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E D I TO R I A L
CFOs and management controllers play a central 
role in the success of any business. These leaders 
are the ones who collect financial information and 
shape data to analyze it. With usable data ready 
for internal consumption, decision-makers have 
insights, trends, and recommendations to imple-
ment strategies that lead to better performance 
and desired growth. The corporate finance leaders 
are the ones who make the numbers helpful, ac-
tionable, and deployable.

Through strong communication, a financial leader 
can explain expectations and set proper goals. The 
leader can listen to the team to better unders-
tand the operation and vision of the various de-
partments their team is serving and supporting.  
In addition, they can devote time to better unders-
tand how managers can rely on and use data from 
Financial Management. The other department 
leaders can also explain their goals, requirements, 
expectations, and aspirations with the support of 
the Finance team.

The Purchasing department is equally important 
to creating and executing on company goals, 
beyond just savings targets. Certainly, buyers play 
a role in helping reduce costs, support growth, re-
duce risk, and product innovation. However, today 
the procurement organization is helping drive so-
cial and environmental responsibility as well. More 
often, we see CPOs tasked with protecting the en-
tire ecosystem through their purchasing strategy 
and selection of the best suppliers to create the 
best product for end-users.

There is a popular quote that you may already 
know – or even use – in your professional life,  
«We only manage what we measure.» This quote 
embodies why it’s important to create a strong link 
between Purchasing and Finance. The French As-
sociation of Financial Directors and Management 
Control (DFCG) is excited about the opportunity 

to expose each of its members to the missing links 
that must be created to better connect these two 
functions together for progressive growth.

To accomplish this task of educating and inspiring 
better relationships, we partnered with Capge-
mini Invent and Per Angusta to conduct a study 
on the link between the Purchasing and Financial 
Departments. The survey looks at the nature of 
relationships, quality of exchanges, alignment on 
joint initiatives, and provides some interesting ob-
servations about how you can better understand 
the interactions and wishes of each other.

The result of this study will help you see the exis-
tence of a strong link between the two depart-
ments, which can still be improved and stren-
gthened through new practices, programs, and 
communication methods. A strong link can be 
created by creating a mutual understanding and 
sharing skills that benefit everyone involved in the 
buying and financial organizations. Through this 
study, you will discover an optimistic view of the 
current situation and gain a new perspective on 
the best way to build and foster relationships that 
create a collaborative relationship that will im-
prove the company’s performance and end-user 
experience.

Happy reading!

Bruno de Laigue,
President of the DFCG

BUYERS AND FINANCIALS: AN INTERNAL
COLLABORATION TO STRENGTHEN



In a context of accelerated cycles and increased pres-
sure on performance requirements, the decompart-
mentalization of the Finance and Purchasing func-
tions is a source of considerable value. In addition, this 
provides a certain opportunity to reduce supply risks. 
Also on the roadmap of these two partners includes:

• Financial profitability 
• Reliability of data
• The efficiency of operations
• Contributions to innovation
• Improvements for corporate social 

However, the collaboration between Finance Mana-
gers and Purchasing Managers is not obvious, as evi-
denced by the recurrent question of the Organizatio-
nal position of the Purchasing Department regarding 
the Financial Department.

EXECUTIVE
SUMMARY

#1 Establish regular frequency steering 
instances

#2 Get Finance more involved in 
sourcing strategies with suppliers

#3 Make measuring savings a priority 
as important as reducing costs for 
purchasing

#4 Promote successful joint 
initiatives with the management 
committee and teams

#5 Tool and set-up piloting procedures 
Purchasing performance

#6 Co-construct the Purchasing 
Performance Calculation Rules

#7 Co-construct the reporting 
reports and KPIs

«The disagreements between 
Financial Departments 
and Purchasing among our 
customers continue to crystallize 
around the relevance of the 
gains posted by Purchasing. 
Most often it’s the rules of 
collaboration that have simply 
not been defined: alignment 
on the rules of calculations of 
the gains, modalities of the 
controls of the financial risks. 
Purchasing and Finance have all 
too rarely implemented places 
the necessary steering instances 
for the collaboration of the two 
functions.»

Cyril de Reyniès,
Director Capgemini Invent

This study has identified 7 levers of possible 
improvements you can make to improve the 
relationship between these two partners. 

In addition, this study proposes solutions 
to implement, including:



Therefore, the implementation of dedicated solu-
tions to monitor Purchasing performance seems a 
natural lever to activate. But while CFOs and CPOs 
are broadly aligned with the types of indicators to 
be shared, they do not have the same perception of 
what the main objectives of a Purchasing Depart-
ment should be. 

This difference in vision regarding the role of each 
brings many dysfunctions in the sharing of data: 
the indicators are not shared or irregularly, the re-
ports are rarely co-constructed, the performance 
monitoring tools Purchasing when they exist,  
are not shared with Finance.

In our roles, we support the belief that CFOs and 
CPOs are natural allies. While the Purchasing De-
partments need to be more transparent and open, 
the Finance Departments need to better support 
Purchasing in their positioning in relation to other 
partners within the organization. 

Beyond the company’s internal processes, the  
human dimension will make the difference to en-
sure synergies and collaboration between these 
departments. Improving the human dimension 
requires more dialogue, a clear and shared defi-
nition of the «rules of the game». In addition, the 
generalization of the Purchasing Management 
Controller function, the Purchasing perfor-
mance management, and measurement tools 
will help drive a successful collaboration.

62%

50%

of the Purchasing 
Directors declare that 
the Finance Department 
does not set targets on 
the KPIs defined for the 
Purchasing activities

of Procurement 
Directors said the 
Finance Department 
understands them only 
partially, or not at all

«The digitization of the 
Purchasing function wins today 
the field of management of 
purchasing strategies. 
The tools Performance 
measurement provides 
transparency and promotes 
true collaboration. 
These solutions are a second 
natural step after establishing 
shared and validated 
performance rules between 
Financial and Purchasing 
Departments.»

Maurice Hamoir,
Associate Director of Per Angusta

We note that this feeling of mutual incompre-
hension is due to a lack of a governance struc-
ture dedicated to Procurement performance 
and the lack of a joint definition of manage-
ment tools.

The survey shows that meetings between Finan-
cial Management and Purchasing rarely take 
place within a framework provided for this pur-
pose. Only 25% of CFOs report meeting with 
the Purchasing Director during bilateral mee-
tings and 16% during specific meetings but 
which remain informal. The objectives in terms 
of Purchasing performance are therefore not 
really shared and consequently, the indicators 
are not always systematically monitored: 

If we look first at the perception of the relationship 
between Financial Managers and Purchasing Ma-
nagers, the latter is defined primarily as privileged 
partners. In fact, more than 60% of respondents 
consider that, in their company, they have a «bu-
siness partner» or «main stakeholder» relationship. 

However, the bilateral character of the rela-
tionship is not observed, especially on the part of 
the Purchasing Managers.



DFCG, Capgemini Invent, and Per Angusta joint-
ly conducted a survey of Finance Departments 
and Purchasing Departments from international 
groups, mid-cap companies, SMEs and public sec-
tor players. The aim of the study is to draw up an 
advanced perspective of relations and practices 
between these two functions. In addition, the re-
sults from this study identify areas for improvement 
to bring out new approaches. 

This study was conducted between May and Sep-
tember 2019 based on online questionnaires as well 
as qualitative interviews with Financial Managers 
and Purchasing Managers.

In order to gather the cross-view of these two func-
tions, these questionnaires were mirrored: one de-
dicated to the Financial Managers and the other to 
the Purchasing Managers.

The representation based on team size is balanced 
with about half of the responding teams made 
up of fewer than 10 employees. More than 20% of 
teams who participated in the study have more 
than 30 employees. 

In addition, the entire panel brings together various 
business sectors (Retail, Automotive, Banking, etc.), 
which makes it possible to ensure a good represen-
tation of the sample in terms of sectors, size, and 
team structure.

The panel of respondents comes from companies 
of all sizes, half of which generate a turnover of less 
than 1 billion Euros.

The representation of the Purchasing Directorates 
by size of company is balanced.

Overall, we ensure a solid representation of the pa-
nel studied in terms of company size and the diver-
sity of sectors surveyed.

The results from this study helped us identify 
the main opportunities to improve the rela-
tionship between Finance and Purchasing de-
partments. These insights helped us uncover 8 
key messages with concrete recommendations 
for implementation.

METHODOLOGY AND 
PERIMETER OF THE STUDY
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64 58
FINANCIAL
DIRECTORS

DIRECTORS
PURCHASES

Less than 10 Buyers / Collaborators

Between 10 and 30 Buyers / Collaborators

More than 30 Buyers / Collaborators

40%

35%

20%

Less than 1 billion €
in sales

Between 1 and 3 billion €
of Turnover

More than 3 billion €
in sales

Turnover of the companies surveyed

Purchasing DirectorsChief Financial O�cers

65%

19%
25%

Breakdown by type of Industry

Purchasing DirectorsChief Financial O�cers

15%10%5%0%
Distribution & FMCG

Chemistry & Industry

Health

Transport & Logistics

Energy & Utilities

Consulting / Audit

Aerospace

Automobile

Bank

Telecom & Media

Food

BTP

Technologies

Public sector

Other

Breakdown by type of Industry

Size of the Finance / Purchasing teams
of the respondents

A panel of 122 respondents 

Turnover of the companies surveyed



Economic performance remains the major challenge
for a Purchasing Department

01  MAIN OBJECTIVES
OF A PURCHASING ORGANIZATION 

50% 50%40% 40%30%

From the point of view of the Chief Financial O�cer From the Purchasing Director's point of view

WHAT ARE THE MAIN OBJECTIVES OF A PURCHASING DEPARTMENT?

30%20% 20%10% 10%0% 0%

Lower the costs
Put risks under control
Measure the savings

Secure the supply chain
Optimize the BFR

Capture innovation
Cover CSR issues

Improve process e�ciency
Other

#2 Measure savings
#3 Identify, evaluate and put

under control the risks

#2 Optimize the BFR
#3 Secure the Supply Chain

According to Finance respondents, the  
measurement of savings is not one of the three 
main objectives of a Purchasing Department, 
considering that it may be more of a mana-
gement control mission. On the contrary, the 
Purchasing Department considers that mea-
suring savings naturally supports the objective 
of reducing costs.
Thus, the study reveals that while economic  
performance is a priority issue well understood 
by all, the measurement and management of 
the economies raises debate. Given the positio-
ning of the priorities identified by the two po-
pulations interviewed, there is a clear difference 
in positioning on the measurement of savings. 

#1 #1
COST REDUCTION COST REDUCTION

The Finance Department and the Purcha-
sing Department have a joint responsi-
bility for the measurement of savings, 
which must go together with the intro-
duction of measures to track and report 
on economic performance.

RECOMMENDATIONS

6 - Advanced Observations for Dynamic and Successful Relationships between CFOs and CPOs



The quality of the exchanges is mainly perceived as satisfactory 
with opportunity to improve

02  PERCEPTION OF THE QUALITY OF EXCHANGES 
BETWEEN FINANCE AND PURCHASING 

WHAT IS THE MUTUAL UNDERSTANDING LEVEL
(stakes, objectives, methods of calculating indicators, etc.)?

60%

50%

40%

30%

20%

10%

0%

Bad Average Good Very good

Purchasing DirectorsChief Financial O�cers

75%

HOW DO YOU SEE THE QUALITY OF EXCHANGES ON THE MEASURES OF MEASURING
PURCHASING PERFORMANCE (costs, deadlines, quality, CSR, etc.)?

50%
60%40%

30%

20%

10%

0%

Bad Average Good Very good

Purchasing DirectorsChief Financial O�cers

NEARLY 75%
of the Finance and Purchasing Directors 
feel they have a «Good» to «Very good» 

mutual understanding of the issues, 
objectives, and methods of calculating 

indicators

Financial Managers and Purchasing Managers 
are also aligned with their perception of the qua-
lity of their exchanges. But while 64% and 59% 
of them are satisfied respectively, about 40% of 
the remaining respondents perceive the quality 
of exchanges as capable of improvement. 

The formalization, facilitation, and en-
couragement of exchanges between 
the two departments ensures that the 
objectives are indeed communicated at 
all levels:

-  Start the conversation between CFOs 
and CPOs 

-  Report back important updates and 
action items to respective teams

RECOMMENDATIONS
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Informal meetings take precedence over structured meetings

03  FORMALIZING EXCHANGES BETWEEN
FINANCE AND PURCHASING

FORMAT OF EXCHANGES BETWEEN DIRECTION FINANCE AND DIRECTION PURCHASES

Ad hoc meeting

Bilateral meetings at regular intervals

Meetings and informal exchanges

Governance bodies /
Management Committees

29,16%

27,30%

26,44%

17,10%

FREQUENCY OF REPORTING OF PURCHASES AT FINANCE

1 time per month

None

Less than once a month

1 time per week

50%

38%

7%
5%

44%

27%

of the meetings are structured

of the meetings are done bilaterally 
between Financial Managers and 

Purchasing Managers

In other words, despite the regular reports, there 
is today a lack of structure in the exchanges 
between Financial Directors and Purchasing 
Managers. This may imply a lack of depth in 
the analysis of the data exchanged. The lack of 
structure and preparation for important mee-
tings may carry a risk for the steering of eco-
nomic performance.

Currently, the structured meeting time seems 
satisfactory. In fact, more than half of the reports 
are sent once a month or more, which is sufficient 
to ensure good communication of the indicators. 
Ideally, this practice leads to better monitoring of 
the Purchasing performance too.

To ensure the management of the Purchasing 
activity, leaders should structure the exchanges. 
We note that most of the exchanges between 
Finance and Purchasing Department are currently 
performed during «ad-hoc» meetings (29.16%) 
and informal meetings and exchanges (26.44%).

The exchanges between the Finance 
Department and the Purchasing 
Department should be better structured 
to put the data sent in the reports into 
context through direct exchanges. 

Planning frequent and structured stee-
ring bodies is essential for: 

- ritualizing exchanges

-  guaranteeing the regular analysis 
of reports

-  discovering alerts or issues that require 
action items or more attention

-  increasing the performance of both 
functions

RECOMMENDATIONS

8 - Advanced Observations for Dynamic and Successful Relationships between CFOs and CPOs



Information quality deemed insufficient by Finance

04  SHARING INFORMATION ABOUT 
PURCHASING PERFORMANCE 

The quality of the information provided is direc-
tly dependent on the medium used. Using a de-
dicated business solution that is accessible and 
structured helps make monitoring of economic 
performance more reliable and useful.

According to the Financial Managers 
interviewed, the majority of Purchasing 
performance monitoring is in Excel tables, 
while 56% of Purchasing Managers’ report 
using dedicated solutions.

Based on these observations, it’s clear that 
Finance has little visibility on the tools used 
by the Purchasing Department. When these 
tools exist within the purchasing function, 
the technology is not necessarily shared with 
Finance.

The study shows that the rate of use of 
solutions dedicated to the measurement of 
Purchasing performance increases with the 
size of the company. 

The implementation of solutions dedi-
cated to Purchasing performance seem 
to ensure a better quality of information 
between the two departments.

Nevertheless, in order to reap the benefits 
and ensure their efficiency, it is recom-
mended that Finance and Procurement 
Departments are both involved in the 
implementation of the solutions. In ad-
dition, teams should work together to 
co-construct the key performance in-
dicators that the tools will manage and 
report on. 

RECOMMANDATIONS

60%

50%

40%

30%

20%

10%

0%

WHAT TYPES OF TOOLS ARE USED TO FOLLOW
PURCHASING PERFORMANCE?

Excel table Dedicated Solutions/
Market Tools

Application developed
speci�cally

No tools

Purchasing DirectorsChief Financial O�cers

BY PURCHASING DIRECTORS: QUALITY OF INFORMATION PROVIDED
BY PURCHASES AT FINANCE BASED ON THE SOLUTION USED

Bad

Excel

ERP

Dedicated Solutions/
Purchasing specialists

Average Good/Very good

The quality
of information

Used Solutions

48% 62%
of CFOs rated «Medium» to «Poor» the 

quality of information provided
by Purchasing

of CFOs with access to performance 
management tools rated the quality of 
information provided by Purchasing as 
good; but more than 40% of them do 

not seem to have access to these tools 
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A convergence on the type of indicators to be shared
but a feeling of mutual incomprehension

05  SHARING PURCHASING PERFORMANCE 
MONITORING INDICATORS 

30%35% 30% 35%25% 25%20%

MAIN INDICATORS SHARED BETWEEN FINANCE AND PURCHASING DEPARTMENTS

15% 20%10%15% 10%5% 5%0% 0%

Purchasing Budgets
Advancing Economies Operational Results

Operational Results
Payment deadlines to suppliers
Concentration rate of suppliers

Level of achievement of RFA
Costs of owning inventory

Costs of ordering
Other 

According to the Purchasing DirectorsAccording to the Financial Directors

SELON LES DIRECTEURS ACHATS :
COMPRÉHENSION DES INDICATEURS ÉCHANGÉS

Do you feel that the Financial Department includes
the Purchasing performance indicators presented to it?

Modality                Replies %

Yes 31 53

Partially 23 39

No 4 7

Do you feel that the Purchasing Department
has a good overall understanding of the performance indicators

provided by the Finance Department?

Modality                Replies %

Yes 24 41

Partially 23 39

No 11 19

There is a strong consistency of responses between CFOs and CPOs on the nature of the indi-
cators to be shared to monitor Purchasing performance.  

These include purchasing budgets, advancing savings, and payment deadlines to suppliers. 
Most of the Financial Managers interviewed believe that the management indicators 

followed by Purchasing are useful to the Finance Department, particularly when the cal-
culation rules have been co-constructed with Finance.

This observation reinforces the hypothesis 
mentioned earlier that Financial Managers and 
Purchasing are aligned with the objectives and 
indicators to be shared. However, the sharing and 
communication modalities do not seem clear 
on either side. The result is a feeling of mutual 
incomprehension that can hinder the steering of 
economic performance. 

47%
of the Chief Purchasing Officers 

believe that Chief Financial Officers 
do not understand their performance 

indicators. 
The creation of a «Purchasing Controller» 
function formalizes the link between the 
Finance Department and the Purchasing 
Department through a position dedicated 
to the measurement of Purchasing perfor-
mance. This role is to jointly guarantee the 
indicators that will be used by both func-
tions to drive and measure performance.

RECOMMENDATIONS
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A partnership to deepen and build over time

06  NATURE OF THE RELATIONSHIP BETWEEN 
FINANCIAL AND PURCHASING DIRECTORS

62%
of Purchasing Managers’ report that 
the Finance Department does not set 

targets for the KPIs defined in the 
Purchasing activities

Although the Purchasing Chief Officer is most  
often the Chief Financial Officer (33%), this does 
not seem to have a significant impact on the 
nature and quality of the relationship between 
these two stakeholders. In most cases, they are 
referred to as a «business partners» and «main 
stakeholder».

But when these KPIs exist, 96% of Purchasing 
Managers consider these objectives as relevant 
and in-line with the operational reality and the 
company’s strategy. 

For the partnership between Finance and 
Purchasing to be sustainable, it must be 
materialized by the co-construction of Pur-
chasing performance monitoring indicators.

Reporting relationships should not lead  
Finance to impose indicators on Procure-
ment. Instead, the goal should be to jointly 
define and transparently measure the objec-
tives of the Purchasing function.

RECOMMENDATIONS

DOES FINANCIAL DIRECTION SET TARGETS ON KPIS FOR PURCHASING ACTIVITIES?
IF YES, ARE THEY IN LINE WITH OPERATIONAL REALITY AND STRATEGY?

Rather in line with
operational reality and strategy

Quite in line with operational
reality and strategy

Little or not in line with
operational reality and strategy

No
62%

Yes
38%

64%

4%
32%

30%35% 30% 35%25% 25%20%

 According to the Financial Directors According to the Purchasing Directors

HOW DO YOU QUALIFY THE NATURE OF THE RELATIONSHIP
BETWEEN PURCHASING AND FINANCIAL MANAGEMENT?

15% 20%10%15% 10%5% 5%0% 0%

Data Analysis (exchange and joint
analysis of the data)

Business Partner
(co-construction)

Main Stakeholder (Preferred Partner
and Permanent Interactions)

Data Provider
(data exchange)

Occasional Correspondent
(one-o� interaction)
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The success of joint initiatives comes with two-way
communication as a primary goal

07  VALORIZATION OF JOINT INITIATIVES 
BETWEEN FINANCE AND PURCHASING

75%
of CFOs who have successfully 

completed joint initiatives report 
having a level of mutual understanding 
«Good» to «Very good» with the CPOs.

The Purchasing Managers consider that the 
main success factors identified are «the 
strong alignment established with the Finance 
Department» and «the establishment of a 
relationship of trust.» This is also linked to the 
establishment of «common governance» and 
«sharing of common indicators.»

At the same time, 72% of CFOs do not have 
access to procurement tools, and 92% have 
one-way reporting. The establishment of a 
common tool is likely a determining factor in the 
success of projects.

In order to ensure the success of the joint 
initiatives and value the project on the 
management committee, we must capi-
talize on the key success factors of these 
initiatives, such as:

- sharing access to Purchasing tools

-  setting up reporting in both directions

-  ensuring a good level of mutual unders-
tanding around goals, KPIs, and ideal 
outcomes 

Through the culmination of the joint ini-
tiatives, collaboration between Finan-
cial Managers and Purchasing Managers 
takes a better shape.

RECOMMENDATIONS

SUMMARY OF JOINT INITIATIVES IDENTIFIED

33%

20%14%

13%

13%

7%
Reporting activities and follow-up. Joint presentation of reports to the CEO / CODIR,
development of reports, follow-up of savings, implementation of a follow-up price
evolution indicator, cost control

Operational initiatives Purchasing. Calls for Tenders, Negotiations with Suppliers,
Supplier Risk Management Project

Co-construction of KPIs and Budget. Co-construction of indicators,
co-construction budget Purchasing

Digital project: P2P project, SI project in common (dematerialization of invoices)

Performance plan. Performance plan, improvement of performance monitoring

Project suppliers. Reduction of payment delays

Not having succeeded  Successfully conducted   

Access to Purchasing tools 72% do not have access to Purchasing tools 62% have access to purchasing tools

Shared reporting format 92% have one-way reporting
or no reporting

54% have two-way reporting
(Purchasing / Finance)

Level of mutual understanding 45% are based on average mutual
understanding

75% are based on good and very good 
mutual understanding

KEY FACTORS OF SUCCESS OF JOINT INITIATIVES
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A common quest for more communication

08  RELATIVE EXPECTATIONS FROM FINANCE 
AND PURCHASING DEPARTMENTS

To ensure transparency, efficiency, and 
decision support between the two par-
ties, purchasing teams must involve Fi-
nance more, especially upstream from 
the design of procurement strategies 
with suppliers.

RECOMMENDATIONS

30%25%

Financial Managers: what do you expect from the
Purchasing Department?

15% 20%10%5%0%

Communication and transparency

Collaboration and teamwork
Budget optimization and understanding

of �nancial issues (including BFR)
Alignment Dashboards and KPIs

Performance and Reliability

Benchmark and listening to the �eld

Anticipation of risks and management
of the supplier relationship

Process improvement

30%25%15% 20%10%5%0%

Availability and decision support

Support in the negotiation
process with suppliers

Reliability, transparency and clarity

Performance management Purchasing
and cost management

Financial resources

Financial reporting

Consolidation of purchases
and inventory management

Purchasing Managers: what do you expect from the
Finance Department?

The study reveals a relative disparity of ex-
pectations according to the points of view.  
For example, 27% of CFOs expect more 
«transparency and communication» from 
the Purchasing Department. On the other 
hand, «process improvement» and «supplier 
relationship management» do not seem to be 
part of the CFOs priorities.

On the other hand, CPOs expect the Fi-
nance Department to «support the nego-
tiation process with suppliers» and provi-
de more «availability and decision support». 
A need for «transparency and clarity» was also 
raised by Purchasing Managers.

In conclusion, communication is a mean of 
satisfying the Finance Department’s needs for 
transparency from Purchasing Department. 

In addition, better communication will help meet 
the need Purchasing achieve their goal of having 
more decision support from Finance.

#2 Support in the negotiation 
process with suppliers

#3 Reliability, transparency 
and clarity

#2 Collaboration and teamwork
#3 Budget optimization and 

understanding of financial issues

#1 #1
COMMUNICATION AND TRANSPARENCY AVAILABILITY AND DECISION SUPPORT
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The nature of our interventions in various sectors and our 
commitment to Financial Departments and Purchasing 
Departments have confirmed our desire to jointly conduct 
this study. 
We were thrilled to combine the expertise of the DFCG, 
a professional association of finance managers, with those 
of a consulting firm, and a purchasing performance mana-
gement software to provide a complimentary vision about  
Finance and Purchasing relationships. 

A SaaS Procurement Perfor-
mance Management (PPM) 
solution, Per Angusta structures 
day-to-day strategic sourcing 
management of the procure-
ment operations. The platform 
enables purchasing teams to 
drastically increase agility and 
efficiency while managing and 
sharing their performance with 
stakeholders and Finance de-
partment. Since 2012, more 
than 8 000 users in over 80 
countries are relying on the so-
lution to strengthen transpa-
rency and collaboration.

More information about 
Per Angusta

Capgemini Invent is the Capge-
mini Group’s digital innovation, 
consulting and transformation 
brand that helps decision ma-
kers design and build the future 
of their organizations.

With more than 6,000 em-
ployees, based in more than 30 
offices and 10 creative studios 
around the world, Capgemi-
ni Invent combines expertise 
in strategy, technology, data 
science and creative design, 
with knowledge in-depth sec-
toral solutions to build the digi-
tal solutions and business mo-
dels of tomorrow.

More information about 
Capgemini Invent

The first national network of 
private and public enterprises 
(DFCG) set up in 1964, these 
managers represent some 
1,800 ETI, SMEs, VSEs and CAC 
groups in 14 French regions 
and overseas. With a training 
and development center, this 
network helps young people 
- financially or mentoring - 
who do not have the means 
to access higher education 
in Finance and Management 
through their Foundation, un-
der the auspices of the Fon-
dation de France. 

More information about 
DFCG

ORGANIZERS

https://www.per-angusta.com/en/
http://www.capgemini.com/fr-en/service/invent/
http://www.dfcg.fr
https://www.per-angusta.com/en/
http://www.capgemini.com/fr-fr/service/invent/
http://www.dfcg.fr



