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The Cast of Characters 

 

Like most things worthwhile, it takes a village to create a successful supplier diversity 

business strategy.  Understanding the various roles will make success that much easier.  

At its core, it looks something like this: 
 

 
 

At the center of  this universe is the internal client, or end user of  a given product 

or service. They write the checks.  They pay for everything that is purchased by the 

company. Until they have a need, nothing else can happen.   

 

Supply chain is in the business of  providing what the business needs. They take the 

requirements of  the end user and help them make informed choices to select, 

implement and maintain solutions for the business.  To do that, both the end user and 

the supply chain professional interacts with the remaining cast members.   

 

We will look at each of  the cast members in turn, but for now they are: 
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Starring Cast: 

 

  The C-suite:  Supplier diversity is a top-down type of  program and the c-

suite members will play a role individually and collectively. Like any business strategy, 

they approve, support and contribute to its success.  They remove obstacles and provide 

accountability.   

 

  The supplier diversity professional (“SDP”): This is the person whose 

primary role in the company is to make supplier diversity successful. They are client-

driven, advocate on behalf  of  all of  their clients and provide the reporting that lets the 

rest of  the cast know whether they are up for an Oscar or a Razzie.   

 

  The supply chain, procurement, or sourcing professional (“SCP”): This is a 

group of  people who source, procure and contract the goods and services used in the 

company. They provide the opportunities that DBO’s will pursue.  They also support 

the business strategy with their metrics and accountability.   

 

   The diverse business owner (“DBO”): This is the owner of  the diverse 

business you may be doing business with or who wants to do business with you.  This 

is someone who started, owns, and runs a business.  That means they are a pretty smart 

cookie to start with.  

 

   The end user of  the goods and services (“Client”): This is the person who 

provides both the needs and the feedback on the solutions. And like my Mama, if  they 

aren’t happy, ain’t nobody going to be happy. 
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Supporting cast: 

 

Peripheral Internal clients at your company: This could be people who make buying 

decisions, people who make funding decisions, people you report progress too, and on 

and on. 

 

Certification and outreach organizations: There are a number of  organizations out 

there that support some faction of  the diversity population. These organizations often 

offer some sort of  certification to validate that the business is owned and operated by 

the diverse faction (more on that later).  These same organizations have events to put 

DBOs with SDPs and hopefully eventually others within companies to secure business.  

  

Publications and content sites: There are a number of  magazines and online sites 

that cater to the supplier diversity community.  They may interview you or your 

company, include your company on one of  their lists, and you may advertise through 

their venue to let DBOs know you are looking for them.  They also provide a host of  

information on everything from best practices to new technology. 

 

Third party reporting and research providers: There are several companies that 

specialize in the reporting that companies need as to what their diversity spend is in a 

given time period.  They usually also have other services that range from spend analytics, 

website registration portals, and other research items.   

 

Government groups: If  you are doing (or would like to do) business with the 

government, there are a number of  groups you can connect with who will help. 

 

Other internal company support: Interactions with legal, marketing, PR, IT, sales 

and other business units within your company will be critical to a successful program. 

  

Members of  the supplier diversity supply chain: Depending upon what your 

company does in house and what it assigns to suppliers and agencies, you will make 

purchases for booth set ups for trade show booths, marketing agencies to draw up 

advertising copy and sales collateral, promotional products for handouts at shows, 

shipping services to get your stuff  from event to event. Need I remind you that you 

should be walking the walk when you look to hire these services out? 

 

Each of  these cast members have a part to play in providing a first-rate production.  
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Most of  the people who make up your cast of  characters are dedicated professionals 

who take pride in a job well done and value added.  They will work with you in a 

professional matter and will be mindful of  the work you are doing.  Then there will be 

those who you will wonder how in the name of  all that is real did they find their way to 

work this morning? Or how did they fit in the elevator with that chip on their shoulder? 

Or with that ego and a head the size of  Manhattan?  These people are not the majority 

so we will not spend much time on them, but you do need to know how to spot them 

so you can move on quickly. 

 

Cast Bios 
 

For each of  our cast members we will look at five things: 

 

1. What do they bring to the table? Why are these cast members relevant to our 

success or failure? Each cast member contributes to the overall production by 

moving the story along (aka progress).  Understanding how they do this will help 

utilize their contributions to their full potential.  We will look at how they interact 

with the other cast members as well as things you may not see because they 

happen behind the curtain.  

 

2. What is the lowdown on their area of  the business? You need to understand 

your client, your audience, if  you are going to provide value to them.  Have a 

sense of  what is happening over there in that group before you try to align with 

them.  

  

3. How do they get paid? If  you know how someone is paid (and how they get 

that number to go up), you know what their priorities are going to be. 

Understanding what incentivizes people goes a long way in getting them to read 

your script.  We will look at how each of  the cast are rewarded for their work 

and how that can tie in (or conflict) with your own goals and objectives. That 

helps you frame your strategy discussion with them. 
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4. What are their challenges? Understanding what challenges people face in 

getting that previous number to go up, or even to get their job done can pave the 

way for a lot of  discussions on where there is common ground in solving a 

problem for both of  you and having a successful strategy. Each member has their 

own set of  challenges they are battling and questions they may or may not ask 

but are wondering just the same.  We will familiarize you with the challenges so 

you can help clear the way to remove or mitigate them. 

 

5. What are their blind spots? We all have them, that area that is not our core 

competency but is still part of  what we do for a living.  Identifying, dealing with 

and getting past the blind spot(s) will speed the progress along and make the 

production much more enjoyable for all the participants. The sooner you can 

understand theirs (and your own) the sooner you get past them and start making 

progress. 

 

6. What are best practices? For each group, there will be a few tried and true 

things that may help to either remove a challenge or inspire you as to how you 

might address a challenge.  These are things that have actually worked in the real 

world.  

 

Ready? Action! 
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Here is a sample of the information on each of the cast members. 
 
C-Suite 
What they bring to the table: 

There are four things that the c-suite has the power to bring to the supplier diversity 

table that you won’t get elsewhere.   

First, they have the checkbook and without that, you are beyond limited.  They have 

to be convinced to write a few checks to get the strategy off  the ground and then a 

few more to keep it going.   

A supplier diversity business strategy costs money.  Money for people, corporate 

memberships, education, trade show materials, travel, advertising, third party 

reporting, sponsorship/support of  events and programs, mentoring, it all costs 

money.  If  you are approached by your company to “see what you can do with it” 

without time allotted and budget to support it, run - do not walk - to the nearest 

exit.   

No c-suite worth their salt would plan to roll out a new website without a budget 

and expertise to back it up.  This is no different.  I have seen people who have 

passion for the strategy have the lifeblood sucked out of  them because they are 

trying to make it work on a shoestring or without c-suite support, or without the 

supply chain.  This is not an accommodation someone in the company is making 

for you, this is a business strategy.  And just like the website that falls flat without 

support, this strategy will surely fail if  it isn’t properly supported.   

Second, they bring the support of  the strategy.  If  they don’t think this is important, 

you can be assured many other people won’t either.  Any best practice (or even 

mediocre practice) document will tell you that if  you don’t have c-suite support you 

should abort your program.  Do what you can within your realm, but have a day job 

that management has some skin in.  The only thing worse than no supplier diversity 

presence is having it and doing it poorly.  Seriously, a poor program just advertises 

that your company doesn’t really support it.  With no program at least people can 

wonder what the commitment is.   

Third and never underestimate this, they have the power to remove obstacles to 

success.  Money and support are important, but this last one is the difference 

between a strategy that is successful and makes a difference and one that is 

periodically dusted off.  Stubborn supply chain colleagues, ambivalent internal 

customers, data needs, and other challenges can all be parted like Moses on the Red 

Sea if  your c-suite lends a hand to remove obstacles to success.   

Fourth, and finally they bring accountability.  If  you want people to pay attention to 
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something, it has to matter.  Accountability is different from support.  Support 

means that the c-suite has your back when you go forth and helps to spread the 

word.  Accountability means that there will be consequences for those who don’t 

get on board.  If  you are the only one accountable, you are swimming upstream 

against a fierce wind.   

 
Supplier Diversity Professional 
What is the lowdown on their area of the business? 

A supplier diversity professional typically started out their business life somewhere 

else in the organization.  One doesn’t go to Yale and get a degree in Supplier Diversity 

and then go look for jobs in that field, although formal and thoughtful education is 

getting easier to come by.  Often, they come from somewhere in the supply chain, 

procurement, or finance organizations.  With diversity & inclusion getting more 

attention, sometimes they come from human resources.  Sometimes they have worked 

in the government sector and then move to the corporate side of  life.  Suffice it to say, 

a lot of  roads can lead to supplier diversity.  That’s good, because they need to be good 

at several things to be a success. 

First, they need to be client-driven because they have a LOT of  clients.  All of  the 

other players in the starring cast are their clients.  A lot of  the supporting cast members 

are their clients.  I’ll explain.   

It’s easy to recognize that the DBOs are their clients.  It’s the reason they have a job, 

to find DBOs that their company can do business with.  If  the DBOs didn’t exist, their 

job wouldn’t exist.   

You can also understand why the C-Suite is their client.  They are providing the 

funding, the support, the kick in the…well, you get the idea.  The C-Suite drives the 

accountability and helps keep everyone focused on the big picture and that includes a 

strong supplier diversity business strategy. 

The supply chain professional is also their client.  To be completely accurate, they 

are each other’s client, but we will cover the other side when we get to SCPs.  You can 

have the best suppliers on the planet, if  you don’t have a relationship with supply chain, 

if  they don’t view SDPs as a place to get suppliers they need, it will bear little fruit.  I’ve 

been treated as a necessary evil and as a client and Mama knew what she was talking 

about when she said you get more flies with honey than with vinegar.  If  you are helping 

me fill a need, you are way better off  than if  you expect me to fill one of  yours.  It’s not 

that I don’t want to help, I’m just saying - honey or vinegar? 

Finally, and most important, the end user who sits at the center of  this particular 

universe is also their client.  I know there are SDPs out there reading this whose eyebrow 
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just raised waaaaay up.  Indulge me, there is a method to my madness. 

You need to know who is buying and using these goods and services that you want 

your DBOs to provide your company.  You should understand as much about it as 

possible.  How do they use it? What are the pain points? How does it contribute to how 

they get paid? How difficult is it to change suppliers? Why or why don’t they bid it out? 

What do they know about supplier diversity? Are they a supporter? An adversary? A 

silent neutral (aka an adversary)? 

You should also get to know the folks who use lots of  stuff  (that’s a technical term).  

How do they feel about supplier diversity, do they even know what it is?  Do they 

understand the benefits of  the business strategy? How involved do they like to be when 

their stuff  is being sourced and negotiated? How well do they work with supply chain? 

Do they work with supply chain? 

Second, they are advocates.  Guess for who? Yep, all of  same folks.  They are not 

just representing the DBOs, they are also representing their company.  Don’t forget 

whose logo is on the paycheck.  Sometimes they advocate for their company, or that 

end user to the DBO.  Sometimes they advocate for the DBO to the SCP.  Sometimes, 

they advocate for all three to the C-Suite.  This is what makes the supplier diversity 

profession so interesting.  There are not many roles within a company where you get a 

front row seat to big chunks of  the business, all across the business.  If  you are in 

finance, you are dealing with the numbers; in sales, the customers signed; facilities, the 

physical buildings.  Supplier diversity and supply chain get to look at all kinds of  

pieces/parts of  the business up close. You can gain a pretty in-depth understanding of  

your company and business in general, from the people who have the budgets and make 

the decisions.  Not many people have that opportunity.  Don’t squander it.  If  you treat 

them like a client and advocate for them when needed, you are an informed and vital 

part of  the team.  If  you don’t, you’re just that person who’s always whining about not 

having enough diverse companies in the supply chain.  

Sub-Title 

The SDP is a networking connoisseur.  Supplier diversity people have never met a 

stranger and can strike up a conversation almost anywhere - an elevator, standing in line 

for coffee, sitting in a hotel lobby, you name it.  And the good news is that they will 

have people to talk to at a supplier diversity event because it is a welcoming and 

supportive group.  No one (well, practically no one) is keeping their successes close to 

the vest.  This isn’t the Coca Cola recipe; it is meant to be shared.  You won’t find 

supplier diversity people standing off  in a corner saying they won’t share a newfound 

supplier with someone because that company outspend them.   

By the same token, the SDP has an excellent antenna for those who are authentic 
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and those who are playing the game, or think they are playing the game.  Their BS-

ometer is on hyperdrive most of  the time.  I worked with a company once that had not 

started out as a WBE but had recently become one.  They were looking to leverage their 

status and I was working with some of  their executive management.  I encouraged them 

to not filter their thoughts and questions with me so we could accurately determine 

how to leverage the WBE status.  One executive had the same answer to every question 

I posed: “What answer will get me the order?” 

I pointed out that approach would be seen as inauthentic.  He scoffed, “I am in sales, 

I can appear authentic doing anything.” I will admit, some of  the role-playing 

characterizations I gave him during the workshop was as much for my own amusement 

as his education.  But, to his credit, he did admit at the end of  the day that he probably 

wasn’t fooling anyone. And spoiler alert: he wasn’t getting many orders with it either.   

There are companies out there, big ones, that buy the memberships every year and 

do nothing more.  Some are unaware that they get a free booth at the annual event as 

part of  their membership.  Year after year, there is an empty booth with their name on 

it.  It’s one thing to be inauthentic, it’s another thing to advertise the fact.  It’s not a 

secret…everybody knows.  

For reasons that continue to escape me, many companies feel that the SDP comes 

with all of  the skills and methodologies necessary to fulfill their job.  No one balks at 

the technology folks going off  to learn how to code better/faster.  Financial folks are 

expected to need seminars about the latest finance laws and processes.  The mechanic 

in the shop gets lessons in the new engines coming out next year so they are familiar 

with them.  But time and again I hear management push back at sending SDPs for 

training and development.  Maybe it’s because they don’t view supplier diversity as a 

business strategy; maybe it’s because the SDP goes to so many events already; maybe 

it’s not a priority when doling out the training dollars; regardless, it happens a shameful 

amount of  the time. SDPs need training over and above what they pick up at sessions 

at supplier diversity events.  They need to keep up on all kinds of  skills - sales, 

presentation, communication, marketing, financial, technology, negotiation, pretty 

much anything you would expect a good manager, director or VP to have.  

 

Supply Chain Professional 

How do they get paid? 

Supply chain professionals are paid on a number of  objectives, but the one that you 

hear about most, and that tends to rate the highest is savings.  If  one cannot find ways 

to reduce the cost of  goods and services one won’t last long in the profession.   

Like the terms for supply chain, there are a lot of  different types and definitions of  
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savings. The most common is cost savings.  Last year I bought it for $3 and this year I 

am buying it for $2.  That is a cost savings of  $1 for each “it” purchased.  This works 

okay if  you are buying the same “it” year-in, year-out.  But “its” tend to change over 

time.  Last year you were buying the millennium model.  Now you are buying the 

plutonium model.  It does more, has more storage, makes coffee, helps the kids with 

their homework, etc. Can you really compare those two?  Cost savings work well for the 

first couple of  times through a category.  Then you begin to run into things like labor 

cost (that never goes down) or an increase in raw materials.  You cannot expect the 

price of  something to go down year over year forever and maintain the quality of  

whatever “it” is.  Yet, it is the most popular of  the savings because it goes directly to 

the bottom line and is easy to understand and calculate. 

Enter benchmark or market pricing.  I found myself  at one point having a discussion 

with the c-suite on why temp labor costs were increasing.  We had bid the project and 

put in a hybrid VMS two years prior.  It had saved the company over 40% or about $7 

million on an $18 million spend.     We also tracked satisfaction with candidates, and we 

had bumped that from about 50% to the high 80%.  Now, two years later, costs were 

creeping up and satisfaction rates were in the high 70% range.  What was wrong they 

wanted to know? What was I and my team no longer doing? 

Well, we had three issues that needed to be addressed.   

First, when we implemented the original program, the team wanted to requisition 

staffing based upon the hourly rate they wanted to pay.  There were situations where 

we couldn’t pay higher than ‘x’ (there’s that damned ‘x’ again) and there was no point in 

falling in love with a candidate who would not accept the pay rate we had in our budget.  

The problem was, despite the company payroll increasing 6% on average over the past 

24 months, despite the cost of  living having gone up about 7% over the same time 

period, data showed we were still requesting the same rates we asked for two years 

earlier.   

That led us to the second issue, the quality of  candidates.  If  you want to pay rates 

for two years prior, you are likely going to get candidates who are not at the top of  their 

game.  In fact, the recruiting firms wouldn’t even send you the top candidates for 

consideration.  If  I am a temp agency and I can bill Susie out at $40 an hour, why would 

I send her resume for your $37 an hour position?  We were no longer seeing the prime 

candidates because we were paying bargain basement prices.   

Lastly, when we had implemented the program the economy had been in a 

downward trend.  Over the past two years, unemployment had dropped, and the 

economy was now in a strong recovery.  Translation: it was a lot easier for the best 

candidates to get placed than it had been two years ago.   
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As you might expect, none of  that made anyone in the room any happier.  What to 

do? I suggested we move to a negotiated mark-up rather than a flat rate.  This let our 

program remain competitive with changing economics and unemployment.  We could 

benchmark our mark-up rates (and pay rates for that matter) against the market instead 

of  the market two years ago.  If  we were beating the market and we were happy with 

our candidates, we were at the top of  our game.  That also gave us data to have 

discussions on those projects where we had a rate ceiling.   

This meant that the temp agencies had to share what they were making on the person.  

Not popular with the suppliers in the first years, but now they have come to expect it.  

Let’s face it, if  you have a choice between someone making $70 an hour with a $30 

mark up or a $30 an hour person with a $70 mark-up, who do you think you will like the 

best?  That is the gist of  benchmark or market pricing.  I have used it on everything 

from hotel rates to fuel prices to cloud capacity.  It’s a tougher sell, but if  you’ve got the 

data, you will find your pricing competitive and your results (and client satisfaction) top 

shelf.  

Another way SCPs get paid is by contributing to streamlined and/or automated 

processes.  These measures tend to find their way into goals and objectives when 

business process outsourcing (BPO) is on the radar, but it pays in a lot of  ways.  If  you 

can reduce the amount of  time it takes something to happen, reduce the cost of  the 

processing to generate same, or improve the process so it shifts from most abhorred to 

practically okay, that is goodness.  This can be anything from consolidated invoicing on 

high transaction items (processing one monthly invoice instead of  3,000 individual 

invoices); to reducing the approval process for travel from three business days to four 

hours; from eliminating the cost of  issuing checks by going to automated or p-card 

payment; to allowing end users to issue purchase orders for items supply chain hasn’t 

sourced yet (they keep the business running and you get the data), all of  that reduces 

the overall “cost” of  the good or service.  Some of  that can be put into dollars and 

cents.  Other is the number of  checks, transactions, etc., and still more is subjective.  If  

SCPs are getting recognized on providing goodness in this fashion, they will make it 

happen.  

This can be good news for SDPs.  Oft times you will find DBOs more willing to 

work with you on processes vs. the behemoth who wants to fit your square peg needs 

in their round hole processes.  DBOs have shown themselves to be nimbler and more 

flexible in various processes that can make a difference to the supply chain and the 

company as a whole.   

Supply chain also get rid of  hidden costs.  This can be anything from administrative 

fees to costs that go down or are eliminated once certain milestones are met.  For 
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example, in 2019, social security taxes are paid on the first $132,900 paid by a company. 

After that, the tax stops.  One pharma company I worked with had clinical trials 

contractors who were working for the duration of  the trial, typically 12-24 months.  

When their earnings met the social security maximum, my rate did not decrease.  That 

meant the contracting company was pocketing the difference as an increase in markup.  

That was over $10,000 per contractor each year.   

Finally, there is one way that supply chain gets paid that can be the bane of  the SDPs 

existence.  That is in making reductions to the supply base.   

On the surface, it makes sense:  if  one buys office supplies from seven different 

places, they are likely paying too much across the board.  However, if  they can combine 

what is being purchased into a single list and bid it out to multiple suppliers, they will 

likely reduce the overall cost of  office supplies.  In addition to the unit cost of  say, copy 

paper going down, they are only processing one invoice and one check at the end of  

the month instead of  seven.  If  they can do that multiple times across everything that 

is purchased, the savings will quickly add up.  

There is also something to be said for trying to manage a supplier list of  500 

suppliers instead of  say, 35,000 suppliers.   This process has a definite place in the SCPs 

toolbox, no denying.  And there are plenty of  categories where dealing with one 

company versus several can lower price while increasing things like safety, processing, 

and satisfaction.  

This process of  reducing the supply base often comes into direct conflict with SDPs 

who are trying to get as many diverse and small businesses into the supply chain as 

possible (see how the SDP gets paid in the previous chapter).  Like all of  the other tools 

in your toolbox, reducing the number of  suppliers doesn’t work in every single scenario.  

A couple of  cases in point:  

First, getting to one supplier can sometimes provide a risk to your supply chain.  If  

something happens to that supplier, you could find yourself  in a holding pattern until 

said supplier gets back online or you figure out what Plan B looks like.  Having a second 

can be a Plan B and keep things afloat while you sort out whatever is happening.   

Second, there are times when having a choice can be a good thing.  Several years 

ago, I found my category manager for company uniforms was spending a lot of  time 

mediating issues with uniforms and who was going to pay for what. Our uniform 

program called for providing the attire and also laundry services.  This is a very personal 

item, literally the clothes going on the backs of  employees.  We found that the 

satisfaction rate across our 1,000 plus locations had a lot to do with their local provider 

- the relationship with their account representative and their pickup/delivery person.   

We went to bid and stated up front that at least two and no more than three 
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companies would win a contract.  Each of  the winners could have up to 100% of  the 

business if  they could sell it.  They would be provided with the contact information for 

each location. The location would make the decision on who they went with.  We added 

provisions for a location leaving a supplier if  certain KPI’s and/or service elements 

were not met.  We ended up with three companies and customer satisfaction went 

through the roof. Oh, and the pricing was more competitive than it had been before.  

Each supplier knew that Plan B was already under contract.  And the category manager? 

She had enough time to take on an additional category when we eliminated the 

bickering.  

The last and hopefully most prevalent of  ways SCPs get paid is through the total cost 

of  ownership (TCO).  TCO recognizes that there are more things involved in cost than 

the unit price of  a widget.  Those process improvements, automation, outsourcing, 

delivery, disposal, recycling, sustainability, customer satisfaction and a whole host of  

other things all factor into the overall cost of  something.  The best and brightest SCPs 

are always looking to reduce the TCO, not just the item they are buying.  Acknowledging 

this in how SCPs are compensated can give companies a differentiator, an edge in their 

market space and over their competition by being better, faster, more competitive.  

Reducing TCO can have a significant impact on the bottom line, and everyone can get 

behind that. The good news is that DBOs are usually smarter than the average bear 

about TCO.  

 

Diverse Business Owner 

What are their challenges? 

Small business owners in general and diverse owned business owners in particular 

face a number of  challenges including cash flow, recruiting and retaining talent, and 

keeping up with technology needs.  But there are challenges that are specific to working 

with company’s supplier diversity strategies and that is what we will concentrate on here. 

Supplier diversity has its own set of  requirements that you don’t fine elsewhere.  

Capability statements are needed in addition to whatever has been done in the way of  

brochures, website content or other sales collateral.  Opinions abound on what makes 

a good capability statement so DBOs can count on lots of  feedback on theirs, regardless 

of  what they have done with it.  Many DBOs have more than one capability statement 

and that works great if  you are sending it to a prospective customer after a meeting.  

Like a resume, you can tailor it to the needs of  the discussion or project. 

Certifications are necessary for almost all of  the corporate strategies.  Depending 

upon the situation of  the DBO, there can be one or many needed.  Having multiple 

designations can be a blessing or a curse.  Some companies are far more interested in 
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multiple designation companies (shame on them) and that can give one an advantage.  

On the other hand, each certification comes with its own share of  information, forms 

to be completed and of  course, related fees to obtain and then maintain certification.  

DBOs should conduct their own ROI analysis to ensure that the time, effort and dollars 

are worth it.  Certification isn’t for every DBO.  If  you own a bakery, it’s probably not 

worth it.  Unless you specialize in custom cakes that businesses use for their events in 

which case, certification can be an additional differentiator.   

Along with certifications come the associated organizational memberships and 

events.  All the designations have multiple organizations that are designed to assist 

DBOs obtain business and business prospects.  Not all organizations offer 

certifications, but all have some methodology of  putting DBOs together with 

companies that have a supplier diversity business strategy.  Which is better?  Well, that 

depends upon the needs of  the business.  Again, it is left to the DBO to determine 

what they need and who has the best solution for them.  Chapter 13 has a list of  

organizations, certifying or otherwise that may help in that endeavor.  

Years ago, DBOs struggled to find events that supported their objective of  

obtaining more business.  Now there are too many events to attend them all.  NMSDC 

for example, has national events and regional events put on by each geographic chapter.  

Multiply that by the number of  organizations that specialize in whatever designation(s) 

a DBO has and it could be a full-time job just going to all of  them. Galas, business 

trade shows, matchmaking, there are as many events as your calendar and travel budget 

can withstand.  Many of  the events also offer educational sessions where a DBO can 

learn about the latest changes in the law, technology on the rise, how to step up their 

marketing program and many other topics of  interest to a small business owner.  The 

most important aspect of  the events, however, is the unbridled access to many large 

companies at one time.  So how does a DBO decide? The challenge becomes 

determining what a DBO needs at a given point in time to move their business to the 

next level or to gain access to a particular business prospect.   

Once the calendar has been laid out, the next challenge is in covering the event itself.  

Go on your own or take staff  with you to divide and conquer? Booth or no booth? 

Attend every invitation for an offsite reception or after party or steer clear and stay with 

the business at hand? Schedule every minute or leave free time for serendipity to play 

out?  

Another challenge are the matchmaking events.  Most of  them now allow DBOs to 

request meetings with companies ahead of  time so they can know who one is meeting 

with.  But who to request? Someone you’ve already met that you can reinforce the 

meeting with. Someone you can’t seem to get introduced to no matter how hard you 
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try? Someone you’ve done a little business with but think you could do much more? 

And once invitations go out and you start to get a few no’s, what then? Who is your 

Plan B invites?  

How about the trade shows? Who do you visit there? Do you stand in line for forty 

minutes to meet with a popular company or cover six other companies in the same 

amount of  time? 

It may seem like it should be easy peasy with these events to get all kinds of  business 

going but each presents their own challenges to get the most for the time, money and 

resources spent. And once the event is over, there is the time of  following up after while 

still taking care of  the backlog of  work that accumulates any time a DBO takes a day 

to do something than what they do every other day.  

So, if  a DBO doesn’t clamor to accept your invite or attend your RFP prep meeting or 

whatever else you may offer, don’t take it personally and for Heaven’s sake, don’t think 

they aren’t interested.   There are just so many slots on their dance card and believe me, 

they are dancing as fast as they can. 

 

The End User 

What are their blind spots? 

Frankly, the largest blind spot your internal client and end users may have is that 

supplier diversity is part of  the process at all.  In some cases, that is fantastic.  If  the 

inclusion of  the suppliers is such a normal part of  the supply chain process that no one 

thinks to ask questions or push back, well, that is where we are all trying to get. But if  

it’s going to be because they don’t understand, think it is complicating the process and 

don’t think its part of  the business, then you have your work cut out for you.  Apart 

from the very existence of  your business strategy, a few other items that may be a 

concern include: 

 1. It’s optional.  If  I had a dollar for every time someone sat me down and said 

something like “Now, I know you have this diversity thing you need to do, but we are 

in a real time crunch on this project…” I’d be vacationing somewhere in Europe this 

year, for three months, with high-end lodgings, and luxurious spa appointments, while 

getting my kitchen redone back home. You’ve heard the old adage “Your lack of  

planning does not create a crisis on my part?” Well it doesn’t create an exception either.  

If  they are allowed to skip the approvals and other signatures they need for their project, 

then we’ll talk.  Otherwise, nada.  

 2. It’s something we went out and shopped for this morning.  For some reason, 

a lot of  internal clients have the view that once their project hits the radar screen, that 

is when we go looking for DBOs who do that.  Oh wait, that could be due to so many 



 18 

supply chain’s treating it that way.  Okay, if  you haven’t done that, then you can put this 

concern to rest.  If  it is something the company never thought they were going to need 

(who shopped for app developers ten years ago?) then they are looking for all suppliers 

the same way as the DBOs.  Again, it’s the same process. Again, no exception. 

 3. They don’t see how the business strategy affects them.  Internal clients don’t 

always have an appreciation for what diversity of  suppliers brings to the table.  Maybe 

they think only a company like IBM can provide what they are looking for.  Maybe they 

don’t see what has happened to small companies like Microsoft, Apple, Face Book, 

Google, Amazon and the small companies that are now becoming the next generation 

of  those companies.  Technology is (can be anyway) one of  the great equalizers.  They 

may have to be shown some of  the research that is changing the way those Fortune 500 

companies are looking for board members, executives and entry level managers.  It 

affects them because it raises the chances of  their getting the best possible solution.   

 4. They don’t see how they affect the business strategy.  Internal clients often 

don’t think they can make a difference in the supplier diversity business strategy, so 

what’s the point?  They miss that the point is making it a standard part of  the supply 

chain process.  That it is as important to the business outcomes as comparing pricing, 

contract language, and everything else we look at when choosing who to do business 

with.  I had an internal client once who had grudgingly gone along with “my diversity 

thing”.  When none of  the DBOs who had bid on the project were selected, she came 

to my office to do a victory lap.   

 “See?” she said. “I told you there was no use in our doing the diversity thing on 

this project.”  

 What she didn’t see was that the three DBOs had all benefitted from the process.  

One went back to their office and changed out a lot of  their sales collateral and canned 

RFP responses after that project.  Another took what they got from the debrief  session 

I had offered and won their next three RFP projects with large companies.  The third, 

well they ended up getting other business from us because they had impressed the 

technology group with their understanding of  our business needs. I learned a big lesson 

from that.  I started reporting some of  that as part of  our success.  

Michael Jordan put it well when he said, “I’ve missed more than 9,000 shots in my 

career.  I’ve lost almost 300 games. Twenty-six times I’ve been trusted to take the game 

winning shot and missed.  I’ve failed over and over and over again in my life.  And that 

is why I succeed.”  Well played, Michael, well played. 
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Thank you for your interest!  Stay tuned for the announcement for the 

publication of  Backstage Pass: Pulling the Curtain Back on the Business of  

Supplier Diversity and how you can get a discount on the book to start 

generating your savings right away. In the meantime, follow me on LinkedIn 

(https://www.linkedin.com/in/jamie-crump-2117943/), or on my Twitter acct 

(@JamieCrump), or check out our website at http://therichwellgroup.com.  

 

- Jamie Crump 
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