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Introduction

• An ultimate goal of Procurement is to become a Trusted Advisor 
and Partner to the business

• Marketing is traditionally one of the most difficult areas in which 
to achieve this

• At NTT Security, Procurement’s relationship with Marketing 
has evolved from non-existent, to engaged, to a trusted partnership
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Financial stability and investment – NTT Group

• One of the largest global information 
and communications technology 
companies

• Group revenues $95 billion

• Direct presence 87 countries

• Annual R&D investment $3.5 billion

• 241,000 employees

5

Innovative, stable, profitable, respected

$95 billion

Managed Services 
& VAR

Mobile
Operator

IT Services

Japan 
Domestic Telco

Global 
Cybersecurity 

Solutions

Network & Data 
Center Operator



© 2017 NTT Security

1. Do you have a formal procurement 
activity with Marketing?

 Yes
 No
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Challenges
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Procurement & Marketing
Why are there challenges with procurement and marketing?

• Misperception of what each function actually does and 
needs to achieve

• Misperception about cost versus what is needed

• Following the process

• Lack of trust
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2. Do you think Marketing would ask 
Procurement to help with an event 
(if they weren’t required to)?

9

1 2 3 4 5

Strong NO Strong YES
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Procurement & Marketing
Typical Challenges faced by Procurement

• Last minute requests

• The goal posts moving

• Lack of a proper detailed specification

• Post acquisitions, varying policies, so people not following 
the process

• Balancing costs vs deliverables 

• Suspicion about the role and benefit of Procurement 

• Marketing just paying lip service to Procurement without 
understanding the benefits they can bring
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3. Which of the following statements do you 
agree with? (Please select one)
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a. Marketing wastes money

b. Marketing doesn’t see the benefits Procurement can bring 
to negotiations

c. Marketing does not understand the need for cost control 
as they have a budget

d. Marketing finds the procurement process onerous 

e. None of the above/other 
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Procurement & Marketing
Typical Challenges faced by Marketing

• Last minute requests

• Goal posts moving

• Not everything is straightforward

• Not every campaign is the same

• People 

• Expectations
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4. Does  Marketing regularly use 
centrally-negotiated approved 
suppliers for events?
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a. Yes 

b. No

c. Sometimes

d. Only when they have to 
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Procurement & Marketing
So what could possibly go wrong?
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This is why site visits and testing are important

This is why Procurement, Marketing and partners need to work closely together

People Logistics Technology
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Case Study

So what actually happened?
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Procurement & Marketing
Event Specification

• 3 Events in one over 2 years in 2 
European locations with global 
attendees

–Management Meeting  (60 People) / Global 
Sales Kick Off (350 People)

–High Achievers Club (50 People) 

• First ever cross-regional event –
a game changer for the company

• Needed plenty of networking time

• Needed to demonstrate value 
for money

• Needed WOW factor and to be 
motivational 

• Crucial for Senior Management to 
engage with sales teams 

• Key strategic vendors were also 
involved in the meetings
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Procurement & Marketing
Event Approach

No internal resource, so everything needed to be outsourced:

Event management  Flights

Branding and content Technical support

Giveaways

17



© 2017 NTT Security

Procurement & Marketing
Picking the venue – Key requirements

 Good networking space and multiple break out rooms as well as
a decent-sized plenary room

 Out of central city preferred location

 Business event, so business facilities, internet and Wi-Fi required

 Sufficient space for team building and evening entertainment, 
and a wet weather strategy

 Secure areas for equipment and  information, as some content was 
highly sensitive

 Catering: breakfast, lunch and dinner / tea and coffee / water in 
meeting rooms / working lunches / cocktail reception / gala dinner / 
bar allowance
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Procurement & Marketing
Key Challenges
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Procurement & Marketing
Site Visits

• Site visits are not fun

• What the brochure doesn’t tell you…
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Procurement & Marketing
So what happened?

• Post booking the venue – what they didn’t tell us at the time…

• Pre-event

• On arrival

• During the event 

21

Welcome to the world of unpredictable!
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Procurement & Marketing
So what happened?

And then of course 
there is alcohol!
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Procurement & Marketing
The result
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Successful event Exceeded expectations

Came in under budget

Could not have happened without equal efforts 
from Marketing/Procurement, the Events 
Management firm and our two other core 

suppliers – Win:Win:Win
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Procurement & Marketing
This is what they said
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“Getting to talk with people from all 
over the company and in different roles. 

Making connections with people and 
hearing their stories was invaluable –

and will definitely make a difference in 
my ability to be successful next year”

“Very impressed with the content and 
the way it was delivered, has made me 

retain more information than I thought I 
would”

“In general I thought the event was 
significantly better this year, a massive 

improvement on last year.  All 
presentations were relevant and the 
event was more about people rather 

than just sales, as an individual you felt 
engaged”

“The internal and external event 
management teams did a fantastic job”

“Exceptional event management and 
entertainment, nice venue”

“Not sure how to improve on 
anything, I thought it was great”
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Lessons Learned
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Procurement & Marketing
Lessons Learned

• Involve all parties in the process and 
agree changes to the original 
specification

• Need to work to a process that works 
for all with control and visibility to 
changes

• Define quality and reliability vs 
value for money vs cost reduction. 
What is critical to event success? 
“Spend smart not cheap”

• Procurement, Marketing and 
suppliers need to work together to 
ensure that what we paid for is 
delivered and obtain credit notes for 
when it is not

• Clearly agree escalation for issues 
that arise, and have these tied to 
contractual deliverables
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Procurement & Marketing
Lessons Learned – Where Procurement adds value

This was a beast of many moving parts, 
variables and changes. Our challenges 
are around:

• How we can reduce the changes to 
travel arrangements and suppliers 
outside Europe, some of which are 
questionable and not visible to 
regional heads and the event 
organization teams

• How we can reduce complexity in the 
main contracts and keep logistics 
simple, while maintaining lowest 
costs

• Develop criteria for vendor selection 
together and how we measure our 
expectations and a process in place 
for when they are not

• Develop a process that 
accommodates changes and last-
minute requests that work for each 
campaign

• Develop clear communication to the 
business around  policies for travel 
and expenses for the event

27
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Meet the dream team

28
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Procurement & Marketing
Meet the dream team
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Canda Rozier Jane Beazley Polly Swann Simon Munnis Nicky Maguire
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Procurement & Marketing
This is what they said

“In marketing, and particularly events, 
the reality is deadlines are often tight, 
sometimes less than 24 hours. In our 
relationship with NTT Security, we're 

not normally buying like-for-like 
commodities so need the flexibility to 

act fast and in NTT's best interests 
without entering into a quote and 

tender process for providing a unique 
low-cost service or product. The NTT 
procurement team understands how 
this works and as a result, Skyline has 

also been able to offer additional 
services and products by trusted third-
parties, as an extension of our service”

“At JD Marketing, we’ve worked for a 
number of years to provide marketing 
services to NTT Security. Occasionally, 

this means that we need to buy in 
services from other agencies for video, 

translations and event support. 
Working with the procurement team 
at NTT Security, we now have a circle 
of trusted suppliers who understand 

the NTT business culture, branding and 
technical language. Using trusted 

suppliers ensures that work is always 
delivered to the highest standard, with 
little or no re-working and in a fraction 

of the time it would take a new 
supplier to get up to speed”

“The team at The Appointment Group 
firmly believes relationships are the 

key to a successful event. All partners 
must work together seamlessly to 

deliver complex live communication 
events.  This process starts with 

procurement understanding the key 
ingredient of service delivery, 

balanced with the need for cost 
efficiency. The NTT Security 

procurement team has provided us 
with advice and support and together 
we've worked to reduce costs such as 

hotels, dinner venues and transfer 
companies. Their guidance on 

complicated three-way contracting has 
been invaluable”
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Summary
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Procurement & Marketing
Key components for successful collaboration

• Clearly define requirements, outline the essentials and what would fail 
to meet expectations 

• Identify the unquantifiables / extras

• Use SOWs with SLAs for every project

• Use master/frame agreements to create a common understanding of 
the business relationship, a documented agreement as to what created 
a Win:Win:Win

• Be realistic

• If something is not working, or goes wrong talk to the team

• Always have a wash up post event with all parties

32



© 2017 NTT Security

Procurement & Marketing
Final Words

33

This is about building 
relationships and teamwork 

Remember to say thank you –
usually a glass of wine 

or two helps!

Win:Win:Win

Makes us all look good!
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Questions?
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Thank you

Canda Rozier
Senior Vice President Global Procurement & Real Estate
canda.rozier@nttsecurity.com

Jane Beazley
Director, Global PR & Communications 
jane.beazley@nttsecurity.com
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