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Category Teams

■ Specialize in supply market and 
sourcing strategies for specific 
categories (e.g., IT, supply chain, 
furniture, marketing, print)

■ Frequently develop source plans that 
leverage opportunities across 
business units

Segment Teams

■ Generally reside at client site

■ Responsible for developing deep 
understanding of LOB business strategies 
and communicating as appropriate across 
S&P

■ Predominantly consist of sourcing 
generalists, but may have category 
specialties

Procurement Operations

■ Develops and supports financial 
management processes for S&P

■ Works globally to report and communicate 
cost savings impact to client Finance teams

■ Develops and communicates SS&P-specific 
policies, control processes, procedures, and 
audit activities

Supplier Diversity and Sustainability

■ Enables minority and women-owned suppliers to compete for Disney business

■ Facilitates discussions within Disney and externally with special-interest groups

■ Integration with Disney International Labor Standards and Environmental Policy

Sourcing and Procurement Services

■ Consists of Procurement, S&P 
Automation, PTP, and Print 
Management global teams

■ Develops and implements S&P process 
improvement and automation support

■ Manages worldwide transaction 
processing
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Creative Services

Printed Packaging

Promotional Items

Disney’s Sourcing and Procurement 
Print Production team is integral to 

the creative process
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• Develop effective stakeholder relationships

• Provide project management services

• Demonstrate a real interest and understanding 
of the “creative” side

• Provide input into the design process

• Utilize latest sourcing technologies
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• Blu-ray Case Design

• Prepress 
Agreement

• 3D Packaging 
Design
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• Disney Resorts has nearly 40,000 guest rooms 
around the globe and growing

• Disney Cruise Line will have 4,200 
staterooms/cabins with the launch of our two 
new ships
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• Sourcing had a reputation of not having an 
appreciation for design concepts, awarding 
based on low bid, and holding up the process

• Two key drivers

– Design Rules

– Procurement viewed as paper pushers
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• Focus on developing a relationship with the stakeholders
• Encouraged early involvement

– Sourcing to have a presence in all team meetings through-out 
the process

• Sourcing has developed stakeholder relationships through 
becoming an extension of their teams 

• Sourcing demonstrates value to the stakeholder by insuring the 
product specifications are not only aesthetically pleasing, but 
maintainable, safe and incorporate ‘green’ products where feasible 

Kick-off Meeting
Design 

Reviews
Value 

Engineering
Model 
Room

Bid, 
Negotiate,  

Award
Installation Warranty
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• Each Disney resort reflects an authentic and unique theme 
– Feng Shui Master
– Mosquito netting and Zimbabwe casegoods
– Pirate’s room

• Design options have increased due to global sourcing
– Direct relationships with manufacturers have elicited 

savings on product
– Fabric options have expanded
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Butterfly Effect

Design Element 
Interpretation
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Aulani Guest 
Rooms
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• Operations

• Resort Renovations

• Operations

• Resort Renovations 
(FAM)

• New Build Resorts 
(WDI)

• Operations

• Resort Renovations

• New Build Resorts 
(WDI)

• Disney Vacation 
Club (WDI)

• Store Fixtures

• In-Room Amenities

• Operations

• Resort Renovations

• New Build Resorts 
(WDI)

• Disney Vacation 
Club (WDI)

• Store Fixtures

• In-Room Amenities

• Disney Cruise Line 
(WDI)

• Consult on OFI-CFI 
risk versus value
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Marketing Creative
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Follow-
up

Execute

PlanPlan

• Identify key agencies and place into annual master schedule
• Coordinate/review timeline with stakeholders and agency
• Prepare adaptable template specific to marketing space, e.g. interactive media
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Follow-
up

Execute

PlanExecute

• Distribute evaluation and consolidate responses
• Prepare evaluation report out
• Facilitate stakeholder and agency review meeting, and identify gaps

2227
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Plan
Follow-

up

Execute
Follow-

up
• Schedule meeting to discuss actionable items (e.g., 6 months, 12 months), and 

provide status updates
• Uncover and remove non-value added activities and cost drivers
• Ongoing collaboration and communication

28

2009 Results

2010 Results
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1. The creative reflects the event, not 
the target ESPN viewer

2. Creative appeals to broader 
audience

3. Creative evolved to reflect the ESPN 
brand  
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Media 
Agency 
Review

Negotiate All Major 
Agency Agreements

Strategic 
Partnership

Invitations from ABC 

to Industry Events

Meet at 
Marketing 
Industry 

Conference

Media 
Agency 

Negotiations

2006 2007 2008 20092005 20102004

Harmonize rates 
with creative 

production AOR

Conduct 

Media Audit
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• Clear understanding of objective

− Creative is King

− Competition is fierce

− Budgets are tight

− Time is money

• Opportunity for strategic planning
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• ABC hosts annual Upfront in May

− ABC Marketing’s creative presentation

• Maximize creative while keeping 

within budget
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• “Champagne” spots on “beer” budget

• Larger vendor roster to tap year-round

• S&P’s involvement led to efforts toward 

universal rate card
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Fish where the fish are

Demonstrate an interest in their business

Use their terminology

Be approachable 

Show sensitivity for agency relationships 
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