 
capabilities to support the growth of women-led startups with a sustainability focus; providing training, mentorship and 
collaborative opportunities for women entrepreneurs. With 65 projects, over 200 participants, and 9 finalists in the first 
2020 edition, the programme has already made an impact in helping to scale sustainable women-led enterprises, and 
is relaunching in 2022 with similar goals. 

The Destination ETI au féminin accelerator programme is a collaboration between #ConnectHers by BNP Paribas 
and the association Pacte PME, in partnership with multiple women’s entrepreneurship networks and large companies. 
Dedicated to female directors of startups and SMEs with fewer than 250 employees, in industry and professional services, it 
aims to help them to develop their business by tackling a series of the main strategic, commercial and managerial topics, with 
the support of well-known experts from BNP Paribas Bank and from industry and from professional organisations.

P&G has spent more than 2 billion USD in the 
last year across all diversity categories. The 
company continues to add diverse-owned 
companies to its supplier ecosystem every 
year and is on track to spend 10 billion USD 
cumulatively with women-owned and led 
businesses by 2025, as committed during 
the Generation Equality Forum in June 2021.

19. Kearney & The Women’s Forum for the Economy and Society. 2020/21. Question was completed by 118 firms. Women4Business Annual Survey [Accessed here]
20. The Hackett Group. 2021. Supplier Diversity Study. [Accessed here]
21. BSR. 2020. Women’s Empowerment and Business: 2020 Trends and Opportunities. [Accessed here]

https://www.womens-forum.com/wp-content/uploads/2020/07/WF_Daring_Circles_Business.pdf
https://www.thehackettgroup.com/supplier-diversity-infographic-2105/
https://www.bsr.org/reports/WEP-AnnualReport2020.pdf
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22. WEConnect International. 2020. How To Rebuild Global Business For Good. [Accessed here]

2. Nominate senior leaders from key functions to represent your organisation
Having senior spokespeople in your company willing to take a public stance and advocate for supplier diversity and 
inclusive sourcing can make a critical difference for amplification. It might be a Chief Procurement Officer or DEI Leader, 
a dedicated programme lead, or even a President or CEO. These individuals can become influential voices in both 
internal and external communications, making messaging more personalised and persuasive. Producing creative, 
accessible and shareable content — such as short videos — can position key leaders to represent your organisation and 
elevate your activities or impact. 

3. Communicate about your inclusive sourcing activities as a core part of your CSR strategy in annual 
reports, on your website and in external publications
Celebrating your commitments and progress in core business communications can ensure that inclusive sourcing 
becomes viewed as a strategic priority, illustrating to stakeholders, partners and audiences that it is a fundamental pillar of 
your company operations and CSR principles. Transparency and regular reporting can trigger real change, within immediate 
supply chains and beyond. For example, NatWest’s consistent public reporting on the progress of their women-owned 
business initiatives from December 2016 led to tangible action by the UK government to support female entrepreneurs in the 
marketplace.22 Sharing and promoting your key learnings, best practices and success stories in external publications can 
generate a multiplier effect by amplifying awareness and practical knowledge, while bolstering the reputation of your brand.

L’Oréal has received public recognition for its excellence in Diversity and Inclusion, which has established the 
Group’s credibility as a champion and Thought Leader in the space. In addition to L’Oréal achieving high rankings 
in The Bloomberg Gender Equality Index, Equileap, and Refinitiv Global Diversity and Inclusion Index in 2020, the 
Solidarity Sourcing programme was awarded the “Trophy for social inclusion” in 2020 by Trophées Défi RSE 2020 
(CSR Challenge Trophy) and the United Nations GEEIS-SDG AWARD in 2019 and 2021 for its contribution to the 
Sustainable Development Goals.

https://media-weconnectinternational-org.s3.amazonaws.com/2020/08/J4Qat3z8-CouncilReport.pdf
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4. Develop a social media presence and following on the topic of inclusive sourcing
Leveraging the power of social media is a key opportunity to amplify inclusive sourcing and communicate CSR values 
and social impact priorities and actions to your networks, audiences and markets. In a global consumer survey, 66% of 
respondents said they were prepared to pay a premium for products and services from companies that are committed to 
positive social and environmental impact.23 Companies that are successfully communicating on supplier diversity, largely 
based in the US, are regularly sharing information and celebrating initiatives in a dynamic, creative and welcoming manner. 
Integration across digital platforms (LinkedIn, Twitter, YouTube etc.) extends reach to different audiences; including corporate 
leaders, procurement professionals, suppliers, women entrepreneurs, buyers or consumers, and other changemakers. It 
can boost engagement with young people and stakeholders motivated by equity and social justice, as well as the corporate 
community. Currently the conversation is very quiet, signalling opportunities to lead the conversation on social media. 

5. Establish your credibility as a Thought Leader through speaking at public events
Speaking at public events and participating in panel discussions is an important way to establish your organisation as a 
Thought Leader in the supplier diversity and inclusion space. This is a positive way to disseminate messaging, reach 
leaders in connected fields, and share best practices or learnings. Well-structured panel discussions, fireside chats 
and Ted Talk-style presentations can prompt audiences to reflect on their own values and capacity to take action. These 
events can be further amplified as engaging social media content. Awards for supplier diversity and inclusion can also boost 
recognition and credibility as a champion in the space (see Resources Index).

6. Partner with other leading organisations and experts to advocate for wider change
Partnerships and collaboration offer a crucial pathway to accelerate change beyond the boundaries of an organisation. By 
joining forces, companies, institutions and experts can combine and share emerging insights and reach wider audience 
networks to amplify messaging and inspire action on inclusive sourcing. Membership with supplier diversity and inclusion 
platforms such as WEConnect International, or specialist procurement networks such the Chartered Institute for Procurement 
& Supply or Procurement Leaders, offer access to infrastructure, 
knowledge products and events, and connections to other 
specialists in the field. 

Coalitions and working groups, such as the Women4Business 
Daring Circle and the Billion Dollar Roundtable, or pledges such as 
the Women’s Empowerment Principles, offer further opportunities 
to contribute to emerging knowledge and tap into shared expertise 
and networks. Positive, pre-competitive collaboration with other 
companies is an important tool to grow engagement and push 
inclusive sourcing into the spotlight and the mainstream. These 
platforms also offer an effective way to engage governments 
around creating an enabling policy environment for supplier 
diversity and women’s economic empowerment. Only 24% of 
OECD member countries currently have a policy for women’s 
enterprises, and there is a need to unite efforts to advocate 
for systemic solutions to accelerate inclusive sourcing and 
women’s entrepreneurship worldwide .24 

23. Nielsen. 2015. Consumer-goods’ brands that demonstrate commitment to sustainability outperform those that don’t [Accessed here]
24. UN Women and the ILO. 2021. Rethinking Gender-Responsive Procurement: Enabling an Ecosystem for Women’s Economic Empowerment. [Accessed here]

https://nielseniq.com/global/en/about-us/
https://www.unwomen.org/en/digital-library/publications/2021/07/rethinking-gender-responsive-procurement


“Increasing women’s representation 
in supply chains is not just the right 
thing to do for society, but it is also 

an economic imperative and will give 
businesses an improved ability to 

meet diverse customer needs, bring 
better innovation and competition, 

and enhance their overall brand. Real 
change means securing executive 

commitment and buy-in from 
leadership, and developing gender 

strategies that tackle the root causes 
of inequality in the supply chain.”

— Imran Dassu,  
Partner, Kearney 
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PART 2:  
TALKING POINTS TO ADVANCE THE SUPPLIER 
DIVERSITY AND INCLUSION AGENDA 
Part two of this paper provides a summary of key talking points and evidence-based insights that 
can be used to build engagement within your organisation, with your suppliers, and with your 
external audiences.

What is the gender gap in supply chains, and why should we be addressing it? 

•  Women entrepreneurs have less access to markets than male entrepreneurs. Even though women own around 35% 
of companies globally, on average, women have access to only 1% of large corporate or government spend.25 

•  Women entrepreneurs have less access to finance and contracts to scale their businesses. It is estimated that 80% 
of women-owned businesses with credit needs have inadequate access to financial services. This is equivalent to a 
USD $1.7 trillion financing gap globally.26 

•  Approximately 31-38% (8-10 million) of formal Small and Medium Enterprises (SME) in emerging markets have full or 
partial female ownership.27 Women-owned SMEs in emerging markets worldwide still face around a USD $1.5 trillion 
annual credit gap.28 

•  Only 11% of executive supply chain leadership positions are held by women,29 creating a risk of unconscious gender 
bias in the procurement decision-making.

•  Public procurement around the world accounts for 12% of global Gross Domestic Product (GDP) and represents 10-
15% of the GDP in developed countries and up to 30-40% in least developed countries.30 Only 1% of the $11 trillion 
spent annually on public procurement goes to women-owned businesses.31 

•  Of all global regions, Europe has some of the lowest rates of women’s early entrepreneurship, with Italy and Poland 
being the lowest, and a further six European economies reporting less than one in 20 women starting or running a 
new business.32 

•  Women business owners around the world need larger contracts to secure capital, but need capital to secure larger 
contracts.33 

25. Vazquez, Elizabeth A. and Andrew J. Sherman. 2013. Buying for Impact: How to Buy From Women and Change Our World. [Accessed here]
26. Care. 2019. Based on World Bank data 2017. [Accessed here]
27. IFC. 2014. Women-Owned SMEs: A Business Opportunity for Financial Institutions. [Accessed here]
28. IFC & Goldman Sachs. 2019. 10,000 Women: Investing in Women’s Business Growth: Progress Report 2019 — WEOF at the Five Year Mark.” [Accessed here]
29. Stiffler D and Chumakov C. 2019. Women in Supply Chain Survey. [Accessed here]
30. Kirton, R.M. 2013. Gender, Trade and Public Procurement Policy: Kenya, India, Australia, Jamaica. [Accessed here]
31. The World Bank. 2021. Gender and Equality in Public Procurement. [Accessed here]
32. Global Entrepreneurship Monitor, 2021. GEM 2020/2021 Global Report. [Accessed here]
33. WEConnect International. 2020. How To Rebuild Global Business For Good. [Accessed here]

https://books.google.co.uk/books/about/Buying_for_Impact.html?id=D-KslwEACAAJ&redir_esc=y
https://www.care.org/news-and-stories/ideas/its-time-to-tackle-the-1-7-trillion-global-financing-gap-facing-women-owned-businesses/
https://www.ifc.org/wps/wcm/connect/44b004b2-ed46-48fc-8ade-aa0f485069a1/WomenOwnedSMes+Report-Final.pdf?MOD=AJPERES&CVID=kiiZZDZ
https://www.ifc.org/wps/wcm/connect/dda519ef-ef2b-4bf4-910f-38d669ceddb7/WEOF_Report%2312-final.pdf?MOD=AJPERES&CVID=mTqaciI
https://www.awesomeleaders.org/wp-content/uploads/2019/05/AWESOME-2019GartnerReport_CSCMP.pdf
https://ppp.worldbank.org/public-private-partnership/sites/ppp.worldbank.org/files/documents/The Commonewealth_Gender%2C Trade and Public Procurement Policy.pdf
https://www.worldbank.org/en/events/2021/02/11/gender-and-equality-in-public-procurement
https://www.gemconsortium.org/file/open?fileId=50691
https://media-weconnectinternational-org.s3.amazonaws.com/2020/08/J4Qat3z8-CouncilReport.pdf
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How does supplier diversity and inclusion benefit businesses?

Innovation

•  Diverse thinking brings powerful innovation. Businesses with diverse leadership are 21% more likely to outperform 
peers on profitability,34 and report innovation revenue at 19 percentage points higher than companies without diverse 
leadership.35  

•  Despite being underrepresented and facing constraints, women-led SMEs are actively engaged in innovation activities; 
including process innovation, product innovation, and investment in research and development.36 

•  Many companies regard access to innovative goods and services as a primary driver for a supplier diversity and 
inclusion programme.37 

Resilience

•  Companies are recognising the value of investing in resilient supply chains, especially following the disruptive impacts 
of the COVID-19 pandemic. 70% of leading companies in sustainable procurement surveyed in 2021 see supply chain 
resilience as a top priority.38 

•  Social responsibility and sustainability in supply chains contributes to resilience; 63% of buyers and 71% of suppliers 
surveyed in 2021 stated that it helped them endure the COVID-19 crisis.39 

•  Large corporations are reporting evidence that smaller, diverse suppliers are more agile and quicker to adapt and 
respond.40 

•  More than 1 in 5 companies surveyed cite cost-effectiveness and risk diversification as incentives for advancing 
supplier diversity.41

•  Research from the US indicates that companies which have a strong focus on supplier diversity generate 133% 
greater return on their buying operations.42 

Reputational benefits

•  Illustrating your company’s commitment to Diversity, Equity and Inclusion improves perceptions of the organisation, 
which helps to both attract and retain customers. A 2019 market research study found that individuals who were 
aware of a specific brand’s supplier diversity initiatives were 45% more likely to perceive that brand as valuing diversity; 
25% were more likely to think favourably about it, and 49% were more likely to use its products.” 43 

•  Women are a key consumer market, controlling over 83% of consumer purchasing decisions in the U.S.A and around 
$31.8 trillion USD in annual consumer spending globally.44 Providing gender-responsive products or services, or 
demonstrating commitment to equality can improve reputation among consumers.

•  Reputational benefits extend to recruitment; a market research survey found that 52% of respondents said they want 
to work for a company that has a supplier diversity and inclusion programme.45 

34. McKinsey & Company. 2018. Delivering through Diversity. [Accessed here]
35. Lorenzo, R., Voigt, N., Tsusaka, M., Krentz, M., and Abouzahr, K. 2018. How Diverse Leadership Teams Boost Innovation. [Accessed here]
36.  Owalla, B., Nyanzu, E. and Vorley, T., 2020. Intersections of gender, ethnicity, place and innovation: mapping the diversity of women–led SMEs in the UK. International Small Business 

Journal. [Accessed here]
37. Kearney & The Women’s Forum for the Economy and Society. 2020/21. Women4Business Annual Survey [Accessed here]
38.  Sustainable Procurement Barometer. 2021. From Resilience to Opportunity: Sustainability Pays Off Through the Crisis and Beyond. Ecovadis & Stanford Business Value Chain Innovation 

Institute. [Accessed here]
39. Bateman A, Barrington A, Date K. 2020. Why You Need A Supplier Diversity Program. [Accessed here]
40. Bateman A, Barrington A, Date K. 2020. Why You Need A Supplier Diversity Program. [Accessed here]
41.  The Women’s Forum for the Economy & Society. 2020. Inclusive sourcing and women’s entrepreneurship: Accelerating recovery for business, economy and society. [Accessed here] 
42. CIPS. 2018. Supplier Diversity: Unlocking Innovation, Driving Competitiveness and Enhancing Reputation. [Access here]
43. Bateman A, Barrington A, Date K. 2020. Why You Need A Supplier Diversity Program. [Accessed here]
44. Catalyst. 2020. Buying Power (Quick Take). [Accessed here]
45. Bateman A, Barrington A, Date K. 2020. Why You Need A Supplier Diversity Program. [Accessed here]

https://www.mckinsey.com/~/media/mckinsey/business functions/organization/our insights/delivering through diversity/delivering-through-diversity_full-report.ashx#:~:text=Leadership%20roles%20matter.,to%20have%20superior%20value%20creation.
https://image-src.bcg.com/Images/BCG-How-Diverse-Leadership-Teams-Boost-Innovation-Jan-2018_tcm9-207935.pdf
https://eprints.whiterose.ac.uk/168599/8/Mapping_WE_innovation_submission_incl tables.pdf
https://www.womens-forum.com/wp-content/uploads/2020/07/WF_Daring_Circles_Business.pdf
https://resources.ecovadis.com/sp-barometer/2021-sustainable-procurement-barometer?utm_medium=referral&utm_source=press-release&utm_campaign=2021-07-sp-barometer
https://hbr.org/2020/08/why-you-need-a-supplier-diversity-program
https://hbr.org/2020/08/why-you-need-a-supplier-diversity-program
https://www.womens-forum.com/wp-content/uploads/2021/03/Women4Business_report_V5.pdf
https://www.cips.org/Documents/Knowledge/Procurement-Topics-and-Skills/4-Sustainability-CSR-Ethics/Sustainable-and-Ethical-Procurement/CIPS Supplier_Diversity_16pp_A4_0319_AW2.pdf
https://hbr.org/2020/08/why-you-need-a-supplier-diversity-program
https://www.catalyst.org/research/buying-power/
https://hbr.org/2020/08/why-you-need-a-supplier-diversity-program
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How does women’s economic empowerment in supply chains lead to positive  
social and economic impacts? 

•  Companies with more gender balanced leadership have been found to have better return on sales, return on assets, 
and return on equity.46 

•  If women and men around the world had the equal opportunity to participate in the market as entrepreneurs, global 
GDP could ultimately rise by approximately 3% to 6%, boosting the global economy by USD $2.5 trillion to $5 trillion.47

•  In the UK, it has been estimated that equivalent to an additional $338 billion USD could be added to the economy if 
female entrepreneurs started and scaled their businesses at the same rate as men.48 

•  Women business owners and leaders are more likely to hire women employees and implement gender-inclusive 
company practices.49 

•  Women entrepreneurs own about 28% of all micro, small and medium enterprises. They create jobs, stabilise 
communities, and strengthen society overall — locally and globally.50 

46. Calvert Impact Capital. 2018, December. Just Good Investing: Why gender matters to your portfolio and what you can do about it. [Accessed here] .
47. Blair, C and Unnikrishnan S. 2019. Want to Boost the Global Economy by $5 Trillion? Support Women as Entrepreneurs. [Accessed here]
48. Rose, A. (2019), The Alison Rose Review of Female Entrepreneurship, UK Government [Accessed here]
49. Weisul, K. (2018), Report: Female Entrepreneurs Much More Likely to Employ Women. [Accessed here]
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PART 3:  
CASE STUDIES COMPENDIUM —  
BEST PRACTICES AND SUCCESS STORIES 
Part 3 of this report showcases a series of case studies and success stories from leading companies 
and experts in supplier diversity and gender-inclusive sourcing. They offer key insights into best 
practices and methodologies to help inform engagement on inclusive sourcing. 

Each case study is “tagged” with icons representing key strategic areas and interventions, which correspond with the 
categories in the Women4Business maturity model that the Inclusive Sourcing Journey is designed around. This is a navigation 
tool to help connect recommendations generated in the Inclusive Sourcing Journey to best practices in this Guide. 
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 How Procter & Gamble is scaling and accelerating  
gender-inclusive sourcing globally 

Commitment to being a Force for Good and a Force for Growth through inclusive sourcing
Procter & Gamble’s (P&G) passion for advancing inclusive sourcing stems from a commitment to make a positive impact, 
and the knowledge that diversity fosters innovation. Since initiating their supplier diversity programme 45 years ago, P&G has 
spent billions of dollars with diverse suppliers globally. The company believes that inclusive sourcing - particularly gender-
inclusive sourcing – has benefits that extend beyond business and contribute to community and economic development. 
P&G’s experience with suppliers has demonstrated that diverse business owners hire more diverse employees, generating 
jobs and income for underrepresented groups. 

P&G is now striving to engage and inspire all companies in their supply chains to adopt gender-inclusive practices, not only 
the ones that are women-owned and led but also suppliers without diverse owners who can enhance gender equality and 
inclusion in their workforce. P&G’s ambition is to be a force for growth and a force for good in the industry, including by 
investing in additional infrastructure that supports inclusive sourcing, and to help remove barriers for companies that want to 
get started in Europe.

How P&G is deepening understanding of the business case
Supplier diversity and women’s economic empowerment offer clear incentives for business. P&G’s programmes have 
demonstrated that diversity drives innovation and creativity and creates competitive advantages in the marketplace. When 
they measured this competitive advantage among their suppliers, P&G found that diverse-owned businesses outperformed 
non-diverse suppliers in multiple areas, like collaboration and competitiveness. With consumers increasingly seeking goods 
that have been sourced ethically and sustainably, efforts to support gender equality in their supply chains also benefits 
P&G’s brands. According to P&G research, customer preference for and appreciation of products from brands that are truly 
committed to these values has contributed to P&G’s ongoing success.

Leadership engagement beyond P&G’s direct suppliers to drive gender inclusion across the value chain
P&G’s drive to create inclusive, gender-equal workplaces has led to a broader focus on gender inclusion across the value 
chain. They are now aiming to deliver impact with their second tier suppliers, as well as their first tier suppliers, encouraging 
them to enrol in P&G’s supplier citizenship programme and promoting both diverse ownership and wider inclusion practices.

High level sponsorship and leadership involvement is a key part of this engagement. P&G’s first female Chief Purchasing 
Officer, Ana Elena Marziano is integrating inclusive sourcing as any other business priority. She recently sent a letter to all 
external business partners sharing with them P&G’s growing efforts for gender-inclusion across their business and supply 
chains. P&G annually reviews its suppliers’ equality and inclusion initiatives, and then works with them to help suppliers scale 
up and advance them. P&G is hosting events and partnering on capacity building workshops which encourage suppliers to 
become more gender-inclusive by advocating for equal representation, incorporating unconscious bias training, expanding 
supplier diversity efforts, and the sharing of best practices. As a result, P&G is improving conditions for gender equality and 
women’s empowerment across its value chain. 

“We need to mainstream and build the infrastructure for inclusive sourcing — but this 
cannot be done by one company or institution alone. Collaborative action is the key 
to drive inclusive growth. SDG#17 calls for partnerships as a means to deliver all of 

the Sustainable Development Goals, and with the Women4Business Daring Circle  
we are bringing together an ecosystem of partners to support this transformation.”

— Jamila Belabidi, 
Global Women’s Economic Empowerment, 

Procter & Gamble
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Partnering for greater impact
P&G partners with leading organisations working to advance gender-inclusive sourcing, both to enhance best practices and 
the impact of their own programmes, and to advocate and share key learnings more widely. They have been working closely 
with WEConnect International, which has been invaluable in scaling their supplier diversity programme globally. In addition to 
accessing a wider network of verified Women’s Business Enterprises through the platform, and collaborating to run supplier-
focused events, P&G has partnered with WEConnect International and co-developed the “P&G Academy”, a programme that 
helps women entrepreneurs further build their skills and capabilities. This programme has reached more than 500 women 
owned companies in more than 13 countries. 

P&G has also partnered with UN Women since 2017 to support research around gender inclusive sourcing and also capacity 
building for women entrepreneurs in several countries, with opportunities to then join P&G’s value chain. A great example is the 
“Stimulating equal opportunities for women entrepreneurs” programme in Egypt, which is now in its third cycle of programming.

Creating momentum to mainstream inclusive sourcing 
P&G’s collaboration with partners, including with the Women’s Forum for the Economy and Society, helps to ensure there 
are public platforms for dialogue, exchange and advocacy, to share best practices and contribute to the mainstreaming and 
advancement of inclusive sourcing globally. P&G is highlighting how businesses can contribute to common social goals, such 
as gender equality and women’s empowerment, while simultaneously improving their reputation and business performance, 
all this through leveraging the power of partnerships and collective action.

P&G spends more than 2 billion USD annually across all diversity categories. They continue to add diverse-owned companies 
to their supplier ecosystem every year and have committed to spend 10 billion USD cumulatively with women-owned and 
led businesses by 2025, as announced during the Generation Equality Forum in June 2021. P&G’s commitment to women’s 
economic empowerment and thought leadership in the gender equality space is being recognised. In December 2020, P&G 
won the first ever UN Women WEPs (Women Empowerment Principles) award in the Leadership category.

Key takeaways

•  P&G is helping to raise the bar on gender-inclusive procurement, conducting internal research and monitoring 
to demonstrate how gender-inclusive practices not only lead to economic and community development but to a 
strengthened and more profitable business as well.

•  P&G is accelerating impact by extending their focus beyond tier 1 suppliers, and even more importantly, going beyond 
the diverse ownership criteria to recognise broader equality and inclusion efforts in their partners and supply chains.

•  Public commitments and advocacy offer a key route to both accelerate internal efforts and buy-in, and to contribute 
to the mainstreaming of inclusive sourcing globally.
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How Solidarity Sourcing and women’s economic  
empowerment across the value chain fuels L’Oréal purpose  
and contributes to both impact and business sustainability. 

The vision and purpose behind L’Oréal’s Solidarity Sourcing programme
In recognition that there will be no economic growth without sustainability in the future, L’Oréal has set a goal for economic, 
social and environmental excellence to create lasting value for all. As the global leader in beauty, the Group harnesses the 
power of innovation to continually enhance the performance of all its products and services. L’Oréal is taking action to protect 
the beauty of the planet by fighting climate change, managing water sustainably, respecting biodiversity and preserving 
natural resources. Because the Group values diversity, L’Oréal leverages each of its brands to celebrate all expressions 
of beauty. L’Oréal aims to build a business with inclusivity at its heart by ensuring it is as diverse as the people it serves. 
Reflecting the diversity of the Group’s markets can only be achieved by promoting inclusion and diversity within the teams 
and in the extended ecosystem of suppliers, throughout the whole value chain. L’Oréal nurtures lasting partnerships with its 
clients and suppliers based on mutual trust and collaboration, and to champion the cause of women and to strengthen the 
communities with which it engages.

How L’Oréal strategically uses its purchasing power to advance inclusion
Created in 2010, Solidarity Sourcing is L’Oréal’s global inclusive purchasing programme. It aims to use L’Oréal’s purchasing 
power to serve social inclusion, by dedicating spend to suppliers which are giving people often excluded from the labour 
market access to work and a sustainable income. The Group continues to open up its procurement process to companies 
who employ people from economically vulnerable communities, including small companies and diverse suppliers. In 2020, 
97% of L’Oréal strategic suppliers were assessed and selected to date on the basis of their environmental and social 
performance. All the suppliers evaluated represent more than 85% of total direct purchases (raw materials, packaging 
components and subcontracting).

How L’Oréal provides capacity-building support for its suppliers
L’Oréal has operated an online site dedicated to suppliers since 2016, which gives suppliers access to training tools to 
optimise their sustainable development policies. It offers e-learning modules, videos, presentations on ethics, climate change, 
social audits, and more. Today, it is open to all strategic suppliers and is being progressively expanded to all suppliers. In 
addition, L’Oréal encourages its strategic suppliers to implement procurement practices inspired by the Solidarity Sourcing 
programme. L’Oréal pledged that 20% of them would act on this by the end of 2020: this goal was achieved with 22% of 
these suppliers implementing a similar programme.

The impact of Solidarity Sourcing for women worldwide
The Solidarity Sourcing programme has 379 projects running in 57 countries, in collaboration with 568 local initiatives and 72 
third parties. By the end of 2020, the programme enabled 81,138 people from underprivileged or poor communities all over 
the world to gain access to work and maintain decent, lasting employment and income, an increase of 10,226 additional 
people (14%) from 2019. The objective is to double this impact by 2030.

Two-thirds of the beneficiaries of the Solidarity Sourcing purchase programme are women. Solidarity Sourcing supports both 
women entrepreneurs and underrepresented or vulnerable women, including: Women-Owned Businesses (in collaboration 
with WEConnect International in 10 countries); women producers of raw materials such as shea, argan or galanga grown and 
harvested in accordance with fair trade principles; women from vulnerable local communities, or who have assumed positions 
usually reserved for men; single mothers; military wives; and victims of violence.

There is intersectionality of gender with other societal vulnerability factors, such as minorities, seniors, people with disabilities, 
long-term unemployed, small businesses. Now, a total of 47,420 beneficiaries come from 68 projects specifically related to 
the emancipation of women in 23 countries, with the support of 15 associations and NGO partners.
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Reputational benefits from Solidarity Sourcing
L’Oréal has received public recognition for its excellence in Diversity and Inclusion, which has established its credibility as a 
champion and Thought Leader in the space. In addition to L’Oréal achieving high rankings in the Bloomberg Gender Equality 
Index, Equileap, and Refinitiv Global Diversity and Inclusion Index in 2020, the Solidarity Sourcing programme was awarded 
the “Trophy for social inclusion” in 2020 by Trophées Défi RSE 2020 (CSR Challenge Trophy) and the United Nations GEEIS-
SDG AWARD in 2019 and 2021 for its contribution to the Sustainable Development Goals.

Key takeaways on the success of Solidarity Sourcing

•  Solidarity Sourcing offers a novel purchasing approach due to its global, holistic nature that encompasses both social 
inclusion and environmental sustainability. Its ambition is to show the links between economic performance and a 
positive social responsibility footprint.

•  The Solidarity Sourcing programme is deployed in all geographic zones, and concerns all areas of purchasing. It is 
fully embedded in the purchasing process, L’Oréal teams objectives, supplier evaluation, referencing, performance 
monitoring, business decisions. 

•  Like with financial performance, the programme is audited on a yearly basis by independent external parties.
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Celebrating 50 years of supplier diversity: ExxonMobil’s  
journey, and the value of an Advocate Network to scale  
inclusive sourcing globally 

The origins and reach of ExxonMobil’s supplier diversity programme
ExxonMobil is proud to be celebrating 50 years of supplier diversity! Fifty years ago, Exxon’s predecessor Humble Oil sponsored a 
first-of-its-kind minority supplier list for the Houston area of the U.S. state of Texas. The innovative leaders who worked to publish the 
directory in 1971 took a bold step to help minority businesses. The programme started in the U.S. but expanded globally in 2011.

How ExxonMobil advanced their supplier diversity strategy through an Advocate Network
Many inclusive sourcing or supplier diversity efforts within corporations start small; often with only part-time staff or a 
small team of one or two individuals. These small teams have a huge task to influence the purchasing decisions of a large 
corporation. Nearly twenty years ago, ExxonMobil created a strategy to scale its programme and significantly grow its 
spending with diverse suppliers. One of the steps taken was to create a Supplier Diversity Advocate Network. This started 
with a representative from each procurement group supporting a commodity to serve as the supplier diversity contact or 
advocate for their commodity. Part of their role was to liaise between the formal supplier diversity professionals and the base 
procurement groups. They identified bidding opportunities within their commodity, and they pre-screened diverse supplier 
capabilities before a formal qualification. Within the first four years of establishing the Advocate network, ExxonMobil’s U.S. 
spending with diverse suppliers, minority and women only, grew from $300M to over $800M. Over the years this Advocate 
Network grew to include anyone interested in serving in this capacity and was no longer limited to one person per commodity. 

ExxonMobil’s Sustainable Procurement Advocate Network today
Around 5 years ago, ExxonMobil transformed its Supplier Diversity Advocate Network into a Sustainable Procurement Advocate 
network. In addition to supplier diversity, they include topics such as local content, the utilization of local suppliers, environmental 
performance and human rights in the supply chain. The diverse supplier definition also expanded to include LGBT-owned 
businesses, U.S. military veteran-owned businesses, businesses owned by people with disabilities and U.S. small businesses, 
defined by the U.S. Small Business Administration. Today their Sustainable Procurement Advocate Network consists of over 400 
employees globally. It leverages more resources, engages all procurement categories, and expands awareness. The network 
meets quarterly to review scorecard results, share best practices and success stories. In 2019, ExxonMobil achieved a milestone 
of spending $3 billion dollars with diverse and small businesses globally, including women owned businesses from around the 
world. ExxonMobil is delighted to commemorate this important 50-year anniversary milestone by sharing this strategic approach 
with the Women’s Forum community, as part of the collective efforts to advance inclusive sourcing globally.
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Partnering for greater impact
Membership with WEConnect International allows ExxonMobil to access information about women-owned businesses 
globally. In the U.S., ExxonMobil is a member of the National Minority Supplier Development Council, the Women’s Business 
Enterprise National Council and the National LGBT Chamber of Commerce. Their Advocates have access to the database of 
diverse suppliers from each of these organizations. 

Key takeaways: what they’ve learned

•  ExxonMobil has seen the value that inclusive sourcing brings through cost saving and innovation in the supply chain, 
and supporting the sales team. 

•  An Advocate Network can help to grow a supplier diversity or inclusive sourcing programme by streamlining the 
process of internal engagement, building knowledge and capacity, and replicating best practices across procurement 
functions and geographies.

•  Working with leading supplier diversity organisations allows ExxonMobil to identify and reach diverse suppliers who 
meet contracting needs.

•  Connecting supplier diversity with sustainable procurement activities enables a more holistic approach to increasing 
positive social and economic impacts.
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How Kearney has developed and launched a new global  
programme for supplier engagement and inclusive sourcing

The ambition and process behind Kearney’s supplier engagement programme
Kearney is committed to promoting sustainability and diversity best practices across its entire supply chain, as well as advising 
clients on driving ESG and strategic impact through procurement operations. In 2020, Kearney launched a programme 
engaging all its active suppliers on a global basis, covering the Americas, Europe, MEA and APAC regions. The process 
involves targeting three core areas:

 1) Information on suppliers’ sustainability policies and practices
This includes requesting suppliers’ sustainability policy, sustainability annual report, greenhouse gas emissions & reduction 
target, any certifications & awards, and their training of employees & suppliers on sustainability and diversity & inclusion. With 
improved transparency, this supports greater accountability and action for continuous improvement.  

2) Transparency on suppliers’ minority or diverse ownership structure
This involves understanding suppliers’ formalised diversity, equity & inclusion policy, and whether their company (at HQ level) 
is owned by an individual who identifies as being part of a vulnerable, marginalised or underrepresented social group. Their 
definition is: at least 51% of the business is owned, operated and controlled on a daily basis by one or more people part 
of a minority group (i.e. ethnic, gender and/or other minority classifications), and they request that suppliers share relevant 
documents or certifications for verification.

3) Confirmed compliance to Kearney’s updated Supplier Code of Conduct
Kearney’s Supplier Code of Conduct is regularly reviewed, led by the firm’s leadership representing Social Impact & Sustainability, 
Diversity & Inclusion, Legal and Finance. This covers how Kearney conducts business and the type of culture they expect their 
suppliers to foster: a) Ethical Business Practices; b) Labor and Human Rights; c) Equal Opportunity, Diversity & Inclusion; 
d) Environmental Impact and Sustainability. Kearney also asks what support suppliers need to deliver and improve on their 
sustainability and diversity.
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Current targets for engagement
By the end of 2021, Kearney aims to educate 100 percent of its buyers to integrate updated sustainability and diversity 
criteria in their purchasing processes, invite diverse suppliers wherever possible, and coach or build partnerships with them. 
For specific spend categories, for example hotels in the US, Kearney is actively identifying diverse suppliers. Kearney is also 
setting its own targets to increase share of spend with sustainable and diverse suppliers, and aims to have all active suppliers 
confirm compliance to its updated Supplier Code of Conduct.

Partnering for greater impact
Kearney has also been working closely with the Women’s Forum on the topic of gender-inclusive sourcing, including leading 
the development of the Inclusive Sourcing Journey diagnostic tool for the Women4Business Toolkit for Action, and speaking 
regularly on the topic in public forums. In 2021, Kearney published a whitepaper for Procurement Leaders in association with 
the University of Tennessee on the topic of “From supplier diversity to economic inclusion”. This whitepaper explores a 
number of key diversity themes and introduces diverse approaches and how supplier diversity initiatives are viewed across 
regions. Kearney is also a member of the National Minority Supplier Development Council (NMSDC), that advances business 
opportunities for certified minority business enterprises and connects them to corporate members. Building on its work with 
clients driving supplier diversity, Kearney aims to continue partnering and supporting thought leadership on the topic of Diversity 
& Inclusion, in and beyond supply chains.   

Key takeaways

• Supplier engagement offers a key opportunity to combine sustainable and inclusive sourcing priorities.

•  Engaging suppliers in a systematic way across your programme allows you to inform and educate them while gathering 
data on their practices.

•  Begin with identifying quick-win spend categories and geographies to drive tangible impact, where learnings can then 
be replicated globally. 

• Working with established supplier diversity organisations increases capacity to identify and reach diverse suppliers.
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How the World Bank Group 
pioneered a strategy for identifying, 
verifying and monitoring  
diverse suppliers to meet its 
inclusion goals

A strategic vision for inclusive procurement
The World Bank Group (WBG) views supplier diversity and 
inclusion as a highly valued strategic initiative. It believes 
that a diverse and inclusive vendor base benefits them by 
bringing different perspectives, innovative solutions, and a 
resilient supply chain. The Group is committed to promoting, 
increasing, and improving the business participation of 
underrepresented business enterprises in their procurement 
process, with a primary focus on women-owned business 
enterprises (WBEs) and minority-owned business enterprises 
(MBE). The World Bank Group is currently the only multilateral 
development bank to have a publicly announced goal related 
to increasing sourcing with women-owned businesses.

How the WBG developed its methodology for 
verifying diverse suppliers
In 2018, the WBG committed to more than double the share 
of their global corporate procurement with WBEs from a 2018 
baseline of 3.1% to 7% by 2023, making it a leader among 
corporations in publicly committing a share of procurement to 
women-owned businesses. To establish this baseline and set 
a goal, mapping the WBG’s supply base was a key first step 
taken by the Corporate Procurement (CP) team. CP benefited 
from already having gender-disaggregated data related to its 
historical procurement – during the vendor registration process, 
all vendors are given the option to self-identify as women-owned, 
minority-owned, and other diverse-owned business categories. 
Utilising this existing data set, the corporate procurement team 
went about ensuring the data was legitimate.

After establishing partnerships with WBE identification 
and certification organisations WBENC and WEConnect 
International, the WBG utilised these organisation’s databases to 
confirm WBEs previously identified, as well as identify additional 
WBEs. For high-spend vendors, the CP team verified WBE 
status through a combination of desktop research and a self-
verification process with vendors. This step eliminated some 
vendors from the baseline who had mistakenly self-identified as 
WBEs. In addition, the CP team looked for false-negatives in the 
data, identifying numerous women-owned vendors who were 
not marked as WBEs in categories they were highly likely to be 
present, including translation & interpretation, graphic design, 
and catering.
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How procurement share with women-owned businesses was determined
With a cleaner set of data, the WBG then set about determining what share of procurement was with women-owned 
businesses. Numerous indicators had to be combined from many sources – including purchase orders, health care, air travel, 
and hotel spend, purchasing card spend, and other such spend channels. Ensuring that this wide net was cast ensured that 
the focus remained not only on their primary relationships with WBEs, but also on the responsibility of their entire supply chain 
to engage with diverse-owned businesses, either as direct subcontractors to WBG contracts, or those indirectly supporting 
the companies the WBG engages with.

Engaging potential vendors to demystify the tender process
To continue to engage their vendor community, a series of virtual vendor forums have been held over the last year and a half, 
focusing on demystifying the WBG procurement process for potential vendors, and encouraging the existing vendor base to 
partner with women-owned and other diverse-owned firms when carrying out their work with the WBG. Over 1,000 WBEs 
have been engaged over three forums, with more planned in the coming months.

Key takeaways

•  A baseline needs to be established in order to start measuring spend or procurement share with diverse suppliers, 
and to monitor progress.

•  A rigorous methodology for identifying and verifying diverse suppliers can widen the pool from which to measure their 
procurement share and meet goals.

•  Engaging vendors directly can help to demystify the tender process and encourage more diverse vendors to compete 
for contracts.
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How Optimal Cost develops tailored solutions  
to help organisations advance and scale their supplier  
diversity programmes 

The vision behind Optimal Cost’s supplier diversity services 
Optimal Cost is a 100% women-owned consultancy specialising in procurement optimisation, founded and led by entrepreneur 
Emma Merigneux. It helps large organisations to develop and implement their supplier diversity programmes. Being a certified 
Women-owned Business Enterprise (WBE) and a Small and Medium-Sized Enterprise (SME), the team knows first-hand the 
challenges small businesses experience when working with large organisations. This insight, combined with their procurement 
expertise, provides a distinct perspective regarding procurement consulting. Through their supplier diversity services, Optimal 
Cost seeks to promote procurement as a force for good.

Why tailored solutions are needed for different regions, sectors and companies
Supplier Diversity programmes are not one-size-fits-all initiatives, and it is difficult and unrealistic to create programmes that 
work everywhere. What works as a strategy in one market might not work in others. In Asia, supplier diversity programmes 
are not very common and still in their nascent stage. As Optimal Cost is headquartered in Singapore, it offers services to large 
companies that already have well-established initiatives in other geographies and want to kick-start their supplier diversity 
journey in Asia.

How Optimal Cost supported a client in expanding its programme across Asia Pacific
Optimal Cost worked with a large multinational corporation in the Fast-Moving Consumer Goods sector, which already had a 
sophisticated supplier diversity programme in the United States. The client desired to expand the reach of its programme to 
8 distinct countries in the Asia-Pacific region. The heterogeneity of the countries in scope posed a variety of cultural, social, 
legal, and linguistic challenges and the client needed an adaptation of its supplier diversity programme for each country. 
Optimal Cost designed and executed a fully customised programme for the client from end to end. By engaging the services 
of a WBE for this supplier diversity initiative, the client demonstrated the congruence between its actions and core values.

The project ran in two phases. The first phase was the set-up phase, where the Optimal Cost team built a framework 
that established processes and goals for the programme. The team began by analysing the markets of each country and 
identifying locally relevant diverse categories for each market. They then crafted definitions in line with the client’s central 
supplier diversity programme and country-specific constraints. Questionnaires specific to each market and in different 
languages were developed. The established criteria were used to construct an auto-screening qualification tool that helped 
categorise suppliers based on their information. A dashboard for outlining the project process was also developed, and the 
team designed a Diverse Supplier Programme Framework containing the above tools.

The second phase of the project, the supplier outreach phase, was aimed at uncovering “hidden” suppliers in the existing 
supply base of the company. Optimal Cost leveraged the questionnaires developed in the first phase and reached out to 1000+ 
suppliers in Asia Pacific. Respondents identified as diverse were introduced to their respective diversity certification bodies. 
The most significant outcome of this project was the development of the Diversity Playbook. This playbook consolidates all 
the tools, processes and documents designed during this project in one place, to be used autonomously by the client for 
future diversity surveys. 

Value and impact generated from scaling the programme across Asia Pacific
Optimal Cost helped its client to capitalise on its current supply base in the Asia Pacific region by identifying hidden diverse 
suppliers. Over 40% of the respondents were identified as being potentially diverse. The comprehensive Supplier Diversity 
Playbook designed by the team ensured that the client could autonomously carry out these initiatives in the future.

Optimal Cost also created wider impact by setting enablers for increased business opportunities for the diverse suppliers 
identified; by presenting them to the relevant certification authorities and increasing their awareness of the opportunities 
associated with certification. 
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Key takeaways

•  Supplier diversity programmes should be adapted to geographical regions. It is critical to modify the corporate and 
usually US-centric definitions, and craft local or regional versions of the programme that would be more compatible 
with local, cultural, political, and legal constraints. 

•  For any business seeking to engage suppliers in its programme, it is essential to maintain cultural proximity with them, 
for example, by using local languages in all communication.  
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APPENDIX:  
INDEX OF TOOLS AND RESOURCES 
This section provides a selection of key resources that can support individuals and organisations in 
communicating about inclusive sourcing, and in starting or progressing a programme.

Awards and recognitions

•  Billion Dollar Roundtable: recognizes companies that have spent at least 1 billion USD with minority owned suppliers.

•  Empowerful Award: National LGBT Chamber of Commerce (NGLCC) celebrates an organisation with an established 
supplier diversity programme and a proven record of seeking certified diverse owned firms for Tier I, Tier II or strategic 
partnership opportunities.

•  Global Champions for SD&I from WeConnect International, in partnership with the National LGBTQ Chamber of 
Commerce (NGLCC) and Disability:IN. Recognises the growing commitment of corporate leaders outside the US who 
have helped NGLCC Global expand to more than 15 nations on 5 continents.

•  Supplier Diversity Programme Award: European Diversity Awards recognises and celebrates the work of a corporate 
organisation that is driving forward the supplier diversity and inclusion agenda in Europe through programmes that 
specially encourage the participation of minority owned businesses in corporate supply chains.

Gender equality indexes

•  Bloomberg Gender-Equality index: tracks the financial performance of public companies committed to supporting 
gender equality through policy development, representation, and transparency. It provides comprehensive, comparable 
information related to gender equality at publicly-held companies.

•  EDGE Certification: a leading global assessment methodology and business certification standard for gender equality. 
It carries out an audit by gathering objective evidence from organisations and companies on gender balance at all 
levels, pay equity, and the effectiveness of existing policies.

•  Equal Measures 2030 Index: works to ensure that data and evidence is effectively used to track progress towards 
the wide-ranging commitments for girls and women across the SDGs. It evaluates national gender-related laws and 
policies as well as the resourcing, financing and outcomes of those decisions, through a SDG Gender Index.

•  Equileap: provides data and insights on gender equality in the corporate sector, gathering data on 3000 companies 
in 23 developed countries and ranking their gender equality based on 19 criteria. Data is available for licensing to 
investment professionals willing to screen existing portfolios or create new products.

•  FTSE Russell Women on Boards Leadership Index: focuses on the ratio of companies’ female to male board 
members against an industry average, and a social impact measurement drawn from FTSE’s Environmental and 
Social Governance data model.

•  Global Reporting Initiative (GRI): an international independent standards organization that helps businesses, 
governments and other organizations understand and communicate their impacts on issues such as climate change, 
human rights and corruption.

•  Great Place to Work: measures company trust levels based on the premise that workplaces with high-trust cultures 
see higher levels of revenues, innovation, customer and patient satisfaction, employee engagement, organisational 
agility, and more. Their methodology includes a survey of employees, analysis of diversity data, and the company’s 
programmes and practices to create a Trust Index™ score. 

https://www.billiondollarroundtable.org/
https://www.nglcc.org/blog/award-finalists-nglcc19-announced
https://weconnectinternational.org/top-global-champions-for-sdi/
https://www.europeandiversityawards.com/awards-categories-2021
https://www.bloomberg.com/gei/
https://edge-cert.org/
https://www.equalmeasures2030.org/
https://equileap.com/
https://research.ftserussell.com/products/downloads/FTSE_Women_on_Boards_Leadership_Index_Series.pdf
https://www.globalreporting.org/
https://www.greatplacetowork.com/best-workplaces/diversity
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•  Thomson Reuters D&I Index and Refinitiv Diversity and Inclusion Index Certification: collects data on over 6,000 
publicly listed companies to identify the top 100 publicly traded companies with the most diverse and inclusive 
workplaces. It is powered by the Refinitiv Diversity and Inclusion Index that ranks 7000 companies.

•  UN WOMEN WEPs Gender Gap Analysis Tool: a set of principles offering guidance to business on how to promote 
gender equality and women’s empowerment in the workplace, marketplace and community. It is grounded in the 
Women’s Empowerment Principles (WEPs) and uses a global framework that has strong support from business, the 
UN, Governments, and civil society.

Tools and platforms 

•  The Billion Dollar Roundtable: promotes and shares best practices in supply chain diversity excellence through the 
production of white papers. 

•  Coupa Inclusion Initiative: an initiative dedicated to making it easier for enterprises to increase their spend with 
diverse and inclusive suppliers by providing resources, tools and technologies to connect buyers and suppliers. 

•  Ecovadis and Tealbook: this partnership offers a tool to enable customers to easily identify which suppliers are 
prioritizing both diversity and sustainability initiatives.

•  MSDUK: brings together innovative and high growth ethnic minority businesses (EMBs) with global corporations 
committed to creating an inclusive and diverse supply chain. Resources including toolkits and events. 

•  Procurement Leaders: a procurement network and intelligence platform with unique insight, practical tools and a 
global network. They provide strategy development and peer-to-peer benchmarking for Chief Procurement Officers 
and their leadership teams.

•  Supplier Gateway: provides cloud-based digital tools and solutions to enable buyers and suppliers to connect, 
improving the efficiency, productivity and richness of buyer-supplier engagement.

•  Supplier.io: offers a suite of data, software and services to help companies grow their supplier diversity programmes. 
Their Supplier Explorer aggregates global data and facilitates collaboration between D&I teams, procurement teams 
and suppliers, as well as providing a platform to store detailed profiles of suppliers.

•  taproot ventures and SupplyShift: this partnership has developed a Supplier Diversity, Equity and Inclusion 
Assessment to help companies better understand and advance D&I within their supply chains through: performance 
measurement and access to supplier intelligence; identification of opportunities; consultation to help interpret results 
and develop next steps; and methods to increase visibility. 

•  Verisk Maplecroft and SupplyShift: this partnership integrates VM’s global risk analytics into SS’s cloud-based 
technology to proactively identify, quantify and mitigate a wide range of supplier risks across complex global supply 
chains and throughout the supplier lifecycle.

•  WBENC: non-profit organisation and leading advocate for women entrepreneurs. Provides the most widely recognised 
certification for women-owned businesses in the US, with additional tools and training.

•  WEConnect International: a global network that connects women-owned businesses to qualified buyers around the 
world and enhances their capabilities to transact business. Certifying body in 46 countries for businesses at least 51% 
owned, managed and controlled by one or more women.

•  The Women’s Entrepreneurship Accelerator (WEA): this multi-partner initiative offers a guided digital curriculum, in 
six languages and available in 192 countries. This is supplemented by on-the-ground training and mentorship, as well 
as an advocacy platform. Partners include the ILO, ITC, UN Global Compact, UNDP, and UN Women.

https://www.refinitiv.com/en/financial-data/indices/diversity-and-inclusion-index
https://weps-gapanalysis.org/
https://www.billiondollarroundtable.org/centers
https://www.coupa.com/products/supplier-management/supplier-diversity-management
https://www.tealbook.com/partners/ecovadis-partnership-3/
https://www.msduk.org.uk/
https://procurementleaders.com/
https://www.suppliergateway.com/
https://supplier.io/supplier-explorer/
https://www.supplyshift.net/standard-assessment/supplier-diversity-equity-and-inclusion-assessment/?utm_campaign=DEI&utm_source=email
https://www.supplyshift.net/supplier-data/
https://www.wbenc.org/
https://weconnectinternational.org/
https://www.we-accelerate.com/
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Sourcing directories and business networks

•  British Chambers of Commerce: a network that can connect your business locally, nationally and internationally, with 
other businesses, with decision makers and with opportunities.

•  Disability: IN: the leading nonprofit resource for business disability inclusion worldwide. A network of over 400 
corporations, which expands opportunities for people with disabilities across enterprises.

•  Federation of Small Businesses (FSB): a network that offers members a range of business services including advice, 
financial expertise, support, and a voice in government

•  The National Black Women’s Network: a network devoted to empowering, informing and connecting black women 
across the UK.

•  National LGBT Chamber of Commerce: the “business voice of the LGBT community”, the largest advocacy 
organization dedicated to expanding economic opportunities and advancements for LGBT people. The only certifying 
body for LGBT-owned businesses.

•  Women Like Me Business Directory: a social media platform with the aim to build and strengthen women by working 
together to support, educate and empower them.

•  WEConnect WECommunity: the WEConnect International network allows buyers to connect with more than 10,000+ 
women-owned businesses across the globe.

Key publications and research

•  BSR, “Women’s Empowerment and Business: 2020 Trends and Opportunities”: this document summarises the 
results of the WEPs Gender Gap Analysis Tool to reveal gaps and opportunities in women’s leadership, marketplace, 
community and workplace.

•  CIPD, “How to source diverse suppliers”: this guide outlines definitions, benefits and steps to integrating supplier 
diversity into your organisation.

•  International Trade Centre, Technical Note: Definitions for Women’s Businesses: a detailed guide to definitions 
related to gender responsive procurement.

•  Kearney, Procurement Leaders, & The University of Tennessee, “Making a difference through procurement: From 
supplier diversity to economic inclusion”: This paper explores a number of key diversity themes and approaches, 
looking at how supplier diversity initiatives are viewed across regions to make the case for economic inclusion.

•  Per Angusta and Procurement Leaders, “Leveraging performance management to elevate the strategic value 
of procurement”: this paper explains the importance of procurement performance management for digitised 
programmes.

•  UN Women and the International Labour Organisation, “Rethinking gender-responsive procurement: Enabling an 
ecosystem for women’s economic empowerment”: this paper proposes an evolved vision of gender-responsive 
procurement that goes beyond ‘women-owned’ to consider expanded benefits to all women in value chains.

•  WEConnect International, “How to Rebuild Global Business For Good”: Why connecting access to markets with 
access to capital for women-owned businesses is critical and urgent for inclusive and sustainable global growth.

•  Women’s Forum for the Economy and Society, “Unmasking the value of women’s economic empowerment in 
supply chains”: lays out the business case for women’s economic empowerment and supply chain diversification.

•  Women’s Forum for the Economy and Society, “Inclusive sourcing and women’s entrepreneurship: Accelerating 
the recovery for business, economy and society”: this paper explores the impact of the pandemic and highlights 
the benefits inclusive sourcing can offer for a resilient recovery.

https://www.britishchambers.org.uk/
https://disabilityin.org/
https://www.fsb.org.uk/
https://www.nbwn.org/
https://www.nglcc.org/
https://www.womenlikeme.co.uk/
https://weconnectinternational.org/wecommunity/
https://www.bsr.org/reports/WEP-AnnualReport2020.pdf
https://www.cipd.co.uk/knowledge/fundamentals/relations/diversity/sourcing-diverse-suppliers#gref
https://learning.intracen.org/mod/resource/view.php?id=16663
https://marketplace.procurementleaders.com/partners/kearney/resources/supplier-diversity-economic-inclusion
https://marketplace.procurementleaders.com/partners/kearney/resources/supplier-diversity-economic-inclusion
https://www.per-angusta.com/en/white-paper-leveraging-performance-management-to-elevate-the-strategic-value-of-procurement/
https://www.per-angusta.com/en/white-paper-leveraging-performance-management-to-elevate-the-strategic-value-of-procurement/
https://www.unwomen.org/en/digital-library/publications/2021/07/rethinking-gender-responsive-procurement
https://www.unwomen.org/en/digital-library/publications/2021/07/rethinking-gender-responsive-procurement
https://media-weconnectinternational-org.s3.amazonaws.com/2020/08/J4Qat3z8-CouncilReport.pdf
https://www.womens-forum.com/wp-content/uploads/2020/07/WF_Daring_Circles_Business.pdf
https://www.womens-forum.com/wp-content/uploads/2020/07/WF_Daring_Circles_Business.pdf
https://www.womens-forum.com/wp-content/uploads/2021/03/Women4Business_report_V5.pdf
https://www.womens-forum.com/wp-content/uploads/2021/03/Women4Business_report_V5.pdf
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Multimedia communications (videos)

•  Black Business Month: RCF Group – Change Happens Through Diversity (2021): RCF Group’s owner Carl 
Satterwhite, who is on P&G’s Supplier Diversity Advisory Council, discussing the value of diversity; and how better 
representation helps improve ideas and business innovations in a US context (2min).

•  The Business Case for Supplier Diversity & Inclusion (2020): a short, simple video produced by WEConnect 
outlining and explaining the business case for SD&I (3min).

•  Creating new opportunities for women-led businesses (2016): a panel discussion that addresses the question: 
What can be learned from the experience of new initiatives and programmes that enable women-owned businesses 
to launch and thrive? (56min) 

•  No weak links: You’re only as sustainable as your supply chain (2017): a panel discussion that explores the links 
between women-led companies and sustainability, addressing crucial topics such as consumer pressure, influence 
over supply chains, and how strong partnerships make a supply chain more sustainable. (41min)

•  The Power of Difference: UPS Supplier Diversity (2020): a promotional video by UPS, declaring and illustrating their 
commitment to SD&I in an engaging format (2min).

•  Strength Through Supplier Diversity (2017): a promotional video by P&G for their Supplier Diversity initiatives, with a 
focus on ethnic minorities in a US context. (1min)

•  Supplier Diversity, Equity and Inclusion — Challenges and Opportunities (2021): a compelling discussion between 
Nalini Bates, Senior Director of Supplier Citizenship at P&G, Kris Oswold, VIP of Global Supplier Diversity at UPS, and 
Alexis Bateman, Director of MIT Sustainable Supply chains (16min).

•  #WFGM18 — Women & Supplier Diversity (2018): a discussion between Chiara Corazza, former Managing Director 
of Women’s Forum for the Economy & Society, and Fares Sayegh, Vice-President of Global Supply Network and 
Business Services at Procter & Gamble (6min). 

•  Women4Business — an introduction to gender-inclusive sourcing (2021): a short video with useful infographics, 
engaging statistics, quotes and insights about SD&I from the Daring Circle. (2min)

•  Women in Procurement 2020: Sustainability and Profitability Panel (2020): a webinar including Ecovadis Senior 
Customer Success Manager, Elizabeth de la Mette, with insights on what a sustainable supply chain looks like in 
a time when increased regulation, public scrutiny and stakeholder expectations are changing the way businesses 
manage supply chain risk (36min).

https://www.youtube.com/watch?v=R3XgCnfHTMc
https://www.youtube.com/watch?v=QuLx-aOIiHc
https://www.youtube.com/watch?v=xIJzSchg3WI
https://www.youtube.com/watch?v=HZlat-f8LEY
https://www.youtube.com/watch?v=DFiFJDaYNAc
https://www.youtube.com/watch?v=9uiHQcCj6rA
https://www.youtube.com/watch?v=98Ul54HNoYI&t=406s
https://www.youtube.com/watch?v=Gzln6CiCHw8
https://www.youtube.com/watch?v=7pzP1EP5Y0E
https://resources.ecovadis.com/webinars/women-in-procurement-2020-sustainability-and-profitability-panel
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About the Women4Business Daring Circle
The Daring Circles are an initiative of the Women’s Forum for the Economy & Society, bringing together an 
ecosystem of partners to develop tangible proposals and solutions to today’s most pressing issues. The 
Women4Business Daring Circle seeks to promote and accelerate women’s economic empowerment in business 
and supply chains – by building awareness and educating about the value of supplier diversity, enabling action 
and impact by providing the tools and supporting the infrastructure for inclusive sourcing, and driving commitment 
to empower women entrepreneurs. 

Led by P&G, the Women4Business Daring Circle’s Strategic Members are BNP Paribas and Publicis Groupe, 
in collaboration with Exxon Mobil and L’Oréal. The Circle is supported by Knowledge Partner Kearney, Insight 
Partner Clifford Chance, and Institutional Partner WEConnect International, with technical contributions from UN 
Women. HEC Paris is Academic Partner and HEC Center for Entrepreneurship and Innovation is Implementing 
Partner for WomenEntrepreneurs4Good. Expert Members of the Daring Circle include Founder of Catalyst 
at Large Suzanne Biegel; Founder and CEO of fips consulting Andrea Fimian; and Emma Merigneux and her 
company Optimal Cost. 
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